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Sale! Holmes & Edwards sterling inlaid silverplate! 













February 14—March 14 only! Stock up now! 


52-piece service for 8 in Lovely Lady. 
Regular price *845° 
Sale price "G2 ese 


Sale includes /76-piece service for 12 
(Reg. price *12275—Sale price *6138) 


HOLMES & EDWARDS 


Sterling Inlaid Silverplate 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 


Specialists 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes... all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET « CHICAGO 2, ILLINOIS » PHONE: ANDOVER 3-7447 
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THE COVER 


This month JC-K presents its second 
annual exposition of manufacturers’ 
sales aids to help retail jewelers 
move more merchandise quickly and 
profitably. Five leading authorities 
have written informative articles on 
national advertising, ad mats, con- 
sumer literature, display and pack. 
aging. Series begins on page I5I, 
(Fashion photo courtesy of Kramer), 


oo @ 


P. M. FAHRENDORF, President 
and General Manager 


LANSFORD F. KING, Editor 

PETER SILVERI, Associate Editor 
RICHARD ELLANEY, Associate Editor 
THOMAS J. HIGGINS, News Editor 
MADELINE LOVE, Gifts Editor 

JOHN E. McGINN, Art Editor 

GEORGE BAKER, Washington Bureau 
RAY M. STROUPE, Washington Bureau 
NEIL R. REGEIMBAL, Washington Bureau 
National Press Bldg., Washington, D. C. 


PAUL WOOTON, Washington Member ef 
the Editorial Board 


JOHN J. BOWMAN, Technical Consultant 
DR. FREDERICK H. POUGH, Gem Consultant 
WINIFRED PARKER, Fashion Consultant 
VIRGINIA DIXON, Display Consultant 





BUSINESS STAFF 


ROBERT WATSON, Production Manager 
A. V. ANSEL, Reader Service Manager 


New York 

RAY V. LAWRENCE 

MADELINE LOVE 

ARTHUR J. TUVERI 

JOHN W. WYATT 

100 E. 42nd St., New York 17, N. Y. 
OXford 7-3400 


New England 

E. P. LINGHAM 

420 Ind. Bank Bldg., Providence 3, R. I. 
Gaspee 1-528! 

10 High St., Boston 10, Mass. 

Liberty 2-4460 

Chicago 

WILLIAM E. COMISKEY 


29 E. Madison St., Chicago 2, Ill. 
CEntral 6-3735 


West Coast 

J. G. DAVENPORT & ASSOC. 

2412 W. 7th St., Los Angeles 5, Calif. 
DUnkirk 2-6254 
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HARRY R. TERHUNE 

201 Cceano Drive, Los Angeles 49, Callf. 
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with these EXCLUSIVE jewelers' watch lines 
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Hamilton and Hamilton ILLINOIS...lines that dis- highest acceptance by consumers . . . aggressive 
count houses can't get...are exclusive for retail advertising and promotion at both local and 

I. jewelers AND STAY THAT WAY. You get stability national levels.. .prestige that sells... full 
and cooperation...not competition from Hamilton! profit and fast turnover. ..exclusive lines sold 
You get something else from Hamilton, too. The exclusively to reputable retail jewelers. 


back the watches that back you 


Hamilton « Hamilton ILLINOIS 


most trusted name in watches .-.-it costs so little to give so much 





> 


sold direct to retail jewelers by HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 


tf. 
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That’s what you'll be saying again and again 
when you advertise in the ‘Yellow Pages’ of 
your telephone directory . . . because 9 out of 10 people 


Find Your look in the ‘Yellow Pages’ when they’re ready to buy. 


Nearest Dealer . 
In The To reach more prospects, make more telephone 


’ 
‘Yellow Pages and walk-in sales, be sure to advertise under all 
ee-—— classifications where people look for your 
N cee 


as products and services. 














Get in touch with the Classified Telephone Directory Representative at your local telephone besiness office. @ | 
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Thousands of Square Feet of Space 
One of New York’s Finest Buildings 
The Newest Ring Manufacturing Machinery 
The Most Modern Equipment 7 

Our Own Precision-Perfect Tool Room 

Latest Production Techniques 

Internal Assembling & Setting Departments 
Our Own Precious Metal Refining Department 
Comfortable Showrooms and Salesrooms 
Complete Advertising Mat Service Department 
Speedy-Service Shipping Department 


THE LEADING RING FINDING MANUFACTURERS 


SRN CO, = 





FALCON STONE RING MANUFACTURING CO., INC. 


: Creators and Designers of “Perfect Ring Findings . A DIVISION OF KARLAN AND BLEICHER 
136 WEST 52nd STREET NEW YORK 19 OFFICES IN CHICAGO AND LOS ANGELES 





See 
and Fast Selling 


Naturally this set is attractively pack- 
aged in the luxurious Simmons leather 
brown box 





This distinctive men’s set by 

Simmons — smartly crafted in heavy 

sterling silver — is one of the 

fastest-selling sets in the trade. Order your stock 


for Spring now! 


ORDER BY NAME: 
SET SSMS #1244 
(SUGGESTED KEYSTONE $11.00 PLUS TAX) 


CUFF LINKS SSCL #124 
TIE CLIP SsTK #124 


R. F. SIMMONS COMPANY 
ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 


THE JEWELERS’ CIRCULAR-KEYSTONE 





the brilliant, all-new 


Baker Vee Flare 4-prong setting 


Never before a setting so distinctively advanced in styling. A fluid combination 
of light delicate lines and gracefully: flared reflective surfaces that cradle the 
diamond. Rectangular prongs converge to form deep outside flares... magnify 
and enhance the splendor of the stone. 


This Series, 732, is available in a complete range of 11 sizes up to 3 Carat, 
die-struck in 10% Iridium-Platinum, Jewelry Palladium and Gold. 


113 Astor Street 
Newark 5, New Jersey 


NEW YORK FRANCISCO CHICAGO LOS ANGELES 
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TOASTING DISCOVERY 
TOASTS ANY BREAD 
1/3 FASTER! =|. 


ONLY THE GENUINE UNIVERSAL 


TOASTAMAGIC CARRIES THIS DESIGN... Your 
ASSURANCE OF QUALITY CRAFTSMANSHIP. 


THE SENSATIONAL 


COMPANION TO 
THE FAMOUS 
UNIVERSAL 





7) 
retail or Fair Trade Price 
The amazing Reflector Control, sensational 
n inciple, eliminat ld-fashioned 
toncon, en etl at aoe etl 08 New SILENT, AUTOMATIC CONVENIENCE 


trol toasting. Toasts any type of bread to same 

color without changing control. Universal’s new toaster sensation outmodes all conventional 
designs in speed, toasting excellence and convenience. Fewer 
moving parts reduce wear and insure greater dependability. With 
no ticking, no noisy pop-up, this amazing new toaster tops 
*em all. Patterned after the already famous Coffeematic, the 

New heating element and insulation elimi- Universal Toastamagic will sell on sight. . . sell on features. 

nate warm-up period. Even the first slice 


toasts in 60 seconds. Fast heat rewarms toast SeeXYOUR UN IVE RSAL DISTRIBUTOR TODAY! 


without burning. Keeps toaster itself cool, 
uses less current. 


PLUS ALL THESE EXTRAS 


o New Single Stice Toasting e New Silent Action 
o New Finger-Tip Release e New High-Rise Racks 


otlew Hinged Crumb Tray + New Classic Design LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Manufacturers of 18K Gold, 14K Gold, 
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100 Irid. Platinum and Palladium Diamond Rings. 





RINGS ENLARGED TO SHOW DETAT 





BRISTOL SEAMLESS RING COMPANY 


71 NASSAU STREET * NEW YORK 38 an) A OA 


If you use diamonds in your business — 
if you use rings in your business — 
you MUST USE 
I 


Fist. 


Entire Kushner & Pines Inc. line of Wedding 
and Engagement Ring Sets now available 
with CUSTOM SET*. 


Now with CUSTOM SET* 


anyone can set Center Stones in 30 secc 


KUSHNER & PINES INC. 15West 47th Street New York 36, NLY.JU 2-25 





__ ONLY ONE CENTER DIAMOND — 


of completely 


| MOUNTED RINGS 


HERE’S WHAT CUSTOM SET DOES FOR A TYPICAL INVENTORY 
Approximate Total Present Cost 
Retail Center No. of Quantity Rings Cost for with YOU 
Price Diamond Stylesin Each inPrice Center Custom SAVE 
_ Range Size PriceRange Style Range _Dia. Only Set 





- Custom Set* is a simple but 
RS 3 5 x th ¥ rmit > ” ) : | 
. oor ih ao meavignes annaciones, $ 75.00 10 Ct. 3 2 6 $ 72.00 $ 12.00 $60.00 | |i 
Fe “ eee perenne on aalenes = \ 7 | 
to set center stones in 30 seconds. 100.00 15 Ct. 6 108.00 18.00 90.00 


‘With this new invention you need only ‘ 125.00 .18C. 2 — ee | aoe 264 00 
1 Center Diamond within a specified 150.00 20.4 V2 336.00 28.00 308.00 
size range—since this 1 Center 17500 = .250. 4 12 = 444.00 = (37.00 407.00 | 
Diamond can be set into any e 200.00 .30Ct. 12,576.00 = 48.00 «528.00 

12 720.00 60.00 660.00 


ring of your choice. 250.0035 Ct. 720. 60.00 660.00 
6 432.00 72.00 360.00 


(For example: If you use 20 different — _ 300.00 0G Ds — 432.000 7200 360.00 

styles of rings requiring a Center 400.00 45 Ct. 4 344.00 86.00 258.00 

Diamond of .18 Ct. to .25 Ct. YOU -. | 50000 SOc. 4 ~~ 400.00 ~=—Ss«'100.00 300.00 
2 ~~—«-260.00 =—si«é3000=St—i(‘<iéi 02«200S 


NOW NEED STOCK only 1 Diamond.) — — oe 


CUSTOM SET* available in 70000 70. 2000 205.00 205.00 
TOTALS: $4390.00 $820.00 $3570.00 


| | | | | 
| met | met} ND} RO] RD! CO! Co! Go! CO! Go! DD 


7 sizes for: .10 Ct. to .70 Ct. ‘ — 














*PATENT PENDING 


svtussesees AUSHNER & PINES INC. 


iam? 1. 15 West 47th Street, New York 36, N.Y. JU 2-2570 


phone-wire-write for appointment 
or information 





(USHNER & PINES INC. 15 West 47th Street, New York36, NY.JU 2-2570-_ 
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GOLD FILLED PROMOTION 
LOOMS CHRISTMAS SALES 











me 
aT but there "'s Mm resulted in some outstanding 


otion ked Gold 
Jevision Gold Filled prom ter people tal 
Yes, the LIFE magazine, —_ Geld Filled, sales increased. bagasse Gold Filled was 
, _ Where retailers pierre climbed. All over the country 
Filled dollar volume per unt tanding success. only beginning — there’s much more to co 
as ee 
-Christmas poeta 7 ar 
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poems for new Gold Filled Filled \ 


ems Pctnlions 1FE ads! 


Watch to, 


Gold 
‘ Participatio nae eu lled 1 fetev, 
S 1S markots  acseeitiill 


ew Gold FI Pe ‘ 















me 














watch for la direct mall. \ GOLD FE? 


hi ae = . Rea Et 
— , * MM § e b ne 


= 


SE tc. ae ae Tes 


— 


a 


The big, national Gold Filled promotion is a continuing promotion . . . not a one-shot deal. 


Here’s how you can cash in... 
STOCK ... make sure your stock of Gold Filled is large enough to provide a good range of selec- 
tions. Don’t be caught short. 
DISPLAY ... let the national promotion build your store traffic. Use and identify Gold Filled 
items in window displays. Group Gold Filled items in counter displays. 


IDENTIFY ... instruct your clerks to identify each Gold 
Filled piece as Gold Filled when selling a customer. Take 
» advantage of the preselling done by national advertising. 







EXPLAIN ... make sure everyone in 
your store can give a lucid explanation of 
Gold Filled and how it differs from less 
expensive plates and washes. If 
you would like a booklet 
explaining Gold Filled, just 
write to the address below. 
It will be sent you 

without charge. 















uk Tele he- Voice -) t-we-U-t-teolode-Lifet a) 
Attleboro, Massachusetts 
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CHICAGO PRINTED STRING COMPANY 
2300 Logan Bivd., Chicago 47, Illinois 


Gentlemen: At no cost or obligation, please send me, 
[_] PRINT-AD-STRING Color Selector. 


{_] Have your Package Stylist call on me. 


my name & title J . ee a ee 








company 
address ee 
city 
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Presenting the 


new 7°55 


[UX 


Date - Minder... 


America’s best-selling Calendar Clock 


An electrifying success from 
the moment it was introduced, 
the Lux Date-Minder was 
America’s first electric Calen- 
dar Clock created to retail at 
only $9.95. Handsomer than 
ever, with far greater visibility, 
this new 1955 version of the 
already-famous Calendar 
Clock has a flat gold center 


with black numerals and min- 
ute calibrations on a white 
background; black calendar 
portion with gold windows. 
Color-keyed for every room 
in the house — and for offices, 
too — Date-Minder’s lustrous 
polystyrene case comes in 
metallic bronze, antique yel- 
low, flame red, ebony and ice 


white. Tells Day, Date and 
Time automatically. Size 6 %2" 
x 7%”. Packed 12 to a case. 
Retail — $9.95 plus Federal Tax. 


YOUR TIME-REMINDER LINE 


THE LUX CLOCK MANUFACTURING COMPANY © WATERBURY 20, CONNECTICUT 





SETTINGS 
and 
SHANKS IN 


GOLD-PLATINUM-PALLADIUM 


Write for Free Illustrations of Various Styles 


aa See teR A fe 
RSet Ls A) hr} Re 
Serra a ty 


SERIES 440 


I 


HONESTY ACCURACY 


RUG | 


KARAT =) —SsREFINERS & SMELTERS . _ JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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Microscopic photos prove superiority of 


Waterman's yyyi/ic_ 


£ 


Conventional steel ball point (enlarged 250 times) after two weeks of 

continuous writing. Microphoto reveals that the surface of the steel 2g Z ee _ .. 

ball is scratched and pitted. This causes an uneven flow of ink, — Waterman’s Sapphire point (enlarged 250 times) after 

tends to pick up paper lint, and forces the writer to exert more two weeks of continuous writing. Note that the 

pressure on the pen. Sapphire point is almost perfectly smooth which 
pi ee why the Sapphire retains all its original 
fine writing qualities throughout its entire life. 


——— ae 





Here’s further evidence that the Sapphire 
point outperforms all others... 


NZ>P=ZDMAPS } 








The point of Waterman’s Sapphire Pen is a microscopically-precise synthe- 
sized sapphire, the same jewel chosen for the most delicate medical recording 
instruments and for bearings in fine watches. 

The magazine, MATERIALS & METHODS, spokesman for the materials 
engineering industry, outlined five key properties of these sapphires in its 
June 1954 issue—hardness, corrosion resistance, low-friction surface, heat 
resistance, and lint resistance. 

Here’s how these properties account for the superior performance of 
Waterman’s Sapphire pen: 





HARDNESS—The perfect sphere of 
Waterman’s Sapphire point cannot be 
deformed or defaced in use. 


LOW-FRICTION SURFACE—Waterman’s 
Sapphire point has a greater affinity for 
ink—writes immediately upon contact 
with paper. 


CORROSION RESISTANCE— Acids will not 
affect the Sapphire point. 


HEAT RESISTANCE—Waterman’s Sapphire 
point does not expand or contract— 
writes smoothly, even under extreme 
heat or cold. 





LINT RESISTANCE—Waterman’s Sapphire 
point does not attract lint or other for- 
eign matter —always writes a clean, true 
line. 








This evidence proves that you can sell Waterman’s Sapphire in complete confidence— 
that your customers will be more than satisfied with its outstanding writing qualities. 

And thanks to the increased production needed to satisfy fast-growing demand for 
this beautiful pen, we now offer the Sapphire at the new easy-to-sell price of $5.00, 
tax included. Also available in sets with matching pencil starting at $10.00, in 14K 
Gold Filled, Sterling Silver, and Rhodium. 

NOW -—Greater-than-ever volume makes possible new low price on long-lasting 
Sapphire Refills containing Waterman’s exclusive no-transfer Endura ink . . . 75¢ list! 


WATE RMAN P EN COMPANY, INC.,, I De Forest Street, Seymour, Conn. 
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Now in Brilliant New 
E-X-P-A-N-S-I-O-N-S 


for men 


e One size band fits all size wrists! 
¢ No tools, no trouble! 

e Perfect sizing in 10 seconds! 

e Cuts inventory, multiplies sales! 
° Easy to sell—Easy to “work”! 





Absolutely safe! 
. @ : #5006 The Plainsman Superb sculptural 
" * Operates like any other watch band! design in massive double-wide links. Gold-filled. 
Le Retail, FTI, $6.95 
5 BANDS IN ONE! are 
__()Regular—fits without adjustment FY ee th 


Prom P59) : 

(2) Long (3) Extra Long—add links Ey, BEE. tet CBR rs Fh 

(4) Short (5) Extra Short—remove links ““\2” ‘& » RY 9 C\NE KAS . 
a yY 


4 / 





i i, 


EXTRA LINKS TO LENGTHEN = 3_3 
z o7 > 
THIS J-8 MULTI-SIZE Bayp 2O° 





EXTRA LINKS 
on back of every 
Multi-Size band card! 


STOCK CONTROL CABINET 










Your Cost $96.00 
Your Selling Price 216.15 
#7021 The re onesie Your Profit $120.15 
Styled for round wae’ a = yore Al vender tavisthemuchiamiad 
7 nie A beautiful showcase for 30 most wanted 

#8023 S.S. Saratoga Same as #7021, : is ‘ 
in stainless steel................. Retail, $5.95 fast-selling ladies’ and men’s J-8 bands. 


Smart natural wood with handsome finish. 





roa se *1/15—12 kt. gold-filled top ‘shells, 
: Wi ARE CO-OPERATING ! stainless steel backs 







MORE 


exclusives 


* A new design sensation! 
¢ Unbelievably streamlined! 
* Incredibly elegant! ‘ee {I MMES] 
: WISP OF ALL! 
NEW 4 2 


No. 6500 


2 NEW Attractions in our 


an Superb sculptural . famous GOLDEN WISP series — The ultra look...the elongated look 
e-wide links. Gold-filled. gS. both with tailored ends! ...in fashion’s slimmest circlet. 
Retail, FTI, $6.95 \\, 


Yellow or white gold-filled. 


NATIONALLY ADVERTISED 


#6107 — An exciting new ON 


creation! Yellow or white 
; gold-filled. 
4 : Retail, FTI $6.95 


66 STOP 
me. OB #6103—Golden facets, ACA Sc 99 
? wv cut like precious \\ , Ren MUSI 
FREE: Display Spectacular gems. Yellow or % 
STOCK CONTROL CABINET white gold-filled. 


Retail, FTI ..... $6.95 \ es. 
Your Cost $96.00 ad) 2 ON TV AND 


Your Selling Price 216.15 X ~ } RADIO 


Your Profit ‘i $120.15 Coast.To-COASsT 
All you pay for is the merchandise! 
A beautiful showcase for 30 most wanted 


fast-selling ladies’ and men’s J-B bands. 
Smart natural wood with handsome finish. 


i 
MORE 7 | 
rete) mM ») MORE 


VALUE 


i 
‘ 
} 
| 
t 


a 
JACOBY- BENDER, INC., NORTHERN BOULEVARD & 62ND ST., WOODSIDE 77,N.Y. 
t 


i 


i 





F irst new style 





| | Silk Core 
the spotlight 


ALL NEW DESIGNS 


in men’s expansion bands... 





with the Exclusive 


™ 
PAT. 


SILK COF 
Custom-designed “keeper” . 
glamor to the standard silk 
Fascinating assorted keepers to 4 
any watch. Yellow or white 
gold-filled. Retail, T 


Feature! 


Here they are—the new, beautifully 
styled designs with MULTI-SIZE, 
the exclusive feature that has made 


J-B the most talked about band in 
the land. You cut vour inventory, 
vou never lose a sale, because these 
bands adjust quickly to fit -all size 
wrists. Stock up now... these are 


#3317—with ratchet centerpiece, 
#3318—with safety center catch, 


the bands your customers will see on 
“STOP THE MUSIC” coast to coast 
on TV and Radio. 







TOMUENSAH UE 


featu rong the More MULTI-SIZE designs on next page! a 
luxurious custom look 


of heavy gold mesh 





FREE! 


#7290—A unique watch band—bold and 





#7291 — Wrist-conforming ends -inlaid 


richly masculine—massive wrist-con- GOLDEN ARMOR 

forming ends inlaid with fine golden DISPLAY 

mesh for richness and distinction. 

MULTI-SIZE—fits all wrists! Yellow or All you pay for is (> 

white gold-filled.* Also available with the merchandise! \ a 

curved ends for round watches. Your Cost. $19.50 = il 

Fl 

3 5 


Your Selling 


with oxidized. basket-weave mesh. Price 43.80 a 
MULTI-SIZE feature! Yellow or white 

gold-filled.® “Also available with Your 

Savitred harante ne Profit $24.30 


| Sbitho @ ULS.A 


Retail, FTI...$10.95 ea. 
*1/15—12 kt. gold-filled top shells, stainless steel backs 














first new style feature in 


Silk Cords in a decade 


SILK CORDS 
Custom-designed “keeper”... adds new 
glamor to the: standard silk cord! 
Fascinating assorted keepers to add beauty to 
any watch. Yellow or white 

gold-filled. Retail, FTI, s3”° 
#3317—with ratchet centerpiece. 

#3318—with safety center catch, safety chain. 


For Record-Breaking Sales, F eature 
the Famous 





sari : 


Sid rug 








241144 Pep 





Pethhas y 











| Presto is popping! 


Presto is celebrating its 50th year in the appliance 


business with a “profit party! 


Join in and you are 


guaranteed a record-breaking sales year. BIGGER 
PROMOTION. BIGGER ADVERTISING. BIGGER 
PROFITS. SELL PRESTO IN ’55! 


SELL AMERICA’S MOST EXCITING APPLIANCES! 


if. fa Bie 


NEW PRESTO AUTOMATIC 
ELECTRIC FRY-PAN CASSEROLE 
Another best seller! For 1,000 and 
1 dishes @ Exclusive Sweep Heat 
Selector @ Twin, stay-cool handles 
© Stickproof interior @ Safe for table 


@ Silversmith finish. 


Heat Resistant Glass Cover, $2.00 
Matching Silversmith Cover, $2.00 


$24.95* 


PRESTO << 
AUTOMATIC ELECTRIC SKILLET 
The sales sensation of the year! 
4-IN-1 sales story. A frypan, Sauce- 
pan, casserole and chafing dish— 
all in one! @ Exclusive Sweep Heat 
Selector © Safe for table. 
Matching Silversmith Cover, $3.00 
FREE! 50th Anniversary Bonus 
(for limited time only) 
Heat resistant glass cover! $2.00 Value! 





PRESTO COOKERS FROM 


$11.45 


Fair Trade Price 


NEW PRESTO® COOKER 

Greatest pressure cooking advance 
in 15 years! © New Automatic Air 
Vent automatically releases air... 
automatically retains pressure © New 
Pressure-Tru Indicator @ Conven- 
ient New Cooking Guide on handle. 


PRESTO VAPOR STEAM 

AND DRY IRON 

Sell the Exclusive Scorch Preventer 
and sell faster. Indicates when iron 
has automatically adjusted steam 
and heat for the fabric @ It’s packed 
with easy-to-show and sell features! 





PRESTO AUTOMATIC 
COFFEE MAKER 


$29.95* 


Exclusive Therma- \ 
trol makes sales. \ 7} 
Makes perfect cof- * 
fee twice as fast @ 

All automatic fea- 

tures ® Exclusive 
Lock-Tite Cover 

and Silversmith 

finish clinch sales. 
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$28.95* 


Complete with 
cover and 
fry basket 


PRESTO COOKER/FRYER 

You sell cooker and deep fryer cus- 

tomers easier because you sell beauty, 

too! ® Exclusive Sweep Heat Selector ® 

All automatic features @ Silversmith 

finish @ An eye-and-buy seller! 
Complete with cover and fry basket. 


Over 2] Million Satisfied Users 


‘ 


NATIONAL PRESTO INDUSTRIES, INC 
EAU CLAIRE, WISCONSIN 


Dis 


PRODUCTS 











RONSON ANNOUNCES !! 


New Electric Shaver with Amazing Flexible Head 


Flexible to follow every contour of your face! 

Because the Ronson shaver has a flexible rounded steel 
head, it hugs the smooth, flat areas of your beard, and 
closely fits all those curved places around your nose and 
chin... you'll marvel how quickly the whiskers disappear! 
No matter how tough your beard, or how tender your face 


... Shaving with the new Ronson is actually a pleasure! 


ONSON 


© 1955 RONSON CORPORATION 





Micro-thin for the closest shave you've ever had! 
It’s simple logic that no ordinary electric shaver can 
shave you any closer than the thickness of the head. 
The flexible Ronson head is actually 2'2 times thinner 
than a razor blade... allowing the cutting edges to 

get closer to the base of your whiskers. Comfort plus 


closeness add up to the perfect shave every time. 


makers of the world’s greatest lighter. 
im 


$28.50 


complete with 
genuine leather traveling case. 
21 day free trial 
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RONSON ANNOUNCES NATIONAL DISTRIBUTION 


Ronson, makers of the world’s greatest lighter, now 
presents the world’s greatest Electric Shaver to the 
buying public of the entire country. 

For many years the public has associated the name 
Ronson with precision-made, smartly-styled lighters. 
Today Ronson is proud to include the new Ronson 
Electric Shaver in the ever expanding line of 
Ronson quality products. 

Regional sales tests have shown an immediate and 
enthusiastic public response to the new Ronson Shaver. 





RONSON ANNOUNCES D 
ADVERTISING CAMPAIGN romana mos 


BUSINESS POST “=== 


The big show begins with a smashing introductory —— 
campaign. Full pages in 9 leading magazines reaching ; 4 
over 20 million people. 

Remember, Ronson is not just a “seasonal” advertiser. 
Ronson promotes sales week after week, month after 
month—all through the year! 

Want a preview of Ronson Shaver National 
Advertising? Look at the opposite page—it will appear in 
these 9 magazines—a full page Ronson advertisement 
almost every week. 


RONSON ANNOUNCES 21 DAY FREE TRIAL 


Ronson, and only Ronson, offers this generous 





trial period to completely convince your 
customers. Plus liberal trade-in allowance for 
any used Electric Shaver. 

Ask your Ronson supplier to tell you about 
Ronson’s terms — Ronson gives you greater profits! 
Complete merchandising program—to help you 
move more Ronson Shavers — unique window and 
counter displays, mailers, TV and radio spots — 
with ideas! 
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George 
Ferguson 
went 
wild 


» - about 


The bane of George Ferguson's existence was unfair 
competition. George is a reputable, traditional jeweler and 
he hated to see someone in the next block getting away 
with murder. 

That’s why he went absolutely wild about Waltham’s 
Controlled Production policy. For Controlled. Production 
means factory production geared to the traditional jeweler 
requirements. Thus, Waltham provides a supply of watches 
for George’s market (not a surplus of watches for other 
markets) and Waltham keeps the full profit in his jewelry 
store. 

You'll go wild, too, about C.P. Call your Waltham 
wholesaler. 


WALTHAM WATCH COMPANY 
Waltham — ‘‘The Watch City’’ — Massachusetts 


*Controliied Production 


(means Cash Profits) 


WALTHAM WATCHES 


Time is MERGE ELVEN T-WkeleRitelzel 
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NT LIFE 


EN’S JEWELRY LIFE: 











New Distinctive Designs of 








Traditional Forstner Craftsmanship — FI we el nn 
= = ": 
Exclusively for Jewelers pee 
43 P 401 
41 P 401 
46 P 404 
43 P 404 
41 P 404 
46 P 403 
46 P 405 43 P 403 
43 P 405 41 P 403 
41 P 405 
46 P 400 
43 P 400 
41 P 400 
46 P 402 
43 P 402 
41 P 402 








Modern enameled designs 





Available in: 46 = Sets — $7.50 JEWELRY’S NAME FOR QUALITY 
Yellow with Charcoal (C) 43 = Uinta 5.00 
ee 41=Tie Bars— 3.00 FORSTNER CHAIN 
White Rhodium with Charcoal (C) ‘HAIN CORPORATION, IRVINGTON 11, NEW JERSEY 
or Delft Blue (B) In Handsome Gift Boxes 


ALL PRICES KEYSTONE 




























Buy These... 
2 NEW 
TOASTMASTER ame pe 


TOASTERS pe adie “a? 


Here’s a new idea in automatic toasters to suit today’s 
plus any three shown below see trend toward smaller dining areas! 


@ Two new compact toasters matched in style and size! 
Ses A N D 


@ They’ take less space on a crowded table! 
Get / h | S eee 


@ Easy to store in small space; new 2-slice 40% smaller than B14. 
e@ American families are larger, their tables smaller. Sell them the 


For Only $1767 
$3950 














Big Extra-Profit Offer! 


MILLIONS OF 
KING-SIZE FAMILIES 


ARE PROSPECTS 
for this 3-slice toaster! 


Only recently introduced, and 
it’s been a sensation from the 
start! And there are over 17 
million families of four per- 
sons or more in this country! 












Regular retailer cost $2487 retail @ You make $21.83 or 55% profit on the C4 Toaster. 
. 67 @ You save $7.20 or 29% of regular retailer cost. 
Your special cost 17 @ You average 40% profit on the assortment. 
YOU SAVE $ 720 @ You enjoy an average of $1.20 extra‘profit on each toaster. 


@ You get the 3-slice for only 35¢ more than the B16 2-slice 
Powermatic Toaster. 








Call Your Distributor! Offer Ends March 31, 1955 


CHOOSE FROM AMERICA’S FAMILY OF FINE TOASTERS! 











AG AUTOMATIC, $17.50 B18 AUTOMATIC, $2250 B14 AUTOMATIC, $23.00 B16 POWERMATIC, $27.50 C4 POWERMATIC, $39.50 SUPER DE LUXE 


Special thru March 31 “TOAST 'N JAM” SET, $34.95 
$19.95, Fair Trade Min. Available with B14 toaster, 


FULL-COLOR COUNTER DISPLAY and POWER-PACKED SALES KIT —*7%;2...0cia! thre Merch 31 
is yours FREE with TOASTMASTER®* Introductory Offer 


***TOASTMASTER™ and ““TOAST 'N JAM" are registered trademarks of McGraw Electric Company, Elgin, Illinois 
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Gure-Fire Profit Trio! 


Regularly 
$2Q00 


retail 














ONLY UNTIL eae ONLY 


M A R , 31 . : { pentncseunienie 
. pe Luxe Toast _’n Jam set 


Regularly $28 retail 
Now only 
O 








Order Free Mats and 
Window Posters Direct from 


TOASTMASTER PRODUCTS DIVISION 
McGraw Electric Co., Elgin, Illinois 
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GENERAL PLATE 


GENERAL PLATE DIVISION 
Metals & Controls Corporation 
Attleboro, Mass. 


Offices: Attleboro, New York, Chicago, 
Los Angeles and Mansfield, Ohio 


Look for this mark 5 
ce the initials G.F A 


THERE’S MONEY IN THAT FINISH } 


(and you can get it out) 


General Plate puts real money into FINISH — mirror finish. 
For instance, the entire finish rolling department is dust free. Then, 
on the average, each set of finish rolls is re-ground after only 9 
hours work. Above and beyond this, during an ordinary day, these’ 
finish rolls are hand cleaned as many as 40 times. To sum it up, 
we maintain important parts of powerful factory machines to 
standards usually associated with a laboratory. 

As we have said before, General Plate puts real money into 
attaining the superb finish for which its products are noted. Money 
is put in, and you can get it out. Finish is one of the most potent 
factors in selling jewelry. Make sure that General Plate products 


are used in the merchandise you handle: 
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Deltah’s new See 


will be introduced 
to your customers in 


exciting ads like this! 


We chose America’s top 
publications reaching the 
tremendous mass market 
of jewelry store customers 
to tell America about 
Deltah’s new simulated 
pearl with the delicate, 
subtle tint of precious 
Rosée pearls. And in 
every ad we direct the 
customer to the 

jewelry store! 


A series of national ads 
starting with this full page 
in color in PHOTOPLAY 
will continue through 

the Spring in LIFE, 
LOOK and AMERICAN 
WEEKLY. 


ROSEE SELECTED AS A 
“STAR FASHION” BY 
PHOTOPLAY MAGAZINE 


Deltah’s “Rosée” has been chosen 
as a “Star Fashion” for 1955, 
creating extra excitement and 
publicity that will influence your 
customers to ask for “Rosée’. 
Every Rosée necklace and choker 
will bear this Photoplay tag. 


7 , , 
AT BETTER EJ JEWELERS 


the Sloriously 
simulated 


new pearl 


vDeltah 


its very special 
beauty, a 
delicate faintly 
Pink glow 

like the 

finest 


cultured pearls 


ae 


7 a 
Mme, HRMS & 


Lt SHOW yo 
Q Ov , 
t Slatin ro t Y Rosee MONER 
c Oc 


ANO & 
" tC eta 
ALYwooo FASHION Ge 
ON Grour 


HOLLYWOOD FASHION 

GROUP GIVES YOU $54.50 

PROFIT ON INVESTMENT 
OF ONLY $29.75! 


Just think! You make 82% eztra 
profit with the 8 beautifully pack- 
aged “Rosée” necklaces and 
chokers (plus the free bonus of 
6 “Rosée” earrings) in the 
HOLLYWOOD FASHION 
GROUP. Your cost — $29.75 for 
this complete basic department 
... your profit — $54.50! 


% aan ‘4 se 
+ *. 
| i a, contact 
your 





Deltah 


SIMULATED PEARLS 


the straight line to profits is the DELTAH 


Heller Tara Inc., 411 Fifth Avenue, New York 


<— 
Sms 7 


\ ba é wholesale 








The wheel of a Ballou ear wire is of 
such perfect workmanship many manu- 
facturers of high grade products order 
uncapped wheels for their products. 


26 


SCREW EAR WIRE 


With precision, machine-cut threads on the hub as well as on the post, 
the Ballou line of screw ear wires offers the trade a quality that it pays to use, 
Inspected in the Ballou tradition each item is checked for alignment ang 
corrected, if necessary. Available only in precious metals — 14K, 10K, Sterling, 
and Gold Filled. Send for supplementary catalog sheet. 


FINDINGS 


SOLD TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO., INC., 61 PECK STREET, PROVIDENCE 2, R. I. 
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retail 


Mare Nicolet 


MANUFACTURERS OF FINE WATCHES SINCE 1886 
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(ecklines hil! 


CASH IN ON THE 
1955 FASHION TREND 


K CHAINS! 
WITH Spi _ 











CPCS 





2k 


Since Cleopatra's time he neckchain has been asasic piece of jewelry in almost 
every womans jewel box. In§1955 neckchains promisgyto be even more popular (and 
profitable) than ever — becadjse this year’s fashion Whe is the neckline! 

Women who want to be in stWe (and don’t they all!)will be wearing more neckchains 
than ever before. 












Every customer can use a nec i fthing from a teenager’ s school ring to 
an older woman’s valued heirloom. fr 

on aneckchain. And you can sell tha®neckchai sit you display it! It’s just good business 
to put your neckchains out in the op #n the counter — to be seen and bought! 
And that’s why Speidel is offering y' Beautiful, “on-the-counter” display — 

to bring you added profits from this i gly important business. 


fen te, 







Your customers are assured ¢ 


Ci A Situ known, much-respected name 
of “Speidel” behind your neckch®in ine. This oe iful, 72-chain display was designed 
to blend in with your jewelry stor@ at Kener u'll have every neckchain you need 


because this new display carries | 


, mpletevatiety of styles and lengths — in Sterling 
Silver, 1/20 Karat Gold Filled an 


Kerat at Geld. Order as N/720 Unit. 





YOUR SELLING PRICE—N/720 Neckchain Unit $185.35 
YOUR COST —N/720 Neckchain Unit ..... 









































JO SHOW THEM IS TOSELL THEM 
cid 
A 4-POINT PLAN FOR SELLING NECKCHAINS 


1. Puts your neckchains in front of your customers —to be seen and bought. 


2. Puts your neckchains in a beautiful, “jewelry store” type of display. 


3. Offers your customers a complete variety of styles, lengths, qualities and prices, 
4, Keeps a controlled inventory at your fingertips. 

















azing new 
...@ sensational new setting that 


ase your diamond sales! 


Saat 


tre Pap? 


Deauiti-ghe by Feature Lock. 


Reg. T. M. 


STARTLING in its concept, revolutionary in 
iis approach, “Beauti-Glo” is, without 


Wi Wdoubt, the greatest advance in ring setting 


f Ta 


design in the history of the jewelry 
industry. Scientific tests by an independent Testing 


@laboratory actually PROVE that the new 


"Beauti-Glo” setting makes a center diamond 

OK 90% LARGER . . .87% MORE BRILLIANT! 

ik of it. This sensational new selling 

be Can sky-rocket your diamond sales, be the 

wed st single new profit-builder in your 

fhre.Its a fact... every customer who sees 

Glo” will buy “Beauti-Glo!” That's why 

uti-Glo” will guarantee you more 


d salesin 1955... and for years to come! 








HAND CARVED 


Matched Wedding Ring Sets 


exclusively 


designed by 


Guede Gare? 


Each set is a portrait of HAND CARVED loveliness . .. each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 


BAREL BRIDALS are your best buys and best sellers because 
they are superior in. craftsmanship and unesurpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize ... and insist on... HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 


THE JEWELERS’ CIRCULAR-KEYSTONE 





PRESENTING 
AN OLD FRIEND... 


to some good friends of yours 


Surely most of your customers have seen the familiar 
face of Norman Rockwell's “Jeweler.” He's appeared 
in the pages of their favorite magazines . . . they've seen 
him in your store, in window and counter displays. 
And every time they see him, they're reminded of 

the many fine products and services you offer. 

Next month they're going to see him again. And they're 
going to see another great display that ties right in 
with the ad because it features the fine jeweled-lever 
Swiss watches you sell. For details, please turn the page. 











“Your modern 
| Wonderland 


of ‘lime 








ee eel 


ge ie 
ve ® 
© 1955 Swiss Federation of Watch Manufacturers 





Remember Alice? She stepped through the looking-glass 


ro 
to see wonders beyond belief. 
Your own Wonderland is very real and, also, very near. ; 
Enter it through your jeweler’s door—to marvel at the 
miracles of ‘Time that must be seen to be believed. 
Self-winding watches, water-resistant, shock-resistant 
watches—your jeweler has them. Created by Swiss 
craltsmen, they’re the most wanted timepieces today. 
‘Truly, your jeweler’s store is a modern Wonderland. 
Visit it soon...to see a bit of Switzerland, 
to see fine watches to own, to give, to cherish, 
to enjoy. For the gifts yowll give with pride, 
let your jeweler be your guide. 


The Watchmakers of Switzerland 


TIME IS THE ART OF THE SWISS 


Ay 















Your customers will see “The Jeweler” in 
Lirk. Look, THE SATURDAY EVENING Post 
and THE FARM JoURNAL—Wwith a total 


HERE’S “THE JEWELER” 
Appearmg wm March, 1955 


readership of 46 million. And when 
they read its friendly message, 


thev ll be reminded of you. 





| AND HERE’S THE DISPLAY THAT TIES IN WITH IT... 
fe) 


THE PERFECT WATCH 
FOR ALL TIME 
A FINE SWISS 
EWELED-LEVER WATCH 


FOR THE GIFTS 
YOULL GIVE with PRIDE 
LET YOUR JEWELER 
BE YOUR GUIDE 





HELPS YOU FEATURE YOUR SPECIAL-FEATURE WATCHES 


Frankly, here’s a display you've asked for. 
Here isa window “spectacular” tailor-made 
to your requirements. We honestly believe 
it's the most effective display piece we've 
ever designed for you. 


Note how it promotes special-feature 


of stock to enhance its beauty. Because it’s 
a year-round display, you can change the 
watches from time to time to lend continu- 
ing interest to your window. 

Its three-dimensional effect is heightened 
by rich, eye-catching colors, and its over-all 


watches... and lets you use watches out size is 23’ wide x 21” high. 


HOW TO ORDER: 


In the next few days, you'll receive in the mail an order card. Simply fill it in, return it, 
and your new Special-Feature Watch Display will be on its way to you. Free of charge, of course. 


Please 


And for news of something very special in April, 1955— 


the page... 




















Starting in April, 


1955, your messages, 
prepared by 
The Watchmakers of 
Switzerland, 
will also appear in 
The Reader’s Digest. 


Rela ata gral 
nit PS sing er 


oe 


It’s the very first time an advertisement ever appeared in The Reader’s Digest! 
It’s America’s best loved magazine! 

10 million families will receive copies of it! 

35 million people will read it. 

It’s the mightiest magazine audience in the world. 


And it’sa brand new group of readers—the kind of customers you want in your store. 


“For the gifts you'll give with pride, let your jeweler be your guide.” 


€0E 
Pa 74> 





S 
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THE WATCHMAKERS OF SWITZERLAND 


re Sw, 
“Fens © 


« 
Manure? 




















it happened in... 


The letter said the man wanted to give up his business 
immediately and send his remaining stock in for us to buy. 
It wasn’t a large stock but it was his entire stock. It would 
be worth more to us (therefore to him) on the premises. 
We phoned to find out if he still was running the store 
and asked him to wait for us to get there. That’s how we 
went to Prestonburg, Kentucky and bought Griffith’s 
Jewelry Store. He made more than he expected and we 
made as much as we had a right to expect - - profitable and 
pleasant all round. There is more than one way to handle 
many a situation. Ours is a large enough and experienced 
ome firm to handle each in the most profitable way 
or all, 


Stories from our 51 years’ experience with truths of just as great significance today. 
7 P J gr ign af 
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PROPOSAL* 


BROOKWoop* ENCHANTMENT* 













A selloutin “™ 
the Fall-of 54. — 
It'll be a sellout 
this Spring! 









This dinnerware offer is one of the fastest 
moving promotions in the Silverplate in- 
dustry! Dealers everywhere are selling it 
as fast as they can get it. That’s why we 
are repeating it again in ’55. 

The 52-piece Service for Eight comes in 
a modern, attractive drawer chest—choice 
of blond or mahogany finish. 


Your customers make their choice from 
“Proposal,”* “Brookwood,”* and “Enchant- 
ment” patterns. And for only $1.00 more, 
they get this beautiful, luxurious 40-piece 


dinnerware set in the attractive Dinner - 


Rose patterns. And, it’s craze-proof, deter- 
gent-proof and oven-proof, guaranteed first 
quality dinnerware. 


Don’t miss this profit-making opportunity. Wire your order today! 
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Pre-testing results indicate that this beau- 
tiful Silverdor Coffee Table will be a real 
hit! It comes in a rich blond finish lined 
with lovely green fabric and with sturdy, 
modern wrought iron legs. It has the styl- 
ing your customers want. A functional 


Order today by wire! 





FOR FEBRUARY, 1955 


oles plans silverplate 





Decorator-styled 
for modern living. 


is your most profitable Line... 


piece for the living room and the most 
practical way to store silverware. A free 
display illustrates its many uses. 

The Silverdor is available with “Pro- 
posal,” “Brookwood,” and “Enchantment” 
patterns in a 78-piece Service for Eight. 


% TRADE MARKS, ONEIDA LTO., ONEIDA, N. Y. 


Start building extra profits! 














THAT SPEAKS —WRG@A2QOSEN ag) ie 


Iridium 
Platinum with 
11 large full 
cut diamonds. 
Retails at | 
about $375.00 
in 14K gold with 
smaller single 
cut diamonds. 
Retails at 
about $175.00 
with synthetic stone 
points. 


No. 
3438G 


in Platinum 14K, } 
six diamonds, 
full cut center i 
Retails at 
about $170.00 
in all 14K. 
: Retails at 

‘ ) oA: 4 . about $120.00 
PON] soe Se with synthetic stone 
Wer ee S35 Te. points. 


: 
’ ‘ 
4 \:) \ 
4 <i \ 
e & No. 


3356N 

with 4 

diamonds, 

pierced and 

engraved. Retails 
ot about $72.50 
with synthetic stone 

points. 





No. 
1/3283N 


with 6 diamonds. 
Retails at 
about $80.00 
with synthetic 


stone points. , ea. B acked by the wisdom of a 
‘ half century of “know how” but imbued 
with the creative spirit of youth, Goodman and 


Company presents four new masterpieces of ring making. 


DIAMONDS ENLARGED 
TO SHOW DETAIL. 


GOODMAN &£ COMPANY 


Mabers of Cline fewely Since 1904 


42 W. WASHINGTON ST. INDIANAPOLIS 4, 





IND. 
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Unlike the ancient alchemists with their witches’ brew, we’ve never tried to turn base 

metals into gold by the addition of a “magic” ingredient. But many modern jewelry manufacturers 
} have discovered that Universal chains are very special “magic ingredients” in themselves 
because they made his own products more saleable — and saleable products mean 
more profits. The answer? The ingredient in Universal chains which helps turn your product 
into “gold” involves no magic whatever; it is, very simply — the conscientious application 
of high grade workmanship. The fancy chain illustrated here is a good example. Compare it with 

other makes of the same design — sold at the same price — and you'll see what is meant by Universal 
quality. This highly adaptable machine-made chain is available in quantity at a very attractive price, and in 

all metals, in the two designs shown but only in the one size. Quotations cheerfully given. 


Universal Chain Co., Inc. » 92 Burnett Avenue, Maplewood, N. J. 


Branch: 61 Peck Street, Providence, R. 1. ¢ N.Y. Office: 489 Fifth Avenue 
Members: Machine Chain Manufacturers Assn., JIC C2 


N O W pe: ee Se 
Universal's “Al” (Aluminum) anodic-treated to SIX BEAUTIFUL COLORS! 


“ 
SHOCKING. PINK « SASSAFRASS GREEN + COPPERTONE «+ TROPIC BLUE * PEACOCK YELLOW + GRAPE WINE 


Name of anodizer capable of matching colors furnished on request 
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You can sell more of 


-when its “advertised in the Post" 


% 


& 





ADVERTISED IN 


el Saturday Evenin 











* Your best customers are Post readers * They pay more attention to 
Post advertising * They have more confidence in Post-advertised prod- 
ucts * You sell them when you tell them “it’s advertised in the Post.” 
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SPECIAL 
SALE 
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Ads are doubly effective when customers see them 
not only in the magazine but again at the point of 
sale. Here are two examples: A leading electric razor 
advertises regularly in the Post. And regularly it gets 
up-front position on shelves and in windows across 
the country—witness this Detroit jeweler’s display 





with the ever-present Post reprint. The story is the 
same in men’s wear. Suits of a cool new man-made 
fiber are seen together with a strong Post tie-in in a 
downtown Dallas window. (The Saturday Evening 
Post carries more men’s wear advertising than any 
other weekly magazine—and has for years.) 


The Saturday Evening 


PO wt 2 -gets to 


the heart of America 



























YOUR 
/ CUSTOMERS 





For years now—proven 
to be the surest 
way to EXTRA SALES... 


Your customers start their Bracelets or 
Attachments with as few as 2 links— 


Each time they (dda you ADD A SALE! 


Serving America’s Leading Retail Jewelers since 1916. 


: Kaspar be: Cihh or orn0s 


MANUFACTURING JEWELERS * DIAMOND IMPORTERS 
126-132 West 46th Street, New York 36,N. Y. ¢ 62 Rue Du Pelican, Antwerp 





*Registered trademarks 
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Genuine Orange Blossom. 


For generations the name Orange Blossom has 
spelled “dependable quality” to jeweler and 


customer alike. They are the BETTER rings 


sold by BETTER jewelers everywhere. 


Beautiful styling and fine quality at popular 


prices means more business for 


Orange Blossom dealers. 


than the enthusiastic pride of the owner ... 
and no rings are shown with greater 


enthusiasm than those bearing the mark of 


Some franchises available for alert, ethical dealers. 













TRAUB MANUFACTURING COMPANY 


FOR FEBRUARY, 1955 


1934 McGraw Ave 


Detroit 8, Mich 
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i ellen Seron Co. Proudly Introduc 
> Their New 


MAT SERVIC 


Shun at last, is the perfect mat 


service ... with all the necessary elements © 


to sell diamonds all year ’round. Planned 


aes : 
ek 


by advertising and merchandising experts, 


it is truly the most flexible ever devised. 


Seshaatcd 


e 
MATS ARE FREE 
UPON REQUEST! 


BER 





Introducing the New 


oe | 
INTERLOCKING _ 
This sensational line of diamond mountings Diamond Bridal Sets 


is certain to increase your diamond sales 
volume . . . because exclusive patented Fiancée and 


Dual-Action “sells on sight!” e e 
Diamond Earrings 


Sold only through wholesale distributors 


xoldstei ni 130 WEST 46th STREET 


NEW YORK 36, N.Y. 


erson Co. Inc. 
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insist On 


watch cases... 


they’re the best / 









IF YOU'RE SELLING 


WATERPROOF 
Vel ee 


) Watch Case Factory 
the most modern, fully- 
vipped plant—almost 1 
vore block in size. 


I1.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 
GENERAL OFFICES AND FACTORY: 
137-11 90th Avenue, Jamaica, L. |. * JAmaica 3-8700 
NEW YORK OFFICE: Joseph Dinstmenis Paul Korman, 580 Fifth Ave., Tel. PL 7-6373. * CHICAGO 


OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. Ravven, 215 West 
Sth St.* EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 15 Maiden Lane, New York, N.Y. 


Pel 





follow America’s leading watch 
manufacturers — feature I.D. 
water-proof watch cases... 
exclusively! 


Take the best-selling watches in any 
jewelry store and examine the cases. In 
most cases you will find they bear the 
trade-mark of certified water-proofing... 
the 1.D. name. 


here’s why! 


whether it’s the fine, wafer-thin case or a 
heavy-duty flange back... it’s precision 
made by |.D. expert craftsmen in one of 
the most modern, superbly equipped plants 
in the U, S. Every style ...and there are 
hundreds, is mirror-lapped ... hand pol- 
ished and designed in either water resis- 
tant or waterproof cases — tested under 
Federal Trade Commission Regulations. 
This is your guarantee that they are worry 
proof. 


|.D. features cases in chrome, steel back; 
all stainless steel; yellow aluminum, steel 
ofolel Fam BO]. @m Xo) | {-to Ml @io) (oll a (ol (- PME (-\-1 MM ole lal @ 
10K Gold Filled, steel back; and in all 
14K Gold. 


If you now sell waterproof watches that 
do not carry the I.D. quality trade mark, 
write to the manufacturer and tell him to 
get the |.D. story. You'll be getting 100% 
protection for yourself and your cus- 


tomers, without paying one cent extra! 


ESS ERE EE I 








Birmingham Silber, Bre. 


will now distribute their 


Sheffield Reproductions 


DIRECT TO THE RETAIL TRADE 





Trade Mark Reg. 





Now you can buy, after almost a quarter 
of a century of confined sales policy, our 
very familiar line of Fine Silver Plated 
Hollowware direct from the factory to you. 


A new name Birmingham Silver Ince. 
has been organized to manufacture and 
distribute the same traditionally fine 
quality line of Silver Plated Hollowware. 


Birmingham Silber, Inc. 


1000 GRAND ST. BROOKLYN I], N. Y. 
WEST COAST REP. EASTERN REP. 
Herman Hirsch A. C. Hirsch 

315 W. 5th St., Los Angeles, Cal. 362 5th Ave., New York 1, N. Y. 
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et Us Examine 


the Record. 


Late in 1952 Omega announced a 9-point Distribution Policy. How well has 


it worked? It has, in fact, worked well beyond our most extravagant hopes. 


Its record of success is a tribute to thousands of 
jewelers everywhere who have done something 
about the evils of price-cutting and unauthorized 
selling (“bootlegging”) that have threatened the 


security of the entire U. S. jewelry industry. 


These jewelers joined us in our active, militant 
policy to create a standard of stability and relia- 
bility...a shining example to retailers and manu- 


facturers that says, ““Yes, you see it can be done!”’ 
What has been done? 


Let us examine the record. First, the entire list of 
Omega outlets was carefully screened. Every name 
on the list...even mere “accommodation” names... 
were scrutinized to retain only reputable jewelers 


willing to agree to the rigid terms of the policy. 


Second, many names were eliminated. And some 
names were added...jewelers who are distin- 
guished in their communities for integrity, com- 


petence and progressiveness. 


Third, we used every means to prevent unauthor- 
ized sales, recording the serjal number of every 
Omega watch sold with the name of the dealer to 
whom sold. In this and other ways, we have 
made outstanding gains toward preventing this 


vicious malpractice. 


Fourth, we have worked more closely with our 
outlets, giving integrated selling assistance plus 
technical support to every franchised Omega 


jeweler. 


Today, Omega is the world’s most wanted watch 
...the rich reward reaped from decades of unre- 
mitting attention to quality. And we appreciate 
that Omega’s continued success in the years ahead 
depends solely upon our mutual ability to keep 
Omega undamaged by the eventual evils of price- 


cutting practices ...maintain Omega’s reputation 


as the world’s finest timepiece with the most equi- . 


table and rewarding policy of distribution. 


P.S. The year 1954 evidenced the greatest sales record in Omega history. 


OMEGA 


THE WATCH THE WORLD HAS LEARNED TOTRUST 


NORMAN M. MORRIS CORPORATION + 655 MADISON AVENUE + NEW YORK 21, N. Y. 


FOR FEBRUARY, 1955 
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As appearing in full colop 
Harper's Bazaar, February 
J 


The rhythm of fashion! 

The short and the long of it! 
The colour of fashion! 

The smart and the chic of it! 


ee [RIEAR 


REG US PAT OFF 


Make-believe stones in turquoise (as illustrated), coral, or alabaster white set off by a crescendo of 
golden-toned Trifanium! To be mixed, matched or mated: rope, $12.50; matinee length, $7.50; adjustable throat4ine 
necklace, $7.50*; earrings, $4.00*; bracelet, $5.00*! Plus tax. Not authentic unless stamped Trifari.*Design Copyrighted. 
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Two Special “LET'S GET ACQUAINTED” Offers 


plus new chest and new 3-dimensional display 


will help you introduce “NEW ERA,’”* 
the new pattern in new 


ONEIDA COMMUNITY * | 


SILVERPLATE 















































TALL DRINK SET SERV-A-SNACK SET 

($5.00 value) Specially priced— 

Only $2.95 Only $1.95 
Contains 4 ‘‘New Era” tall iced drink A relish dish of Hazel-Atlas glass decorated 
spoons with 4 heavy-gauge-cork in 22K.gold and two versatile serving pieces, 
coasters. Attractively gift-boxed. ideal for pickles, olives, jams, relishes. Gift- 
Packed in assortment of 12 boxes. boxed. Packed in assortment of 12 boxes. 


NEW CHEST! 52-pc. service for 8— only $49.95 re- 
tail, including this imported Caroba wood chest in 
natural light-brown finish. Solid-brass lift. Lined in 
chartreuse fabric. (Reg. open-stock price of silver- 
ware and chest $66.50). 


NEW DISPLAY! You will receive an attractive 3- 
dimensional chest display free of extra charge with “Trademorta of Oneida Ltd, 
your order for a 52-pc. service of ‘‘New Era. Oneida, New York 









TAKE ADVANTAGE OF THESE SPECIAL INTRODUCTORY 
OFFERS! UNCOVER NEW SALES FROM YOUR BUDGET 
CUSTOMERS BY DISPLAYING “NEW ERA” ALL SPRING! 


ONEIDA COMA 
SILVERPLATE 


HS. SEE THE FULL ‘NEW ERA'' STORY « 
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We are proud as punch 
with our new baby... 
everyone who has seen 
this new kiddie line of 
Opalite pendants simply 
rave about the richness of 
the coloring, the beauty 
and spark of the gem... 
any reason why it is called 
“the gem with the burning 
heart”... and the proud 
father... of course, OPALITE. 


0 : 


CONTACT YOUR WHOLESALER TODAY ! 


OPALITE 


INC. 


PENDANTS 
EARRINGS 
PINS 
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/ RIPPLING 
- WATERS 
Se 


ak 


NEWEST DESIGNS 
IN THE 


MODERN TEMPO 


S 
ALWAYS COUNT ON Soiid TO HELP YOU SELL! 





“RIPPLING WATERS” = Highlights a slim telescoping link with a hor- 





izontal scoring effect. “Rippling Waters” 
has the style appeal which will make it a favorite with jewelers who want to 
complement a customer’s small, delicate watch. To retail at $8.95 F.T.I. 


“IN THE GROOVE” ... Has aclassic styling which will readily lend 


itself as a matchmate to every type of 
watchcase design. “In The Groove’s” square metal links form a handsomely- 
fluted pattern of simplicity each with Speidel’s “Floating Link” construction. 
To retail at $12.95 F.T.I. 





“BLACK MAGIC” .. . Put milady’s wristwatch in tune with today’s 
high-style fashions. Each slender link of this 


graceful circlet encloses a glittering jet-black insert. Available in yellow or 
white links. To retail at $9.95 F.T.I. 


















Presenping the 


ewelers W 


by Socidel | 


Lights Up, Revolves with 4 Different Sales Messages } /. 











HELL 






























1. sells your store as the “GIFT HEADQUARTERS” of your neighborhood. 


Makes your store important at all holidays and at every kind of gift 
giving occasion. 


2. sells your store as the place to buy “QUALITY WATCHES”. 
Be Sells your store as the home of “FINE DIAMONDS”. 
A. Sells your store as the best place for “EXPERT WATCH REPAIRING”. 
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-.-- AND INCIDENTALLY IT SELLS SPEIDEL 
WATCHBANDS FOR YOU! 











SPEIDEL engineered this display to give every important part of your store’s operation 
its share of attention. As the “Wheel of Fortune” revolves, 4 different sales messages 
(“GIFT HEADQUARTERS” ... “QUALITY WATCHES” ... “FINE DIAMONDS” .. . “EXPERT 
WATCH REPAIRING”) come into view in 2 different combinations of colors. 


“Lighting-in-depth” is achieved by 2 separate banks of light bulbs. 


One of the most action-packed, color-packed displays Speidel has ever created! And it’s 
yours FREE with Speidel’s WF/36 pc. unit. 


a 
ORDER AS SPEIDEL’S WF/36 It consists of 6 each of popular, fast-moving 


ladies’ and men’s watchbands on display —and 12 each in boxes. Order now 
from your Speidel Distributor. 


YOUR COST OF WF/36 UNIT. . . . . . . $180.64 
YOUR SELLING PRICE (Fed. Tax Inc.) . . . . $402.20 







THE FINEST WATCHBAND | 
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Speidel’s WF/36 “Wheel of Fortune” 





@ P ~~~ BNI ac . 
Spiel NEW ACCORD/AW DISPLAy 











for your watchband business 
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“TELESCOPES” 36 PIECES INTO 
SMALL AREA FOR YOUR COUNTER TOP 


This new “Accordian” display is styled like a picture frame — puts 


your fastest-selling watchbands in the spotlight and takes minimum 
space todoit... 


ORDER AS SPEIDEL’S AD/36 UNIT — You get 11 each of fast- 
moving Speidel Ladies’ and Men’s watchbands on display and 14 
boxed items in rear compartment. 

YOUR COST OF AD/36 UNIT 
YOUR SELLING PRICE (F.T.I.) . 


$180.64 
402.20 


PRESENTS 


its newest watchband 
. ny 


with Floating Links’ 


——— 
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Easel Back Conveniently 
Stands on Counter 
Rack space in back for 


extra stock 


for getting attention and selling watchbands. 


ORDER AS GR/6 UNIT 


case. Colored plastic, 3-dimensional “hand” display is a mighty 


You get 6 of the newest Speidel “Floating Link” watchband de ¢ 
IN THE GROOVE — 4 yellow — 2 white (Straight and Curved Ene 
YOUR COST OF GR/6 UNIT . 


YOUR SELLING PRICE (F.T.I.) . 


$35.1 
77 


Spb coreme 


70 SHIP STREET, PROVIDENCE, R. |. ’ 
SALES OFFICES: NEW YORK * CHICAGO * LOS ANGELES * DALLAS * ATLANTA | 


-~ 


A REAL TRAFFIC STOPPEI 


Small! Fits anywhere — in the window — on the counter — in the 
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...-is the LOCK! 


First and finest 
of locking ring ensembles, 
Wed-Lok by Granat 
gives you the advantage of the 
time-tested-and-approved 


- double security that is Wed-Lok’s exclusive 


feature. Truly, equaling Wed-Lok’s 
ultra-fashionable design 

and quality — the extra advantage 
of Wed-Lok is the lock. 


From $100 retail. 


4, 


only 
Wed-Lok has 
DOUBLE 
locking security 


WED-LOK rings 
keep diamonds 









properly in view 
and eliminate 
“ring-wear”’ 


B Other rings 
will turn, twist 
and separate into 
unsightly position 
and wear “thin” 


GRANAT 


. 3 y, é : A 
ZA - eae 


114 GEARY STREET, SAN FRANCISCO 8, CALIFOS 





only watch with the 


FLEXIBLE _ BALANCE WHEEL 7 
gquaranteed against 


Be ste 


for the life of the wateh 


---and only Wyler dealers have it! 


Wyler 
incaflex 


Pioneers for 30 years in shock resistant, water-resistant and self-winding watches. — 
Sold through jewelers—and only through jewelers. 


This display available on request « WYLER WATCH « 131 East 2Srd Street, New York 10, N. Y. 
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jewelry colors 


flare into fashion! 


COLORAMA 


and you, with a flair, for fashion, will wear “FANFARE”’ by Coro. 


Available in exciting Colorama-colors—multi as shown; rose in a gold-toned setting; 
light sapphire in a silver-toned setting. Necklace $6, brooch $5, earrings $5; 
Prices approximate, plus tax. At all leading stores or write Cord Inc., New York 1 


These’Coro designs are being protected against imitation by Des. Pat. Pend. U.S. Patent Offic 


CIRAM Il 








“FANFARE”™ by Coro . . . AS SEEN IN HARPER'S BAZAAR MAGAZINE 


and selling millions of 


One of a series of advertisements that is tellin our customers in full-page color ads in the country's leading fashion magazines. 
it will pay ou to stock CORO, THE BEST KNOWN NAME IN FASHION J 





weiry. For ferther Information write CORO NG. 


47 West 34th Street, 


Important Announcement 
to Jewelers of America t j 
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effective immediately... 





Autuorizeo Factory 
SERVICE, INC. as our exclusive 


| [_ammmmensce | Lighter 

— ee ee 
Service 
Station 


for the ENTIRE 
UNITED STATES 
American Safety Razor Corp.. 
manufacturers of 


ASR aut AscoT LIGHTERS | 





It is our pleasure to appoint, | 







































































semca 4 CONVERTIBLES 


THE BIG FOR 


the big profit hits of 1954—bigger and better than ever for 1955 


By every measure of excellence . . . beauty, quality, workmanship 
and value . . . semca convertibles are the best travel timepieces 
on the market today. On the Q.T. (Quick Turnover) . . . they 
stand supreme in the popular-priced field, too. 

Consult your wholesaler . . . today! 


get set for a big year with SEMCA Convertibles! 











30-HoYy 
R 7. 
CLOCK, Slides sewn “ROYAL con 
tion. ° easily... cx a. VERTIBLE» 
co 
a 


1-DAY 7-JEWEL ‘‘CUTIE’’ ALARM CLOCK. 
Gilt finish case, with delicately embossed floral 
motif...when closed gives the appearance of 


astrikingly lovely ‘‘carry-all.’' Silver finish dial, 
Tortoise 





gilt figures, luminous hands and 
dots. Open: 3-3/16” x 15%” x 2%”. 
Metal snake chain... for additional 
charm. Model 737 Retail $18.95 
Plus Tax; Model 738—Enamel finish 
$19.50 Plus Tax 


Consult Your Wholesaler 


Model 764 Tax 


30-Hoy 
ALARM R 7 
lined wi CLOCK 
leather — trimm ro 
numerals, re 
2% x yy” re) 
brown or red Pi 
Model 760 - 


Retail $7 
inish $19.95 Plus Tax 


* Write for Catalog —{osaqgterel clock co. - manufacturers of Phinney-Walker Clocks since 1915 


3 Irvine Place New York 2.N_Y¥ 


een 


Retai! $21.59 Plus Tq 
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Distributors of SANDOZ and CORNELL Watthes. 
N ‘Announce Their Appointment FY 
as Sole Distributors for the U.S. and Canada 


International. 


































OF WORLD FAMOUS 


Vulcain Factory 
at La Chaux-de- 
Fonds, Switzerland 


INCLUDING THE INCOMPARABLE 


VULCAIN CRICKET 


The ORIGINAL Wrist Alarm Watch 
Widely Imitated but Never Equaled 


Shriro, an internationally famous name in the watch industry, is proud, indeed, to 
have been selected as sole distributor of the world famous Vulcain Grand Prix Line 
of Watches. Founded in 1858 by Maurice Ditisheim, Vulcain has remained con- 
tinuously under the direction of the Ditisheim family... its great factory at La 
VULCAIN Chaux-de-Fonds, Switzerland is one of the country’s finest and most scientifically 
CRICKET equipped. Vulcain for nearly a century has been the recipient of innumerable 
WRIST international medals and awards, including the much coveted Grand Prix, attesting 
ALARM to the superlative quality of Vulcain Watches. 


Soon Available 


THE NEW 
100°% WATERPROOF 


Inan 2 Shriro welcomes all Vulcain distributors and assures them of cooperation, service 
Reactive . and merchandising requirements commensurate with the high standards of both 
gape organizations. 


Case 

The entire Vulcain Line, and in particular the Cricket Alarms will be completely 

_ new and aggressively merchandized in keeping with the style and high quality 
~ , which have made Vulcain one of the world’s premier watch lines. 


ae? ¢ ~ Both present and interested dealers may get full particulars by contacting Shriro. 


ONAL ADVERTISING). 
EALER AID PROGRAM. 4. 4 SHRIRO WATCH, INC. 
HAN EVER FOR 19551“. “ ./276 Fourth Avenue, New York 10, N. Y 










hedules in the nation’s lead- 
magazines, such as Life, 
j Post, Fortune, Esquire 
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The Finest Ring Guards Made 








NAOMI 
PRICE AS ORDINARY RING GUARDS 


QUALITY AT THE SAME 


STOP... See NAOMI quality ring guards and ring clasps 
at your NAOMI Certified Material House today. Easy to 
attach. Needs no soldering. Prevents slipping. Available in 
yellow or white—Rhodium* finished. 


CAUTION .... Accept no substitutes. Only NAOMI ring 
guards and locks are finished like fine jewelry, yet cost no 
more than ordinary ring guards. Attractively displayed for 
easy selling. NAOMI products are fast moving and profitable. 


GO... Stock NAOMI quality ring guards and locks now! 
Only NAOMI unconditionally guarantees customer satisfac- 
tion. See your nearest authorized NAOMI Material House 
today. 


*The precious metal that is durable and non-tarnishing. 


NAOMI DUAL RING CLASPS 
Featuring the exclusive Naomi-Lok 


liIced 


LADIES’ #10 GENTS’ #20 GIANTS’ #30 SMALL #2 LARGE +1 EXTRA LARGE +0 
14 Kt. Gold 14 Kt. Gold 14 Kt. Gold 14 Kt. Gold 14 Kt. Gold 14 Kt. Gold 
$4.50 per dz. $8.00 per dz. $13.20 per dz. $5.25 per card of 6 $5.75 per card of 6 $6.25 per card of & 
1/10-14K GF 1/20-12K GF 1/20-12K GF 1/20-12K GF 1/20-12K GF 1/20-12K GF 
$1.50 per dz. $1.75 per dz. $2.00 per dz. $3.10 per dz. $3.90 per dz. $2.00 per card of 6 


) 14 Kt. Gold $5.50 per card of 6 
# 1/20-12K GF $3.50 per dozen 


Order No. 12 for assortment of dual ring clasps 
(Sizes #1 and #2 on card) Priced as follows: 


WRITE FOR FREE COMPLETE FINDINGS CATALOG 


NAOMI 


QUALITY FINDINGS 
ISLAND PARK, N. Y. 
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More than half of all clock-radios are sold as gifts... 
for Mothers, Graduates, Brides and Fathers, too! — 

















Here is one clock-radio any jeweler may recommend with confidence: 


“THE SLUMBER-KING” 


First and only clock-radio that changes stations while you sleep! 


At last — a clock-radio worthy of a jeweler’s endorse- 
ment as a gift in fine taste .. . distinctive in function 
and appearance . . . bearing a name which stands for 
the highest quality in the field. 

This is “The Slumber-King.” There is no other clock- 
radio like it. 

It lulls you to sleep with music from one station .. . 
shuts itself off ... wakes you to your favorite morning 
program on a different station . . . loud or soft, the 


way you prefer it. It may also be pre-set to control a 
small appliance, like a coffee-maker ... night-light... 
fan. Set exclusive one dial “Rim-O-Matic” Selector 
for all clock-radio functions. “The Slumber-King”’ is 
equipped with a built-in phono-jack, and an output jack 
for a tape recorder. Precision Westclox timer. And its 
singing voice is glorious, for this exquisite clock-radio 
features famous “Golden Throat” tone. Black and beige, 
or black and gray. Model 5C591. $59.95. 


Suggested Eastern list price shown, subject to change without notice. 


RCA VICTOR 





“HIS MASTER'S VOICE” 


Tmks.® RADIO CORPORATION OF AMERICA 


SEE “SLUMBER-KING” ADVERTISEMENTS IN LIFE, FEBRUARY 7, AND SATURDAY EVENING POST, FEBRUARY 5. 
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3 BIG REASONS 


why you'll have a HAPPY MOTHER'S DAY 


with Cc RA FTS MAN ’ BILLFOLDS 





















the smartest place for your money... 


CRAFTS MAD 


BILLFOLDS 











Give her a CITATION 
with Expandable Tab 
from $5.00.* 
Stitchless « secret bill compartment 
* removable passcase with replaceable windows 


* spare key pocket « gusset change pocket. 
Magnificent leathers in high fashion colors. 






I. Smallman & Sons Co., New York, N. Y. * PLUS TAX 


ALL THIS—yours ONLY with CRAFTSMAN BILLFOLDS 


Order Craftsman ‘‘Citation’’ and free display 
from your wholesaler now. It’s the billfold with 
LIFE to it! Fair Traded to retail from $5.00. 


I. SMALLMAN.& SONS CO. - 47 West 34th Street +» New York 1, N. Y. 
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. TAYLOR line of precision weather in- 
struments includes something for every 


taste and every pocketbook—and for every 


occasion. Just put these handsome in- 
struments where the buying public can 
stop... look... and buy! To be sure you 
have an adequate stock for every occasion, 
The handsome Elmont Barometer 


has hand-rubbed mahogany case 
saler immediately! Taylor Instrument with brass trim. SToRMoGuUIDE* 


we suggest you order from your whole- 
This York Pendant weather fore- . ) 


caster and room thermometer was 
styled by Walter Dorwin Teague. 
Easy-to-read STORMOGUIDE* fore- 
cast dial. Finished in two tones 


. . row rp dial gives specific forecast for every 
Companies, Rochester, N. Y., and Toronto, peosere- change: G90: 

Canada. 

of brass or copper and black en- 


amel. $19.50. 


Larchmont STORMOGUIDE Barometer [ils 
beautifully on an office desk or in the home. 
Weather forecasting, temperature and 


A fine-looking “Weather Bureau”... the Canton HUMIDIGUIDE* Combination tells 
Piedmont StorMOGUIDE Barometer. Hand- both room temperature and humidity. 
some beige plastic case, designed by Walter Sparkling plastic, white figures and chrome 


humidity units are mounted on hand- 
rubbed, solid walnut panel. $23.50. 


Dorwin Teague, houses barometer, tem- 
perature and humidity units. $16. 








Newly-designed Taylor Indoor- 
Outdoor Thermometer is a best 
seller. Tells both room and out- 
side temperatures from indoors. 
Molded Sandalwood Grey or 
Willow Green Tenite case. Sim- 
ple window frame installation. 


A very practical gift. $6.95. 


Any sailor can avoid “soupy” 
weather with this sporty Ship’s 
Wheel Barometer built for desk 
or wall. Exclusive Taylor Srorm- 
OGUIDE dial predicts coming 
storms. Beautiful hand-rubbed 
walnut case with brass spokes 


and bezel. Just $13.50. 


*Reg. U.S. Pat. Off. 
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plated easel. 414” x 274”. $3.95. 


| Taylor Lustruments MEAN ACCURACY FIRST — 
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BOOKS 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'in print"’ at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMS AND GEM MATERIALS $6.00 STORY OF THE GEMS $4.00 POPULAR GEMOLOGY 
Drs. Kraus & Slawson H. P. Whitlock R. M. Pearl 


A KEY TO PRECIOUS STONES sas STORY OF DIAMONDS =. —ST-85 GEM IDENTIFICATION CARDS 
L. J. Spencer Wilburt M. Draisin 
FAMOUS DIAMONDS OF THE WORLD ‘$1.25 


GETTING ACQUAINTED WITH MINERALS $4.50 Robert M. Shipley THE po OF — 
George L. English HANDBOOK OF GEM IDENTIFICATION $5.00 ane sae 
nese nian omnes 2.00 ny pool Liddicoat, Jr. om PROPERTIES OF GEM VARIETIES OF: 
- Howard B. W. Anderson, B.Sc., F.6.A. Edward Wigglesworth 
A ROMAN BOOK ON PRECIOUS STONES $6.75 GEMSTONES $8.50 DIAMOND TECHNOLOGY 
Sydney H. Ball ; G. F. Herbert Smith Paul Grodzinski 





For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $3.50 PRINCIPLES OF ELECTRO PLATING AND JEWELRY, GEM CUTTING & METALCRAFT 
John J. Bowman and Allan Hardy ELECTRO FORMING $7.00 W. T. Baxter 


JEWELRY MAKING AS AN ART EXPRESSION $6.50 Blum & Hogaboom 


D. Kenneth Winebrenner ENAMELLINS ON METAL 
iereLnY DESIGN Ae APPLIED DESIGN $25.00 rae ey METALS $2.50 Louis & Elie Millenet 
- A. Ja . Pe 


Hoke 
wey ENAMELING $4.50 THE JEWELERS’ DICTIONARY $6.00 a a Fae 


REFINING PRECIOUS METAL WASTES $7.50 (New Second Edition) Murray Bovim Cloth Bound 
C. M. Heke Paper Bound 


3,033 RETAILING IDEAS $3.95 
” yoy oy _— Emanuel Lyons THE TRADE MARKS OF THE JEWELRY & 


(Special 18th Edition—Paper Cover) $2.50 d 25 KINDRED TRADES (New 6th Edition) 
19th Edition—104 Pages—Hard Cover $6.00 — — = 


METALCRAFT AND JEWELRY $3.25 THE JEWELER’S MELTING POT $4.25 A HISTORY OF JEWELRY, 1100-1870 
Emil F. Kronquist Frank §. Herman Joan Evans 











For the Skilled Watch and Clock Maker, the Apprentice and Student 


RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 THE SCIENCE OF CLOCKS AND WATCHES $5.00 PRACTICAL COURSE IN HOROLOGY 
W. J. Kleinlein (2nd Edition) Harold C. Kelly 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 A. L. Rawlings, Ph.D. INTRODUCTORY COURSE 

Louis and Samuel Levin ec ™ Meee. F280. $4.50 ON CHRONOGRAPHS 

’ » Ge i Ve elbede 

“aa er $7.00 THE MODERN CLOCK $4.95 KNOW THE ESCAPEMENT (New Edition) 
SCIENTIFIC TIMING $4.50 Ward L. Goodrich Barkus Watchmakers 

Charles Purdom PRACTICAL NOTES: FOR THE WATCHMAKER $3.50 4opERN METHODS IN HOROLOGY 
KEYSTONE WATCH REPAIR RECORD BOOK $2.75 . . ta Grant Hood 
WATCH ESCAPEMENTS $3.50 PRACTICAL WATCH REPAIRING $5.00 THE WATCH REPAIRER’S MANUAL 

Dr. James C. Pellaton Donald De Carle Henry 8. Fried 





On Silver for the Jeweler, Collector and Antiquarian 





THE SILVERSMITH’S MANUAL $2.50 THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 THE STERLING FLATWARE PATTERN INDEX 
Bernard Cuzner Edward Wenham 1953 Edition 


OLD SILVER, ENGLISH, AMERICAN AND 
ENGLISH SILVER (1675-1825) $5.0 FOREIGN $5.09 ‘Without Binder $15.00 


0 i 
Stephen 6. C. Ensko and Edward Wenham S. B. Wyler With Leather Binder $20.00 





THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Check or money order must accompany ell orders. Do not send cash. Prices subject to change without notice. No books seat en epprovel. 
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Air Conditioning by Airtemp means more business for 
& 
Choose Super-Quiet 


Airtemp 
Air Conditioning 


... best for you and your customers! 


Jewelry stores benefit by air conditioning more than 
many other businesses. The cool, crisp air attracts 
more customers and they stay longer and buy more. 
You'll save money because noise, dust and dirt are 
shut out. You don’t have to clean or redecorate nearly 
as often. You and your employees will do a better 
selling job because you will feel better in an air 
conditioned atmosphere. 





Airtemp air conditioning, both waterless (air-cooled) 
and water-cooled, is designed to operate quietly and 
efficiently for years. In fact, the refrigerating system of 
these air conditioners is warranted for 5 full years. 
This is only one of many reasons why we build more 
Packaged Air Conditioners than anyone else. We have 
a nation-wide factory-trained service organization ready 
to serve you if necessary. Phone your Airtemp dealer 
today—he’s in the Yellow Pages—you'll get a better 
price before hot weather arrives. Or write Airtemp 
Division, Chrysler Corporation, Dayton 1, Ohio. 





5 H.P. water-cooled model. Six water-cooled and 4 waterless 
(air-cooled) models in today's most complete line of Packaged 


Air Conditioners. 
Air Conditioning’s A bai ¥ = Ni F 
other name... 


Chrysler Birtemp DIivis1O”R OF CHWEVTSEAZ® 


AIR CONDITIONING ¢ HEATING FOR HOMES, BUSINESS, INDUSTRY 
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STeruine FLATWARE 
PATTERN INDEX 






















! dail 
Here Are All the ‘by leading 
All Books are sold ANSWERS ovetoned 


Remittance With Order 

















An absolute necessity in tracing patterns to be matched. An excellent means of 
suggesting pattern names to customers. ] 
The illustrations are printed exact size on fine coated paper. The pattern names, 0 tT d er 
printed on ledger paper, are arranged alphabetically under one combined index— y ours 
and again according to companies using them. It is arranged im loose leaf form ‘ 
with a durable cowhide leather ring binder. To day I 
THE JEWELERS' CIRCULAR-KEYSTONE a ) 
100 East 42nd St., New York 17, N.Y. Gs ehesiendanauceanbanaee 
Chestnut and 5éth Sts., Philadelphia 39, Pa. 
Send THE STERLING FLATWARE PATTERN INDEX. Remittance $....00.0oocccccccccccccccceccscescese. is enclosed. 
We want the complete set with binder OC 
We want the complete set without binder [J 
I hic hes ion ec tela he te el Sada ge 
Without binder, $15.00 
PRICE With binder, $20.00 TEE SE ee aT Ne Ce ae ee ee = 
Binder only, $6.00 ee CR ee en : 
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“Beautiful ... different ... distinctive .. . tremendous 
values...” are the retail jewelers’ words for Gutschneider’s 
new line of palladium bracelets, brooches, earrings and 
necklace clasps. And they are saying it with repeat orders! 
So much so that the manufacturing facilities for these 
products have been expanded. 


Send for your selection on memo. You’ll find craftsman- 
ship, and quality ... in popular price ranges that mean 
business for you. 


Why Jack Gutschneider Selected Palladium 


“To produce a fine product at moderate cost, we se- 
lected palladium for perfect harmony between gem and 
precious metal. 

“Gleaming white palladium makes a beautiful looking 
product and, because it is so strong, it holds gems se- 
curely. 

“Believe me, our customers have taken to this new 
palladium merchandise. And our order books show it!” 


(signed) Jack Gutschneider 




















Repeat Orders tell the story 


of the Gutschneider Palladium Jewelry Line! 








Platinum Metals Division 
The INTERNATIONAL NICKEL COMPANY, Inc., 67 Wall Street, New York 5, N. Y. 
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Jack Gutschneider Jewelry Co., Inc. 
665 Fifth Avenue, New York 22, N. Y. 


Please send me a memorandum selection 
of palladium. (Please check category de- 
sired. ) 


[] Earrings 
[] Necklace Clasps 


1 

1 

! 

1 

I 

! 

i 

1 

1 

1 

1 

| 

' [] Brooches 
1 

: [] Bracelets 
1 

| 1 would also like to receive the free sales 
| aids, featuring palladium, illustrated 
above. 

| 

1 

1 

I 

I 

I 

I 

I 

I 

I 

I 
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1 

1 

1 

1 

1 
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Your Name 





Company Name 





Street 
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Every jeweler will find profit-making power in 


the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


It contains an invaluable wealth of information essential to 
Jewelers, Watchmakers, Gemologists, and all others seeking 
information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 
More than 4500 word-and-term definitions, many of them 
clearly illustrated. Complete comparative table of Interna- 
tional ring sizes. Eight full-page plates illustrating over 125 
varieties of stone cuts. Facts on Sterling and Plated Silver- 
ware. A table listing American Watch sizes and enlarged views 
of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 
Director of 100 E. 42nd St., 
Bowman Technical School New York 17, N. Y. 
C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 
Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A limited quantity 
available 


Check or money order must 
accompany all orders. 


DO NOT SEND CASH 


P 
ic) 


‘trea mine Sn 


reese 


i_—_, 
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THE JEWELERS’ 
DICTIONARY 


$6.00 


Post Pald 


Hard Cover Bound in Rich 
Blue Cloth with Gold 


Stamping 


ORDER 
TODAY 


oO CR CCH CHE 4 
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Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


is enclosed 


is enclosed 
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THE DYNAMI 
FOSTER TRADI 








Jewelry is “show” business. Lines are presented in an unending 
stream. Most of them never earn top billing. Many are withdrawn. 


Against this background Foster Metal Products, Inc., of 
Attleboro has established a tradition of creating, producing, 
selling, pioneering, — always at top quality, always in 
volume, always at popular prices. Foster watchbands are 
leaders. The line is a field tested winner. 


Now, with the presentation of four completely new collections 


of men’s jewelry, Foster is offering jewelry wholesalers and 

retailers another golden opportunity to make substantial profits. 

At this stage it is important to know that Foster is entering 

the field with a professionalized approach. From these first 

offerings you can see that Foster offers jewelry created to | 

sell, jewelry with @ meaning. New Foster collections will be 

produced. New leadership in men’s styles creates sales for you. 

A new standard of quality will help you build good will. You 

will benefit from deliveries made possible by great capacity 

to produce. All of these positive steps will be repeated before 

your eyes and you will say, “Foster has donepitsenge . ) 
Foster has what it takes.” . 

The time to get in on a Foster bonanza is at sk tc [ 








see Foster's spectacular men’s line. We know 





Wait till you see it... Foster’s new line 
of men’s jewelry. Totally new. You'll welcome 
the smart, modern packaging . . . fresh 
original designs, and our exclusive, 
patented findings that add much needed 


selling punch to men’s jewelry. 


ee @ ®@ 
eee I \ 
G ME VED 


SELECTS 
JEWELRY MARKERS 
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Hinged Gripper —the exclusive 
FOSTER NON-TILT action 


The patented, hinged gripper in Foster's 
NON-TILT tie bar action has had overwhelming 
acceptance as the answer to drooping tie bars. 
Now you can promise that tie bar will remain in 
place. Now you can offer a grip-type tie-bar that 
is socially acceptable by well groomed men. 


Welcome, Neighbor 


We are happy to see FOSTER expand its Taunton operations across 
the river from our own new plant. Welcome to our growing industrial center 
with new skills and new business. 


Supplier to 
manufacturing 
jewelers for the better 

part of 40 years. — 





NEW ENGLAND BRASS COMPANY 
10 PARK STREET, TAUNTON, MASS. 
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MADE TO QUALITY STANDARDS 
THAT YIELD GOOD WILL 










Foster quality is known through the 
sale of millions of fine watchbands. 
Jewelers have found Foster’s mechani- 
cal perfection has cut repair returns 
and boosted their profits. This same 
manufacturing skill and integrity is 
found in Foster’s new men’s line. Insist 


on seeing it. You'll jike it. No 35 — 1CS 1 


$3.50 Retail 


In the American Tradition 


Over many years of pleasant associ- 
ation Foster has used our service on 
many display and packaging projects. 
We welcome another opportunity to 
work with a valued customer on this 
new line. 








CARDS 
PADS 
DISPLAYS 
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Value... 
at popular prices 




















In the popular $2.50 price range Foster offers 
top-level designs and manufacturing skill usually 
found only in high price collections. In a special 
all-steel box you'll find superb design with pat- 
ented findings, brilliantly finished and packaged 
with the color and glamour wanted for the BIG 
market. 


Working with Fostir- 


to package a great new line 





Shown here are three of 
nine basic packages de- 
veloped for Foster’s great’ 


new line of men’s jewelry. 





We express our appreci- 
ation for the opportunity to develop new “demonstrator” features for the exclusive find- 


ings used in Foster’s important contribution to the jewelry industry. 


FULLER BOX COMPANY, INC., NORTH ATTLEBORO, MASS. 
New York Office, 230 Fifth Avenue, Tel: Murray Hill 5-2718 
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Talking Points 
are Selling Points 


Again Foster demonstrates its ability to develop 
new and exclusive features that retailers can use to 
make sales. This patented cuff link is the answer to 
a busy man’s request for better action. It’s stream- 
lined — time saving, — for you it’s profit making. 


Original Designs by FULLER BOX 


Showing patented features that save pack- 





ing room time and make action demonstra- 
tions easy and quick over retail counters. 


fi 


FULLER BOX COMPANY, INC., NORTH ATTLEBORO, MASS. 
New York Office, 230 Fifth Avenue, Tel: Murray Hill 5-2718 
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STERLING 


Hand Engraved 





















In a brilliant hand engraved, Ster- 
ling collection Foster offers elegant 
numbers for a great gift market. Here 
you have showmanship at its best, with 
dynamic designs loaded with selling 
features at prices that yield important 
profits. 


No. 120 GS 5 
Sterling Silver 
Hand Engraved 
$12.00 Retail 


2A RRR RRR LEER IRE 


LEACH & GARNER 
COMPANY 
GOLD FILLED 


ATTLEBORO, MASSACHUSETTS 
ESTAB. 1899 
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SPECTACULAR 
NEW Numbers in FOSTER’S Watchband Line 















Don’t neglect Foster’s 1955 watch- 
band line. Foster didn’t. You will find 
really NEW numbers like the “Decor” 


item shown here. See catalog for brilli- This ladies EXPANSION 


band is but one of many new 
numbers in Foster’s 1955 
watchband line. 


No. 751R Hamilton or white 
gold filled. Retails $5.95 ¢ 1) 


ant new styles for men. 








Leach & Garner factory, Attleboro, Mass. 
Sales Offices: Attleboro, New York, Chicago, Los Angeles. 


Supplying manufacturing jewelers for over half a century 
with precious metal products. 
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DYNAMIC DESIGN 


For 1955 Foster has injected a new element in men’s jewelry 


—DYNAMIC DESIGN. We selected this phrase to describe the 













results obtained by Foster’s new concept of a manufacturer's 
responsibility in designing jewelry. This requires, first, that every 
projected number be an IDEA before a designer puts anything 
on paper. By setting this standard Foster is able to predict that 
every new number will be alive. It means that the Foster line will 
be 100% alive. You'll like DYNAMIC DESIGN. You'll find it 
profitable. 





LOOKING AHEAD 
WITH GOLD FILLED 


Having been privileged to supply 
“gold filled” for Foster’s famous line 
of expansion bands we appreciate 
the confidence placed in our prod- 
ucts for this exacting service. 

















Laminated metals — especially gold | yom 
filled and rolled gold plate for bs ee \ ee ee 
jewelers. \ UES 


in 


Look fo s mar 
h als 


STANDARD METALS CORPORATION 
TWO HUNDRED & SIXTY TWO BROAD STREET, 
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NORTH ATTLEBORO, MASS. 
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For Boys and Girls 
A YEAR-ROUND SELLER 

























When a product is a hit with young folks, play 
it for year ‘round sales. This has proved profitable 
in the past. With consumer dollars getting more 
plentiful, be ready for a healthy demand for this 


most wanted” gift item. No. 9 IDENT-O-GRAPH 


$6.95 F.T.l. in G. F. $5.95 
F.T.I. with Sterling plaque, 
S.S. band rhodium finish 


GROWING WITH OUR CUSTOMERS 


We look with pride on the part our products have been asked to 
play in the development of this new line by Foster, and appreciate the 


opportunity to grow with a valued customer. 


Main Office and Factory 
62 Water Street 
Attleboro, Mass. 


New York Office, 303 Fifth Ave. 











5 S. 
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Again we demonstrate Foster’s capacity to create and 
produce. Along with a complete new men’s line, Foster 
is out in front of the watchband market with a whole 
range of exciting new numbers, new packaging, and 


new displays. Your catalog is ready. Ask for it. 


equ on GOLD FILLED ieee te 
m4 


FOSTER executives know the quality of Gold 
Filled and are again endorsing this high quality 








material by offering it in their new men’s line. 





the IMPROVED SEAMLESS WIRE COMPANY 


775 EDDY STREET, PROVIDENCE, R. I. 
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PIN-UPS For THE MAN OF DISTINCTION 














Rounding out Foster’s men’s line are two pre- 
packed display assortments of PIN UPS. Each 
assortment is shipped complete with a luxurious 
display and a supply of sparkling clear plastic gem 
boxes for gift packing. Unit No. 60, shown below, 
is an all pearl assortment. 


12 Novelty Numbers 
$1.50 ea. Keystone 










ELEGANCE...ON REQUEST 


Once again we appreciate the opportunity to create 
ELEGANCE for jewelers out of gorgeous fabrics and 
unusual woods, fashioned with craftsman’s skill to 








original designs keyed to a merchandisers current 
needs. 


Unit 60 





Crafts, Inc. 
255 POST ROAD, PROVIDENCE 5, R. lI. 
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Turn 
Your 
Spotlight 
on 


S: 


OUR SHARE....:.. 


to our local customers the engineering 












New designs, produced and delivered in 
quantity in the face of a skyrocketing market, is 
the true test of a manufacturer's ability. 

Foster delivers wanted goods when you want them. 
Foster delivery can be counted on as a means of 


making big profits with a small investment. 





and production resources of 


Bridgeport’s nation wide service. 


oA 





BRIDGEPORT BRASS CO. 
Providence Office 

177 GEORGIA AVENUE 
Williams 1-2100 


Warehouse stocks and specialized mill deliveries for the jewelry trade. 
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lets 
you 
down” 





Of all the nice things that have been 
said about Foster in the trade, the one 
we cherish most is a retailer’s compliment, 
“They never, never, never, let you down”. 

To win that praise Foster has built a 


reputation for these vital qualities: — 


“NEVER, NEVER, NEVER 


Dynamic designs — top grade materials 


— expert toolmaking — painstaking as- 


sembling — rigid inspection — artistic 
finishing — brilliant packaging — safe 
packing — prompt correspondence — 
popular prices — fast repair service. 


Good Jewelry is a Teamwork Achievement 


We are proud to be numbered among the suppliers and 


service organizations that have had a hand in helping to 


build the Foster name into one of real importance in the trade. 





Member of the National Federation of Advertising Agencies 


i 


Je. NINETY PARK STREET *© ATTLEBORO, MASSACHUSETTS 
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STYLED FOR 
THE JEWELRY STORE 


All the brilliance . . . all the depth of | CUSTOMER! 


color of 14K gold, with an extra dura- 








: ty: Here’s exciting design . . . jewelry 
bility of finish that we guarantee with the unmistakable look of fine 
against all defects to your customers. craftsmanship. 

This is EVERLASTING FINISH... | You'll discover a matchless variety of 
the result of a special process exclu- distinctive styles — poses perfect ‘ie 
iad a r to suit every taste. And every style o 
sive with J EWELRY BY TARA and MR. TARA MEN’S JEWELRY and 
| designed with your jewelry store cus- 
peneeee POPC OOCocoeccgg,, tomer in mind! 


“eee - FREE MERCHANDISE 


IF AT ANY TIME ~*~. BONUS GIVES 


THE FINISH ON THIS”. YOU EXTRA PROFIT! 
TARA JEWELRY 


You get not only substantial mark-up 
... but you get in addition a BIG 
MERCHANDISE BONUS of best sell- 


SHOULD PROVE TO BE 
DEFECTIVE, iT ing styles that give you profit without 
cost. For example: with 6 necklace 
WILL BE REPLACED Fs and earring sets which cost you 
, 8g 
he, WITHOUT CHARGE , $33.75, you receive a free bonus of 


three bracelets which give you .an 








| oe Pl extra profit of $10.50. Your invest- 
a all ment of $33.75 brings you a total 


profit of $46.75! 





LADIES’ JEWELRY 
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You'll appreciate the fine jewelry 

bok of TARA and MR. TARA pack- 

) TIE BARRIAgINg. And when you order a basic 
msortment you receive FREE atten- \ Pra JEWELRY 

io getting displays designed to sell oe 

nerchandise! : ( Mos Hithur Murray 


of 
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yeltom HELLER TARA Inc. \ 


411 Fifth Avenue, New York 16 





LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


The greatest and most beautiful assortment of 





moderately priced fine clocks in LeCoultre history 














now permits every Authorized LeCoultre Jeweler 


Agency to realize consistent sales and profits by 








merchandising these and many others of “The 


Most Exceptional Clocks In All The World.” 


ATMOS MODERNE—The Perpetual Motion Clock created 
for homes designed for modern living. It has won imme- 
diate success, equalled only by the world-famous ATMOS 
CLASSIQUE, as a business gift or for a personal posses- 
sion. Display both ATMOS clocks, side-by-side, to make 
that success yours. $150.00, plus federal tax. 























LE COULTRE DELUXE CLOCKS. Distinguished elegance in LE COULTRE MINIATURE ALARM CLOCKS open a new 
exclusive design, profit-earning requisites in every fine clock vista of profit-possibilities every day, every week of the 
department—a complete line of “occasional” clocks, many year. Exquisite beauty, captured in uniquely appealing 
with musical alarms, each a masterpiece of the LeCoultre styles in a new and wider assortment of these fine watch- 
watchmakers’ skill. From $33.75, plus federal tax. makers’ clocks. Priced as low as $19.95, plus federal tax. 
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THE JEWELERS' 


ACKAGING, always an impor- 

tant part of jewelry merchandis- 
ing, can be a real sales-opener for any 
product—when the package is right. 
The power of the package is re- 
counted in “The Sale I Never For- 
got,” by Milton Weill, president of 
Arrow Mfg. Co., makers of luxury 
gift and specialty boxes, in a recent 
issue of Printer’s Ink. 

Mr. Weill had just joined Arrow 
and was looking for a new outlet for 
its boxes. Studying the golf ball 
market, he found that the low season 
for golf ball sales was during the 
Christmas holiday season. He se- 
lected a company as a promising tar- 
get and made a call. When he said 
he had a package that would increase 
golf ball sales during the holiday sea- 
son, the sales manager was immedi- 
ately interested. Mr. Weill had pre- 
viously examined the golf ball con- 
tainers and found they lacked cus- 
tomer appeal. He offered an attrac- 
tive covered wooden box which 
would have later use in the home or 
golf locker. 

He also learned that many holiday 
gifts of golf balls were purchased by 
women and took care of this by de- 
signing two samples, one with mascu- 
line appeal, and the other, feminine. 
The company ordered dozen and 
half-dozen size boxes, in both mascu- 
line and feminine designs, to sell to 
sports and department stores. But 
Mr. Weill was not satisfied; he saw 
the sales possibilities in giftware de- 
partments. Since the prospect lack- 
ed experience with gift buyers, he 
made surveys on the gift market. 

Arrow sold 15,000 boxes in four 
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months. And the distribution set-up 
of the entire golf ball industry then 
underwent a change because of the 
sales power of a better package, 
created and sold by a salesman with 
imagination. 


© © 
| 5 gpiianmaprersiie etiquette follows a 


very stringent procedure. Every 
man, woman and child knows that 
a visiting dignitary from abroad is 
swamped with various awards, prizes 
and degrees. 

The procedure was reversed last 
November when Mohammed Ali, 
Prime Minister of Pakistan stopped 
at the Smithsonian Institution during 
his stay in Washington, D. C. The 
museum was richer, after the visit, 
by a “priceless” pink pearl taken 
from the stickpin of the Prime 
Minister. 

While being escorted through the 
museum, the Prime Minister stopped 
before the gem collection and noted 
that his native region was not repre- 
sented among the pearls. Before re- 
turning home, he removed the pearl 
from his tie pin and awarded it to 
the museum. 


© © 


ae of pearls, a fascinating 
book entitled “The Pearl Seek- 
ers,” authored by Norman Bartlett, 
was published recently. It relates 
the adventures of the hardy group of 
Australian pearl divers—“hardy” is 
hardly the word!—who live in tiny 
villages between the sea and the 
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desert along the northern coast. 

The author writes, “A diver’s life 
is not a pleasant amble through an 
underwater fairyland. Pearling is 
one of the few occupations left in 
which a man pits himself alone 
against a hostile element which, for 
all its outward beauty, is treacherous 
and dangerous, with death lurking 
just around the corner.” 

At one point in the book the au- 
thor notes, rather poetically, “You 
judge a pearl as you judge a beauti- 
ful woman. You look for shape, for 
symmetry, skin, complexion. Com- 
plexion is the luster. Then you must 
look for lasting quality. . . . But, 
first and last, you look for beauty.” 


© © 
_ just read a report on the 


state of the cuckoo clock in- 
dustry in Germany. If you're in- 
terested, things are good. In 1953 
the production centers of the Black 
Forest, where the cuckoo clock origi- 
nated around 1740, turned out 500,- 
000 of these aggressively cheerful 
chirpers. 

With the world getting more 
cuckoo by the minute, the odds are 
that production in 1954 set an all- 
time high. 

Getting back to the Black Forest, 
everybody makes cuckoo clocks like 
mad. There are 500 native clock- 
makers in this mountainous region. 
The only bone of contention among 
these happy artisans is who perfected 
the cuckoo’s call. Credit is either 
given to Franz Anton Ketterer, 
Mattheus Hummel or Michael Hilger. 
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here’s a touch of Cleopatra in every woman 


AND NOW YOU CAN CASH IN ON IT...WITH 


3-strand bracelet 
2-strand bracelet 


Choker, one-strand 


... bewitching adornments for the 
woman with an instinct for high fash- 
ion... luxurious, coiled golden brace- 
lets for her wrist or upper arm, a 
gleaming golden choker for her throat. 
You'll sell them to women with a 


flair for the dramatic and to men in 


search of truly exciting gifts. 


Strong, tubular construction, tarnish- 
proof scales, golden color, or rhodium- 
plated for long-lived beauty. Also 
available with Turquoise or Jade 
stones in place of snake’s head and tail. 


Whiting & Davis Co., Plainville, Mass. 


land UW and with. flukion-sixce: 1876 
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66 VE spent 33 years in the retail 
I jewelry business,” writes Phil 
Krauss, owner of Krauss Jewelers, 
Ambridge, Pa., “and without doubt 
this past year was the w orst—insofar 
as competition from discount opera- 
tors and mail order catalogs is con- 
cerned.” 

In one of his regular newspaper 
ads, which take the same form as 
those used by syndicated columnists, 
Krauss had a few words of advice to 
offer Christmas shoppers. 

He wrote, “It seems that the pub- 
lic cannot resist taking chances of 
trying to save a few dollars and fall- 
ing for phoney discount houses and 
catalogs whose merchandise is fic- 
titiously over-priced. Their merchan- 
dise isn’t even worth what the cus- 
tomer pays in the supposed to be al- 
lowed prices. Naturally, they are 
drawn into these schemes by using a 
few high advertised and standard 
priced articles as bait. In time, 
everyone learns, and this is good 
advice.” 


© © 


HE sentiment attached to the dia- 
mond engagement ring sometimes 
inspires unusual acts of generosity. 
At Waterbury, Connecticut, a woman 
who could not afford a cash donation 











to a church improvement fund, con- 
tributed a diamond ring that had 
belonged to her deceased aunt. 
Valued at $550, the ring was returned 
to its owner by the pastor of the 
church because he felt it was too 
great a sacrifice. Then a local news- 
paper published an item about the 
ring, and a stranger, who didn’t be- 
long to the church, was so moved by 
the incident that he sent a check for 
the ring’s value. 

However, the woman felt that 
her aunt’s diamond ring would serve 
its most fitting purpose as a contribu- 
tion to the church fund. She in- 
sisted that the church keep the en- 
gagement ring. As a memento of her 
sacrifice, the diamond will be set in 
the new cross which will be installed 
above the Communion table in the 
Sanctuary of the church. 


© © 


coW/ ORTH my weight in gold?” 
asked Mary McCrea of San 
Francisco as she happily surveyed 
her 14814 pounds. And it was true, 
too. She recently won her weight in 
gold as first prize in a nation-wide 
contest conducted by a soap manu- 
facturer. She did it by writing a 
25-word sentence which pleased the 
judges. 












































“How about something like what your other young man bought 
for you yesterday, Miss?" 
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The weighing-in ceremony was 
carried out literally. She stepped on 
a scale at the U. S. Mint in San 
Francisco, while gold was piled up 
on the opposing balance. A few cal- 
culations and she was handed $75,- 
158.84—in the form of a check. 

And to think, sighed Miss McCrea, 


I used to worry about my weight! 
© © 
T Weed, California, according to 


jeweler James Wilmarth, a 
spider stopped a watch, but he didn’t 
get himself tangled up in the move- 
ment. He was clever. He crawled 
into the watch case and spun a web. 


© 
| erie story from Chicago ad- 


vises us that many women are 
allergic to jewelry. This news item 
stems from a medical convention 
held in the Windy City last month. 
It was stated that women who really 
can’t wear jewelry are suffering from 
“allergic eczematous sensitivity.” 
However, jewelers need have no 
fear. Two doctors have come up 
with some chemical compounds 
which they say will end the “suf- 
fering.” They demonstrated what 
the ointment is doing for women who 
have trouble with earrings and who 
are also irritated by metal fasteners 
on undergarments. 


© © 
Lieve on the subject of the fe- 


male, you might like to know 
that British women’s hands are get- 
ting smaller. This startling news 
was revealed recently by British 
jewelers. 

They report that the size of today’s 
engagement and wedding rings is 
well below the average of several 
years ago. That even applies to 
agricultural areas where women quite 
naturally have bigger hands than 
their city sisters. 


© © 
A MILWAUKEE woman reported 


the following bit of information 
to a local newspaper. Says she no- 
ticed a gold plated mouse trap in a 
Milwaukee store while doing her 
Christmas shopping. 

Curiosity got the better of her and 
she engaged a clerk in conversation. 
Said the clerk, “That’s for a mouse 
that has everything!” 
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Fringed earrings in glittering rhinestones by Kramer are de- 
signed to follow delicate contour of the ear, and swing with 


graceful mobility. Earrings are priced to retail for $7.50. 





‘Cio-Losether’ Fashions 


_—_ are as many delightful designs in 
costume jewelry this season as there are individual 
manufacturers, but among all the individual designs, 
certain trends stand out and make our jewelry fashion 
news for Spring, 1955. These jewelry trends are de- 
signed to dramatize the newest style features in clothing 
and with smart promotional selling on the part of retail 
jewelers, should bring a good increase in spring and 
summer sales. 

Massed necklaces with a bulky look, but light as a 
breeze to wear will be a leading fashion. 

Jabot necklaces that are softly full with fringed pendant 
treatments will be popular. (Should take the place of 
jabot scarves.) 

Rope necklaces of regular 60-inch lengths will continue 
their present important fashion role, and 30-inch length 
ropes (matinee length) will run them a close second. 

Bib and collar necklaces with elaborate front treat- 
ments will be high in fashion favor. 

New York ready-to-wear fashions for Spring have a 
decidedly new look that will create a need for the above 
type necklaces. The silhouette is long and lean, and in 
both suits and dresses open, collarless necklines are 
making news. Shoulders are narrower, waistlines are 
lower, busts are higher, hips are smooth. The new 
clothes are fashioned from light, feather weight fabrics, 
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This set features a striking high-domed center stone of imita- 
tion turquoise surrounded by aqua colored stones and clus- 
ters of matched turquoise pear shapes. A Marianne Creation 
by Fine-Art of Newark. This set retails for about $12.00. 


This high fashion 60-inch rope necklace and matching 


earrings by Ralph Singer Co. comes in heavenly blue, 
make-believe moonstones set in silver-colored chain. 
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in Clothes and Costume 


Aluminum jewelry is coming more and more into the 
fashion picture, and every style feature seems to be 
making it increasingly important. Aluminum, in the 
modern jewelry version, is feather light material which 
lends itself well to this season’s elaborate bulky styling, 
while still being functional and lightly comfortable to 
wear. Aluminum jewelry matches the lightweight fabrics 
in the current fashion mood and also keeps pace with 
the important color story. Colors in aluminum jewelry, 
under new processes, are available in shocking pink, 
vivid green, natural silver, yellow gold, tropic blue, rich 
purple and wine red. 

Pins are expected to reach new heights of popularity 
this season, both in large sizes and small dainty sizes. 
They will be used importantly in new placements and 
new groupings. 

Silhouette pins that are large in size will be used to 
call attention to the long, attenuated torso line; to point 
up lowered waistlines; to emphasize new smooth hipline 
treatments. 

Small decorative pins will be used in groupings to 
outline the amazing variety of neckline styles; they will 
be used as companion pieces with long necklaces, hold- 
ing separate strands in pretty position, or fastening 
graceful loops and drapings. 

(Please turn to page 86) 
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Featherweight jewelry in high styled aluminum by Universal 
hain Co., is available in a delightful range of colors: 
silver, yellow gold, shocking pink, sassafras green, copper- 
tone, etc. Matching necklace and bracelet: about $4.50. 


Three matinee length ropes by Coro make fashion excitement for any 
time of day. They are shown in this ensemble with multi-colored 
stones, fake pearls and rhinestones; jet with pearls and rhine- 
stones; and graduate pearls and rhinestones and complementary drop 
earrings in pearls and rhinestones. Necklace $4; earrings $3, retail. 








by WINIFRED. PARKER, 
JC-K Fashion Consultant 





Imaginative design in earrings by JMS Jewelry Mfg. Co., 
Bloomfield, N. J. is styled with make-believe pearls in 
gold-filled setting. They are priced at $7.95, Keystone. 
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‘Go-Together’ Fashions 
(Continued from preceding page) 


Extravagant pockets on slim sheath silhouettes are 
another fashion feature for spring. These decorative 
pockets appear in unusual positions on the figure, and 
are apt to be placed high, low, in between, backward or 
forward! Pins of all kinds and variety will be used to 
highlight both the pockets and the unusual pocket 
placements. . 

Bracelets are still making fashion news in the massed 
way in which they are worn. It is still ultra smart to 
load bracelet after bracelet upon each arm. Rigid styles, 
flexible styles, entwining looped strands, bracelets of 
varied designs are grouped together for style glamour. 

Earrings continue to be the single, favorite choice in 
jewelry. In resort fashions, indicative of spring and 
summer trends, women have been choosing earrings, 
often as their sole jewelry decoration. Earrings are being 
used to dramatize low, open necklines; to give a sense 
of balance to long torso effects which break away into 
flounces or pleats below the hips; to highlight the softer, 
longer, more feminine hair-do’s that follow close con- 
tour to the head. 


ABOVE: genuine, oriental mother-of-pearl, inlaid on gold plated 
mesh, forms this beautiful bracelet by The Marhill Co. It is $7 
Keystone. Matching clip-on earrings and cuff links are available; 
also drop-type earrings. These sell for about $2.00, at retail. 


RIGHT: distinctively styled earrings by Deltah in yellow gold- 
filled, set with cultured pearls. Keystone prices are $17.30 for 
pair at top; and $19.50 for pair in the lower part of picture. 


BELOW: a 60-inch rope of imitation baroque pearls strung on metal 
wire and interspersed with green and tangerine-colored, dull- 
finish glass beads, by Volupte. Spiral bracelet and cluster ear- 
tings to match. Necklace $5; earrings $3; bracelet, $2, retail. 


"Versailles is elegant, high fashion jewelry by Trifari, fea- 
turing make-believe light sapphires in square cuts, pear and also 
marquise. The earrings are $12.50; the pin is $20.00; the small 
bracelet is $15; larger one, $30. These prices are all retail. 


Pins to point-up spring fashions are glamorously ex- 
ecuted by Imperial Pearl Syndicate. These are |/20-12K 
gold-filled, with cultured pearls. Large pin is $17.50 
and the smaller ones are $25 a pair. Keystone prices. 
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The American Male 


Though color plays an important part in men's 
wardrobing, tone and cut of the suit remains 
conservative. Thus, men's jewelry offers an 
opportunity for an injection of color to off- 
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set the somberness of the suit. (Photo court- 
esy of Du Pont. Suit: Hart Schaffner & Marx.) 


>) — and miraculous things have been 
happening to the American male—as far as his concept 
of wearing apparel is concerned. This year COLOR has 
entered the men’s wardrobe picture with a bang. The news 
now being read by men’s apparel industry councils is 
filled with references to such colors as California Orange, 
Mint Green, Heliotrope, Mauve, Pink and Black, Charcoal 
Black and Charcoal Brown. These colors as currently used 
by men’s fashion authorities refer to suits, shirts, socks, 
shoes, hats—and most important they apply to accessories 
such as men’s jewelry. The men’s jewelry business has 
skyrocketed during the past five years. It represents today 
the fastest growing source of income and turnover in the 
men’s apparel industry. Now men’s jewelry profits have 
also been increasingly satisfactory to the retail jeweler. 
Although color is playing an important part in men’s 
wardrobing, the tone of the most important part, the suit, 
is definitely conservative; particularly as regards colors. 
Too, plaids and checks are almost obsolete except in 
sports clothes. Almost every man now has a black suit or 
one of the charcoal interpretations in his wardrobe. When 
wearing such a suit, the accessories, of which men’s 
jewelry is a conspicuous part, represent the only oppor- 
tunity for an expression of color to offset the somberness 
of the suit. 
So, men’s jewelry has become a fabulous item with the 
(Please turn to page 113) 


Turns to Color— 


In Jewelry and Clothes 


The heaviest concentration of wardrobe buy- 
ing by the male is in January and February. 
Therefore, the need for jewelry accessories 
reaches important proportions in the early 
spring, when many alert retailers put spe- 
cial emphasis on this increasingly important 
phase of their business. (Photo courtesy of 
Du Pont. The suit is by Phoenix Clothes.) 

















—_———— 


Eee 


ll il tn il al i ily ill ty il ly lls ll 
































De Beers Consolidated Mines, Ltd. 


Most treasured gift— 


that marks an anniversary, 
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... how fitting it is that a man may express 
his pride and devotion brilliantly enscribed 
in diamond lights. ...For the diamond gift 
that marks an anniversary, or other great 
moment...an important birthday, the birth 
of a child, a daughter’s debut, or a specially 
meaningful event... will recall the occasior: 
always. A trusted jeweler should, of course, 
be consulted. 

The value of a diamond is determined by color, cutting, and clarity, 
as well as carat weight. A two-carat diamond, for instance, 


ranges from $1350 to $3180, pilus tax, at representative jewelers. 
Exceptionally fine stones are higher priced. 
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or other great occasion. 








New advertising 





to increase 


your sales of 





larger diamonds 





promotes the Diamond Gift Tradition 








in Time... The New Yorker... Town and Country 


In addition to the national advertising promoting the engagement diamond tradition... 
this distinctive new two-color advertising is promoting your diamonds for anniversaries, 
days-of-birth, and other family gift occasions. Stressing the emotional significance of 
diamond gifts, it is addressed to men and women of substantial means... men and 
women past engagement age, who comprise a big market for diamonds. It features the 
most popular jewel-piece for gift occasions, the diamond ring... it spotlights, and helps 


you sell, larger diamonds. Tie in to increase your diamond sales. 


The advertisement shown opposite appears in The New Yorker, February 26; 


Time, February 7; and Town and Country, March. 





Advertising promoting the Engagement Diamond Tradition is working for you 


in leading national weeklies . . . Life, Look, The Saturday Evening Post, 


De Beers Consolidated Mines, Ltd. 
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B. The manufacturer's display unit (at left) can be adapted for a smal} 
window (below), where only wedding and engagement rings will be shown, 











A. Illustrated above is an imaginary bride and groom dis- 
play unit of the type generally supplied by wedding and 
engagement ring manufacturers. It is shown as it might 
possibly be used for either a counter or a case display. 





Adapting Manufacturers’ Material 
Kor Window and In-Store Displays 


Throughout the year, manufacturers supply their dealers with a great variety 
of display materials and ideas. Most of the materials are so designed that 


they can be adapted to serve various uses—in windows and in-store displays. 





C. Here is still another use for this 
bride and groom unit. It is used as @ 
part of a large bridal window display 
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N o one knows better than the manufacturer 
that the most effective place to tell his sales story is in the 
window of the retail store. For this reason, hundreds 
of manufacturers spend thousands of dollars every year 
to provide display help to the retail jeweler in the form 
of display cards, three-dimensional displays and motion 
units—some simple, some extremely elaborate. It is a 
tremendous job to design and supply materials that will 
fit the needs of every type of jewelry store which the 
manufacturer supplies. In spite of selling the same mer- 
chandise, jewelry stores vary widely in their personali- 
ties and space limitations. Consequently some of the 
manufacturer’s material offered to you will not fit your 
requirements or conform to your ideas of what such dis- 
plays should be. This is no reason, however, for re- 
jecting all such materials. 

You can save money by letting the manufacturer pay 
his share of the cost of your window and interior dis- 
plays. He can supply types of display equipment pur- 
chased in quantity at much lower cost than you can pur- 
chase such things individually. 


MATERIALS AND IDEAS AVAILABLE 


You can have more interesting windows because of 
the greater variety of materials and ideas available to 
you. The manufacturer has resources of design talent 
and construction know-how that the individual store can- 
not possibly command. 

And most important of all, you can tie up your win- 
dows and your store in the customer’s mind with the 
national advertising they see in magazines and on radio 
and television. Only when this tie-up is accomplished 
do you benefit from the expenditure which the manu- 
facturer has made for all the kinds of national advertis- 
ing which impress and interest your local customers. 

Most manufacturer’s material is designed to be very 
adaptable which means that you can supply variations 
and supplementary material which will make the dis- 
play fit your windows. It will be found that much mate- 
rial that might at first not seem to be suitable to your 
needs, can be fitted into your display scheme when you 
plan your window around the manufacturer’s material 
rather than thrusting the material into a setting already 
made up and completely unrelated to it. 


D. A parade of famous watch brands 
can create attention and prestige. A 
small display unit from one manu- 
facturer is used in center of this 
watch window display. 
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by VIRGINIA DIXON 


If you really feel that any of your suppliers do not 
understand your particular display problems and that 
their material is quite useless to you, tell them about it. 
They are interested in learning all they can about the 
kind of helps their dealers need and want. They know 
that unless you can and do use the cards and units which 
they supply, they are wasting their efforts and money. 
But do remember that no manufacturer can design his 
displays for any individual jeweler. Compromises have 
to be made to make the displays as generally useful as 
possible. 

Color is a very important factor in showing your 
manufacturer’s displays to the best advantage. When- 
ever possible, plan your background color as a com- 
plement to the color scheme of the display . . . either 
a striking contrast or a pleasing harmony. If large back- 
ground areas cannot be changed, do at least keep them 
neutral enough in color so that they will not clash with 
any of the brilliant tones which may be used in the dis- 
play units. Possibly you can repeat a dominating color 
of the display in small areas such as display pads or 
panels, a length of fabric drape or a bow of ribbon. 

Avoid crowding several different manufacturers’ units 
in a single window. They are not apt to be harmonious 
in color, design or selling theme and will only make 
your window look crowded when shown together. Much 
better to use one at a time, changing the window fre- 
quently if necessary. Try to give each display a suitable 
setting. Be sure to show a good assortment of merchan- 
dise with each display. Your display may be the first 
place where a prospective customer will see actual pieces 
of the merchandise which she has seen pictured and read 
and heard about in magazines or on radio or television. 
Let her first impression be a favorable one! See that the 
merchandise is shining and bright and thoughtfully ar- 
ranged on a background which will complement it. 

Sketch A illustrates an imaginary display unit of the 
type generally supplied by the manufacturer of wedding 
and engagement rings as it might be used for a counter 
or case display. Sketches B and C suggest ways in which 
such a unit may be adapted to two different types and 

(Please, turn to page 110) 


























Color as a Guide to Gemstones 


Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one of two alternatives. 


Part V 


(49) Brown is one of the common colors of diamond. 
Its intensity in that mineral ranges from the slight dis- 
coloration found in pale “off-color” stones to the rich, 
mahogany red-brown “Fancies.” It is possible to in- 
tensify the brown color of diamonds by cyclotron or 
atomic-pile bombardment, making “off-color” stones into 
“fancies.” Cyclotroned stones can usually be recognized 
by the light-colored star that encircles the cutlet, if they 
have been treated on the bottom. Pile-treated stones 
cannot be distinguished from natural browns, but the 
distinction is not of great importance, for really nice 
fancy browns are still well under the cost of white 
diamonds, both in cost and in demand. Unlike the 
greens, their color is permanent even though the stones 
may be heated quite hot, an occasional ordeal in careless 
ring-sizing. 

(50) The natural color of the Indo-Chinese zircons is 
a rather unattractive brown, and it is rare to find one 
finished up in its original hue. Many years ago it was 
discovered that these brown stones were transformed by 
heating into white or blue gems. Irradiation changes 
them back to brown again, and with time some even re- 
vert of their own accord. Many of the Australian and 
Ceylon stones are also brown, sometimes showing rich 
and attractive reddish-brown tints. These red-brown and 
some of the Ceylon gold-browns will occasionally be 
seen in jewelry. 

(51) Spessartite garnet ranges from orange to brown 
to reddish in hue, but it is one of the rarer garnets and 
stones have never been very abundant. The occurrence 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


at Amelia, Virginia is well known to connoisseurs and 
collectors, but few of these stones will be found in com. 
merce. A 1943 discovery in Ceara, Brazil of practically 
indistinguishable material transformed spessartite to a 
common stone, but by now most of this garnet has been 
absorbed. There were two types of garnet at Pocos do 
Cavallos, a flawed orange-brown type, fairly light in 
color though low in brilliance because of numerous flaws 
and cloudiness, and a clear dark red-brown type re- 
sembling other more abundant, garnets. Finished stones 
of this type are limited in size by the intensity of the 
color, for large ones become black and what transparency 
they possess shows better by artificial incandescent light 
than by daylight. 

(52) The hessonite (essonite) variety of grossularite 
was discussed under note 26. It is the most attractive of 
the brown stones and deserves wider use. It, and spes- 
sartite, can be recognized as garnets by the single refrac. 
tion, while the two garnets can be distinguished by their 
refractive indices. 

(53) See note 38. Prolonged X-ray and atomic-pile 
irradiation of pale yellow or white sapphires will impart 
a rich amber-brown hue, but they fade quickly back to 
their original color, or something near it, on exposure 
to light. Brown sapphires, stones of a dull unattractive 
hue, are occasionally seen, for brown is a common 


color in non-gem sapphire. It has little appeal, so we 
(Please turn to page 115) 





TABLE V—BROWN STONES 


NAME REFR. INDEX 
Diamond 2.41 10 
Zircon .95 7%, 
GARNET 

Spessartite .80 7 
Grossularite ; 74, 
Sapphire F 9 
CHRYSOBERYL 81, 
Spinel 
Sinahlite 
Peridot 
Tourmaline 
Andalusite 
Beryl 
QUARTZ (Topaz) 


GLASS (Crown) 


HARDNESS 


REFRACTION SPECIFIC GRAVITY 


single 3.52 
double 4.69 


single 
single 
double 
double 
single 
double 
double 
double 
double 
double 
double 
single 
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Photographic evidence of the loyalty of 
employees to the S. Kind firm! Each per- 
son in the photo has been with this Philg. 
delphia company for 25 years or better, 


by MARY ZOOK 


Employee Relations Program Tightens 


The Bond Between Employer and Employee 


ics October, S. Kind & Sons, well-known 
Philadelphia retail jewelers, gave a banquet at Palum- 
bo’s restaurant. All the firm’s employes were invited to 
honor 22 employes who had spent 25 years or more in 
the service of the store. Besides receiving a gift, each 
25-year employee was presented a gold pin bearing the 
initials “S.K.,” signifying membership in the S. K. 
Society. 

The president of the store, Oscar Kind, Jr., having 
completed 25 years of service, was presented a plaque 
in recognition of his service to the firm. 

These 22 employees together represent a combined 
total of 838 years of service—an average of 38 years per 
employee. To a student of retailing or employee rela- 
tions, the question immediately comes to mind, “Why 
do these people remain with the same firm for so long a 
period of time?” A congenial working atmosphere, a 
pleasant, understanding employer—these surely are only 
some of the reasons. But what other inducements does 
this 83-year-old firm offer to its staff of approximately 
80 employees to keep them so loyal? 

To get a clearer perspective, let us turn to the Christmas 
season—a busy time of the year for retail clerks and 
viewed by some as almost an unnecessary inconvenience. 
But at S. Kind & Sons, the Christmas selling season is 
looked forward to with enthusiasm by the sales staff. 
Why? All employees with a year’s service receive an 
extra week’s pay at Christmas; those with two years ser- 
vice receive two weeks pay. This is in addition to the 
week’s vacation with pay which every person with six 
months service receives and the two weeks vacation with 
pay awarded to those employees with five years service. 

Furthermore, the firm pays for Blue Cross coverage 
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for its employees, who pay for the benefits provided by 
Blue Shield. Group Life Insurance is offered employees 
at 70 cents a thousand per month and the firm covers 
part of this cost. 

In line with this, S. Kind & Sons prorates its sick bene- 
fits on the basis of years service to the firm. The em- 
ployee with six months to a year’s service receives a 
day’s pay when ill. Over one year’s service merits one 
week’s pay in the event of illness and two years of service 
brings two weeks pay. The cases of old-time employees 
are handled on an individual basis. 

(Please turn to page 118) 





Oscar Kind, Jr., left, receives a plaque from his cousins Samuel 
and Philip Kind on his 25th year with the firm. The portrait 
is that of the men's grandfather, who founded the firm in 1872. 
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MERCHANDISING 





Above, Mr. and Mrs. Klever explain the nature of silverware to a home economics class. 


Part and Parcel of the Community . . . 


Everything about the operation of the Klever jewelry store in Bowling Green, 
Ohio, smacks of friendly, personalized service. Sound public relations and 
advertising have contributed to the success of this local jewelry store. 


O.: evening during the Christmas rush, 
Roy Klever hurried into his jewelry store. He was 
wearing a gray flannel mask, which covered the lower 
part of his face and left just his eyes showing. A 
passerby saw Klever rush into the store and not recog- 
nizing him with the mask over his face, thought that 
the store was about to be robbed. The passerby 
promptly called the police. 

A few minutes later Klever was counting the day’s 
receipts when the door flew open and a policeman with 
a drawn gun came into the store. “Where’s the holdup 
man?” he asked. The jeweler hastily explained that the 
doctor had ordered him to wear the mask to protect 
his sinus. 

By this time the police had surrounded the area. The 
policeman, after hearing the jeweler’s explanation, dashed 
outside to tell his fellow policemen that it was a false 
alarm. 

The next day the following ad appeared in the local 
newspaper: “Klever’s wishes to thank the Bowling Green 
Police Department for their promptness and efficiency 
in responding to the false report of a holdup at our 
store. We also wish to thank the person or persons who 
reported this to the police department.” This gesture is 
one example of the consciousness of public relations 
which this Bowling Green, Ohio, jeweler has practiced. 
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by PATRICIA J. GUTHMAN 


Once a week the manager of a restaurant in town, 
The Wagon Wheel, runs an ad in the paper with the name 
of a local couple who are invited to get a free dinner at 
the restaurant. Early last year, Mr. and Mrs. Klever’s 
name appeared in the ad. The day after they ate at the 
restaurant, they ran a “thank you” ad for the dinner. 

Townspeople have come to think of Klever’s as a high 
quality yet friendly store. Three or four times a year 
Klever gives a talk to home economic classes in the area 
on the differences and uses of sterling silver, silverplate, 
and stainless steel flatware. At the close of his talk, Mrs. 
Klever serves the girls refreshments using, of course, 
hollowware. 

Also, each year the girls graduating from the Bowling 
Green High School are invited to visit the store to choose 
their sterling silver pattern. Each girl then is given 4 
teaspoon in the pattern of her choice to begin her set. 
Anyone who starts her sterling silver pattern at the store 
is given a teaspoon pin in that pattern. 

The store maintains a register listing the pattern and 
the number of pieces in that set that each individual has 
purchased at Klever’s. Customers are welcome to look 
in the register at any time. 

(Please turn to page 111) 
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We are always interested in purchasing estates—or 
jewels which your customers submit to you for sale. 


Star Sapphires 
Star Rubies 
Sapphires 
Emeralds 
Cat's Eyes 


JEROME RICHHEIME 


" We have alarge * 
stock of Precious 
Stones, mounted and 
unmounted from 
which to make your 
selection. Let us 
cooperate with you 
on your special 

a calls. 
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by BENEDICT KRUSE 


Mort Zieve (director), Bob Dale (announcer) and Art Ross (writer-producer} confer before air time. 


Increased Sales Volume 


Linked to TV Advertising 


| oe fastest growing ad- 
vertising medium—offers a potential bonanza in local 
advertising for the retail jeweler, according to Emil Rose, 
president of Rose Jewelers, a nine-store chain in Detroit. 

As thousands of new television stations open in big 
and little towns across the country, the experience of 
Rose Jewelers in the use of this medium over the past 
four years will probably be of great interest to other 
retail jewelers who may be weighing the use of TV in 
their own advertising. 

For Rose, the advent of television has marked a revo- 
lution in both advertising techniques and sales volumes. 

Since it sponsored its first program in 1950, this firm 
expanded its use of television steadily until, by 1953, it 
became one of the country’s largest user of television 
time in any single market. As this was written, this 
same picture promised to continue through 1954. Dur- 
ing this year, the brunt of Rose’s television campaign 
is being carried by its “Motion Picture Academy” show. 
Rose sponsors this program five nights a week, from 
11 P. M. until Midnight, over Detroit’s WXYZ-TV. In 
addition, Rose will also run several other schedules dur- 
ing the year, involving a number of shorter programs 
and special spots. 

The current Motion Picture Academy is typical of the 
type of show which the Rose management has found 
best suited to its budget and generally most effective 
in point of resulting sales. This type of presentation 
offers two chief advantages: 

(1) Like most of Rose’s major shows, it runs at an 
hour when air time is relatively inexpensive. As a local 

(Please turn to page 120) 
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Bob Dale, above, the "Motion Picture Academy" announcer, 
demonstrates an electrical appliance for Rose Jewelers. 


Below, Bob Dale, during one of the breaks in the show, 
demonstrates outstanding features of an electric shaver. 
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Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 
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The service department... 


A Source of Pride 
And Profit! 


—_ emphasis on education, including 
visual and manual materials, has aided the Thomas Long 
Co. of Boston, Mass., in doing an excellent job of pro- 
moting its service department. 

“If you can put something into a person’s hands, and 
let him handle it, as well as see it, you have gone far in 
creating in him a greater desire to purchase and to own 
it,’ says Norman Harrison, manager of the service 
department. 

“By a similar token, if you have that item tucked 
away in a case, or under the counter, where they can 
only see it from a distance, customers may pass it by,” 
he added. 

Long’s service department—located at the rear of the 
store near the payment desk, where customers must pass 
practically every other department in order to reach it 
—is well equipped and stocked with the necessary dis- 
plays for this combination of visual and manual educa- 
tion in the sale of jewelry findings and accessories. 

Such items as silver and metal polish, polishing cloths, 
earring and ring guards, and watch bracelets are openly 
displayed on the counter where customers may look them 
over—and handle them—at their leisure while waiting 
for repair jobs. 

Just behind the counter, at one side, is a large wall 
case in which similar items are featured. Samples of 
gemstones, both rough and cut, of birthstones, necklace 
clasps, pearl combinations, lighter flints, fluid and parts, 
various types of metal and silver cloths, guard chains 
and even a gavel and gavel base are shown. 

The display is completely changed each week so that 
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PROMOTION 





At Thomas Long Co. a large wall case (left) in the repair 
department features jewelry findings, silver polish, polishin 
cloths, etc. Also, this traffic-building merchandise is dic 
played on the repair counter to attract customer attention, 


by EVERETT M. SMITH 


when a person comes in one day to leave a watch or 
some jewelry for repair or for remodeling, and returns 
in a week or two later to retrieve the item, he sees an 
entirely different exhibit. 

“This wall case, alone, has helped tremendously with 
sales,” Harrison said. “It shows the public the type of 
work we are equipped to handle.” 

As for the stuffers, which go out with bills each month, 
these, too, are changed periodically. In some cases 
manufacturers’ circulars are used, but in most instances 
the store uses its own specially designed stuffers. 

“The management has been very cooperative in per- 
mitting the use of these stuffers and we have found them 
very productive,” Harrison noted. “We steer clear of 
newspaper advertising of our service department, since 
it is a store policy to advertise only new merchandise. 
However, the little stuffer on silver polish, as an example, 
has brought very good results. The only fault with 
stuffers is we are hitting only our own charge customers, 
since no direct mail advertising is used.” 

Through these various media, along with inspirational 
sales methods, especially in the field of jewelry remodel- 
ing, Thomas Long Co. has greatly increased the scope 
of its service department beyond the old word-of-mouth 
promotion. 

“We were surprised at the number of people who 
didn’t know we handled such repairs and right here in 
our own store. The entire sales force of the firm has 

(Please turn to page 123) 
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Traffic 


= Opens New 
Accounts 





s a Sensation! 





The New 1955 


IMPERIAL 
CULTURED 
PEARL 


PROMOTION 


= Supported with 
National Advertising 


= Brings Volume 
Business 


Get set now for Imperial's sensational new 


1955 promotion to be announced next 


month. It's a promotion that will keep bring- 


ing customers into your store all through the 


coming months and keep your sales at a peak 


even during the summer slump. Yes, this new 


Imperial idea has more impact and sales ap- 


peal than any other promotion in jewelry his- 


tory, and it can be tied in directly with your 


individual store. 


WRITE FOR COMPLETE DETAILS 


Imperial Pearl Syndicate 


New York 


607 Fifth Ave. 





FOR FEBRUARY, 1955 


Chicago 
5 N. Wabash 


Detroit 
914 Michigan Theatre Bldg. 





Los Angeles 
607 S. Hill St. 




















Keepsake Brings a Business 


[ee 


Octave N. Rosenberg 
President 
Gotham Jewelers 
19 Main St. 
Yonkers, N. Y. 





Rings enlarged to show details 
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for Suburban New York Store 


Yonkers Jeweler competes with the 
World’s biggest diamond market . . . Metropolitan New York 





big 


ay 


Window of Gotham Jewelers displays reproduction of Keepsake full color ad, guarantee Certificate 
and permanent neon sign to draw attention to the wide range of Keepsake Diamond Ring styles. 


Only Keepsake, World’s Finest Quality Diamond Rings, 
Offers YOU These Valuable Sales Aids 


@ NATIONAL ADVERTISING: The biggest in diamond rings, Keepsake ‘‘dealer-localized” 
advertising works directly for the jeweler with a Keepsake franchise. 


@ SALES HELPS: Newspaper mats, point-of-sale displays, radio and TV spots, full-color 
movie playlets, outdoor posters, bus cards, literature for mail or counter, and special pro- 
motion features. 


@ QUALITY OF PRODUCT. Keepsake guaranteed perfect quality makes sales easier. 


@ PROVEN SALEABILITY Keepsake consistently outsells all other diamond rings and makes 
selling easier, especially in profitable higher-priced units. 


A. H. POND CO. INC., SYRACUSE 2, NEW YORK 


FOR FEBRUARY, 1955 
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Each floor clock is carefully 
inspected and tested before it 
leaves manufacturer's factory. 


tes pn . 


peer. 


The Dignified Floor Clock . . . . 
Still in Tune with Modern Times 


For many years the stately floor clock has been associated with the jewelry 
store. Today, the modern floor clock still retains the dignity of bygone 
times; it is now housed in a streamline case to satisfy contemporary tastes. 


ee grandfather clock is still a pretty 
sprightly old gentleman. Take away the name “grand- 
father,” add “floor” and the renamed timepiece is in 
tune with modern times. The switch from “grandfather” 





Wood—Honduras mahogany—is still the main material of floor 
clocks; experienced craftsmen prefer working with hand tools. 
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to “floor clock” is a concession—somewhat for psycho- © 
logical reasons—to modern home owners. Most people 7 
dignified © 
giant. Anything towering doesn’t fit in very well in the ~ 
decorating schemes of new homes because of their low © 


envision a grandfather clock as a towering, 


ceilings. 


The modern floor clock retains the dignity of bygone” 
times, yet is housed in a case that is shorter and slimmer. 
Mechanisms in these clocks have been highly refined 7 
and, until atomic power is used, the conglomeration of 7 
springs and wheels that make time a watchword will be 7 


based on principles that have survived centuries of use. 


Three different types of chimes are used: Westminster, 4 
Canterbury and Whittington. All are derived from the a 
English who placed the chimes in their great cathedrals © 


and Houses of Parliament. 


The favorite is probably the Westminster, known 
popularly as Big Ben. This melody was composed by q 
William Crotch, a young musical prodigy who later © 


became the first head of the Royal Academy of Music. 


It was played for over a half a century in the University 7 
Church of St. Mary at Cambridge before it became world © 
famous after being incorporated in the Westminster | 


clock. 
The Whittington chimes derive from the famous inci- 
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PLACE YOUR CONFIDENCE IN 


_ DIAMOND SOLITAIRES and WEDDING RINGS 


JOHN J. COURTNEY & CO. 
452, FIFTH AVENUE, New York 


High Quality 
need not mean 
im ealae 


in Diamonds 


DIAMONDS ENLARGED FOR DETAIL 


Xela =e lake Mmakola-ma(-tolel late Mi (=hy4-11-1¢eld-wai-eliUialale) 
Courtney Diamond Rings . . . They have discovered 
that the Courtney idea of heavenly quality 

at down-to-earth price increases their diamond 
ol (-t Mam salem celalek-s Moh mela-celi-csmeelatiiil-larel-turelire 
... Courtney experts back their guarantee of 
olViol iam ON a ole llakicel alalemet-1(-faslolame mel (olutolalel Molar 
mountings ... The diamonds must achieve the 
highest standards of brilliance and cut... The 
Gold or Platinum mountings must be exceptional for 
rageharvuikelariall omolaveme(:\ le], mann mol aol Ce luilolalormiareli 
can be sold with confidence—worn with pride 


—count on Courtney. 
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dent in the life of Dick Whittington who lived in the 
early 15th century. As a boy escaping from drudgery, 
he heard the chimes of St. Maryle Bow church which 
seemed to say, “Turn Again, Whittington, Lord Mayor 
of Londontown.” He did return and rose to riches, 
knighthood and became Lord Mayor three times. 


THE CANTERBURY CHIMES 


The Canterbury chimes were inspired by the grandeur 
of the Cathedral of Canterbury. Charles Eisen composed 
the music of these celebrated chimes especially for the 
Herschede floor clocks. The gifted American pianist used 
an arrangement that calls for reproduction on six tubular 
bells with an added bell strike for the calling of the 
hour. 

Moon dials are another interesting feature of the 
floor clocks. Here the phases of the moon and the time 
of the lunar month are told. The calculations used today 
vary only slightly from the findings of the scientists of 
Darius the Great who used estimates of ancient Chal- 
dean records. 

At the Herschede Hall Clock Co.—where all these 
photographs were taken—floor clocks—or grandfather 
clocks, if you will—have been manufactured since 1892. 
Both cases and movements including the pendulum and 
weight operated timepieces are made in the Cincinnati 
plant. 


MAIN MATERIAL IS WOOD 


Wood is still the main material of the floor clocks. 
True craftsmen shape and turn the fine Honduras ma- 
hogany to create either the classic 18th century designs 
or the modern blond timepiece. There are no giant 
machines stamping out the parts. Modern tools are not 
too prevalent as the men prefer the methods in use for 
years that call for hand tools and a knowledge that comes 
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The complex mechanisms that go into 
a quality floor clock must be care 
fully assembled and adjusted by hand, 





Mechanisms in floor clocks have been highly refined, and until 
atomic power is used. the conglomeration of springs and wheels 
that make time a watchword constitute the works of big clocks. 


only after many years of experience. 
Some people consider a floor clock just a timepiece. 
But it is also furniture and music box, too. 
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BUSINESS WANTED 
AMPLE FUNDS TO INVEST 


Tue purchase of a medium size, wholesale jewelry 
business in a strategic location is desired. Only a 
company of high quality and personnel—and—who 
has been serving the legitimate retail jewelry trade 
will be considered. This company because of lack of 


volume or capital may not have operated at a profit 


during the past year or so. 


Waar we are looking for is an additional Branch 
Office in a good area, so that we can better serve our 
customers in every part of the Country. Retention of 
present personnel will be considered. All replies must 
be in writing and will be treated in confidence. Direct 


communications to 


The President 


4.0. Becken b0 


P. O. BOX I 
CHICAGO 90, ILL. 
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Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


by Designs 
Technique 


Illustrated is a very interesting group of designs 

using pearls combined with round and baguette 

diamonds for clips, earrings, a watch, and a ring. 

These designs are prepared exclusively each month 

for JC-K by Designs Technique, 62 W. 47 Street, 
N. Y. Cut out and save these pages. 





= 
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Start Your File of Contemporary Designs 


To Help You Sell More Precious Jewelry 


Obviously, the average retail jeweler cannot carry a 
stock of precious jewelry sufficient to suit the needs or 
the tastes of every prospect nor can he afford to have 
a skilled jewelry designer on his payroll. 

As a result many jewelers have lost many sales just 
because their necessarily limited stock of precious 
jewelry did not contain a piece which appealed to the 
customer. But many such sales can be saved and im- 
pressive profits created, by capitalizing on the customer’s 
interest in design. For if you don’t have something in 
stock which appeals to them, this suggests that they are 
design-conscious and gives you the chance to suggest 
ideas which are keyed to their personalities. 

In order that jewelers may have on hand a series of 
modern design sketches, JC-K is initiating in this issue 
a series of original and exclusive designs which will 
provide an “extension” for your precious jewelry show- 
case. By careful observation and study of these plates, 
you will be able to develop the knack of applying this 


material so that you localize the prospects’ area of in- 
terest as far as design is concerned. By becoming familiar 
with these designs you, with a little practice, will be able 
to sketch suggestions that will intrigue and impress 
precious jewelry prospects. You needn’t be an artist 
to do this; a pad of tracing paper and a bit of practice 
should give you the necessary confidence. 

Cut out and save these pages. They can be kept in 
a filing folder for quick reference; they can be shown to 
those “hard-to-please” customers; they can even be 
framed and displayed in your store. There are many 
practical applications to which you can put them. 

In this series, designs will cover rings, pins, neck- 
laces, bracelets and watches; they will include sugges- 
tions for the application of diamonds, pearls and colored 
stones. 

These illustrations are being prepared each month 
exclusively for THE JEWELERS’ CiRCULAR-KEYSTONE by 
“Designs Technique,” 62 West 47th Street, New York. 
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Everything in Diamonds 











A complete selection of solitaires and fine mounted 
pieces. On memo by request of rated jewelers 


M.S. NELKIN JEWELRY + 31 WEST 47 STREET + NEW YORK 36, N. Y¥.. * JUDSON 6-3851 
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A ‘Feminine’ Valentine Window 











A striking St. Valentine's window by J. Jacobs Co., Minne- 

apolis, used a lovely figure of a lady within an elegant 

frame to attract attention from the passer-by. Selected 

jewelry pieces on big heart-shaped displays completed this 
charming holiday window. 





Adapting Manufacturers’ Material 
(From page 91) 


sizes of jewelers’ windows. Sketch B is for a small win- 
dow where only wedding and engagement rings will be 
shown. The unit is placed on low circular elevations 
which repeat the shape and coloring of the steps which 
are part of the display unit. The ring boxes are ar- 
ranged on these steps. The jeweler’s own sales copy 
card is placed to the right with a small nosegay bouquet 
—a full sized duplicate of the bridal bouquet of the dis- 































play unit. Tiny wedding bells with bows and ribbons 
hanging against the background emphasize the brida} 
theme of the window and unite the various elements of 
the display in a harmonious design. 

In Sketch C where the display unit is used as a part 
of a large bridal jewelry display, miniature frames 
which repeat the shape of the frame in the display unit 
are hung against the background or from the window 
ceiling—each one holding a ring box with an engage. 
ment ring or bridal pair. A panel of bridal tulle jg 
draped against the background to give importance to 
the small unit which might seem lost in so large g 
window. Puffs of the tulle fill the background behing 
the large elevation on which the display unit and q 
selection of rings are shown. A bridal bouquet may 
again be used near the large elevation. Jewelry gift 
suggestions for bride, groom and attendants are shown 
on additional elevations on either side of the windoy, 

Sketch D shows a watch display which features in one 
window the number of fine brand names carried in the 
store. The cards on the background each are hand. 
lettered with a facsimile reproduction of the manufae. 
turer’s trademark or trade-name. The watches are 
arranged in separate groups—one for each manufacturer 
on graduated sizes of cylinder elevations. A small dis. 
play unit of any one manufacturer whose merchandise 
you particularly feature could be used in the center of 
the display. Although each manufacturer’s boxes are 
apt to be quite different in color and design, by group. 
ing them separately on matching elevations, a unified 








#FC—$65 Keystone 

Earrings with 2 finest 
quality cultured pearls, 2 
round, brilliant, full cut 
diamonds. 14K white gold. 


# 8-T—$35 Keystone 
Twin Ring, finest quality 
cultured pearls, 2 flawless 
and perfectly cut dia- 
monds. 14K white or yel- 
low gold. 


#93—$35 Keystone 


Finest quality Cultured 
Pearl Ring, 2 flawless and 
perfectly cut diamonds. 
14K white or yellow gold. 


The LEVKOV Collection in- 
cludes cultured pearl rings, neck- 
laces, earrings and drop earrings 
from $35 to $3000 Keystone. Also 
cultured pearls and 14K gold tie 
tacks from $5 Keystone. Send for 
free illustrated folder. 
































ALL WAYS RIGHT 


PRICE—RIGHT 
STYLE—RIGHT 
QUALITY—RIGHT 


FROM$35 


KEYSTONE 


Illustrated are a few fast- 
sellers we'll be happy to 
send you on memorandum 
—immediate delivery. 







ILLUSTRATIONS ENLARGED 
For REPRODUCTION 


Z. I. L E V KO V 565 FIFTH AVENUE, NEW YORK 17, N. Y. *° PL. 3-9727 
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design arrangement can be achieved. Background color 
scheme had best be rather neutral or else take its cue 
from the display unit in the center if this will not clash 
with the other boxes shown. There is no reason why this 
‘dea cannot be used for almost any other line of mer- 
chandise as well as for watches. 





Part of the Community 
(From page 96) 


Sometimes the store gets permission from a woman 
just prior to her marriage to display her silver pattern, 
with her name included, so that people who want to buy 
a wedding present will know the bride’s pattern. Mrs. 
Klever says that both the register and this special display 
help to save time for both customer and salesperson. 

The Klever store is the only one in Bowling Green 
that carries over 100 active patterns of sterling in stock. 
Bowling Green appears to be “sterling conscioas,” says 
Mrs. Klever. And this is true, to a large extent, because 
of the firm’s alert promotional activities. 

Klever’s also carries all the nationally advertised sil- 
verplate lines as well as stainless steel “because our cus- 
tomers demand them,” Mrs. Klever added. 

The store is known for its friendly and personal service 
and its distinctive ads. Its friendliness can best be illus- 
trated by the following story. About ten years ago a 
nightclub singer and her fiance came to town from 
Detroit, where they could get married and still return 
home in time for the woman to go to work. 

The couple bought their rings from Klever and the 


woman waited in the store while the future groom dashed 
upstairs in the next building to find the Justice of the 
Peace. The justice was not in and after several calls, 
the groom expressed concern. 

Klever then made some calls and located the Justice 
of the Peace. When he arrived at the jewelry store, the 
groom asked if he would marry them in the store, if it 
was all right with the jeweler. He was just too tired to 
climb those steps again. 

Klever gave his consent and the young couple was 
married in the back of the jewelry store. 





Can You Top This? 


Some people are cute to the point of absurdity, 
like the lady in this story. It is told by Charles 
Jewelers, Southbridge, Mass., who are located next 
door to a doctor. As the lady entered the doctor’s 
office, she noticed a cardboard clock with adjustable 
hands on the door, which indicated the time the doc- 
tor would return when he was out. The lady brightly 
informed the doctor his “clock” was slow. The doc- 
tor chuckled and mentioned that it was a cardboard 
clock. 

But the lady was not to be laughed off so easily. 
On her next visit she had a new angle. She told the 
doctor his “clock” was fast. Why didn’t he take it 
to the jeweler next door to have it repaired? 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Mrs. Fanny Newding, above, handles the baby ring free gift 
service at Shaw's. By giving new mothers these baby rings, 
the firm gets in return goodwill and continued patronage. 


A GIVE-AWAY PROGRAM... 


PROMOTION 


Free Baby Rings Build Goodwill for Store 


; are certain types of merchandise that 
are ideal—from the standpoint of building goodwill— 
for give-aways. At Shaw’s, San Antonio, Texas, inex- 
pensive free gifts for customers on certain occasions— 
the birth of a new child, for example—have resulted in 
creating goodwill for the store at a minimum cost. These 
free gifts take the form of baby rings. 

By giving new mothers these baby rings, Shaw’s 
receives, in turn, the goodwill and continued patronage 
of old customers despite the very aggressive merchandis- 
ing of competitors. In addition, these gifts do create 
some bond between the jeweler and the new generation. 

Mrs. Fanny Newding, who handles the baby ring free 
gift service, describes how it works. “Inexpensive doesn’t 
mean cheap. Baby rings are small items, and it doesn’t 
cost us much more to give a good one than it does to 
give a cheap one. I usually pick the ring out myself. 
I’ve found that a mother frequently feels a bit guilty 
about picking out a good ring, and picks out an un- 
desired cheaper one. The ring I select usually retails at 
$3 or $4, while the mother often picks out a $1 or $2 
ring.” These are usually baby diamond rings with one 
point diamonds in 10K or 14K gold settings. 

When she first started the baby ring promotion in 
1932, Mrs. Newding probed the birth notices in the news- 
papers, picking out the names of Shaw’s customers and 
then adding a handful of new names each month to 
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make more friends for the store. As San Antonio grew 
larger and Shaw’s with it, this developed into too big a 
job. Currently, the store presents a ring to any mother 
who comes into the store with her new baby, if that 
mother is recognized as a customer. Sometimes rings 
are given to children as old as six years when the mother 
is a regular customer. Or, on impulse, Mrs. Newding 
asks if the youngster ever received a ring from Shaw's. 

An important phase of the ring-giving program occurs 
when Mrs. Newding checks through the delinquent ac- 
counts, which is her regular job. “It’s really surprising,” 
she says, “how many people start slipping behind in 
their payments because of the birth of a baby in the 
family. Of course, we make strong advertising appeals 
to the newly married set. After they purchasé silver 
services and similar articles, it is perhaps natural that 
the birth of a baby would be a cause of delinquency in 
payments, in addition to it being an expensive event. 
The jeweler’s bill would probably easily slip to a low 
priority. 

“I make it a practice to telephone the customer when 
the regular collection letter doesn’t bring results. I’m not 
trying to hound the customer; I just want to find out 
the reason for deliquency so that perhaps I can help by 

(Please turn to page 122) 
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FLEX-LET PROUDLY PRESENTS A REVOLUTIONARY 


(ONC i 


IN WATCH BAND DESIGN! 


CREED yyy 


LOOKS AS THIN AS A DIME! 


Just imagine: Flex-Let’s world-famous 
Tru-Rivet* expansion mechanism now in 
a man’s watch band that looks as thin as a dime! 
“Unbelievable, but true and terrific!” 
That’s the consensus of jewelers and 
watch manufacturers who have previewed 
the fabulous Flex-Let Thin Man! 
It’s the watch band of the future—yours today! 


So brilliantly simple in design, it will stay in style forever! 
Hand-lapped, mirror finish...like 14Kt gold jewelry! 
Gold filled top, yellow or white; stainless back. 


With curved ends, Style No. 138. With straight ends, Style No. 137. 
Retails 1095 


FEATURED IN FLEX-LET’S SATURATION CAMPAIGN IN |B939 STARTS AGAIN IN Mam 





BY FLEX-LET 


BEFEELS LIGHT AS A FEATHER! 


Never before an expansion band that 
lings to the. wrist as securely, as gently 
and naturally, as the skin itself! Though 
Hg tas a feather, the Thin Man is durably 
pr fineered for long service... It has to be 
=because it carries the famous 

ex-Let unconditional repair guarantee 
or the life of the band! 
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NOT JUST A ONE-TIME SHOT BU 


MOVES WITH LIFE-LIKE FLEXIBILITY! 


The Thin Man expands and contracts, 
flexes and moves, with a life-like grace and 
suppleness unique in the watch band field! 
Irresistible to any customer who 

sees and feels the infinite flexibility of this 
magnificent new watch band creation! 


@ Place your Thin Man order now! 


—WEEK AFTER WEEK AFTER WEEK! 
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The American Male Turns to Color’ 
(From page 87) 


department stores and men’s furnishing shops. Actually, 
daily sales in medium-sized department stores are running 
into hundreds of dollars each day. Most of the jewelry 
sold is colorful and incorporates ideas and “motif.” Many 
of these cuff links would have been known in the past as 
large links but are now accepted as average size. An in- 
teresting thing about the attitude of department stores 
toward men’s jewelry is that many of them today place 
as much importance on men’s jewelry accessories as they 
do on their costume jewelry departments. 

The jeweler then must recognize this great opportunity 
to cash in on one of his lines which represents such great 
immediate and growth potential. For it is generally pre- 
dicted that 1955 will again show a greater gain in the 
sales of men’s jewelry than in any other division of the 
jewelry industry. 

Naturally, the retail jeweler will increase his sales of 
men’s jewelry even if he does nothing to help himself. 
This, particularly because of the big volume of national 
advertising by manufacturers. However, by displaying 
men’s jewelry in his windows and in store, by promoting 
it as one of the most desired items on a man’s gift list, 
and featuring it, he can get tremendously increased sales 
in this department. 

Just stop to consider that if the retail jeweler obtains 
only 35 per cent of all men’s jewelry sales in 1955, each 
retail jewelry store would then see men’s jewelry as one 
of the six most important departments in his store. Is this 


any time for the jeweler to sit back and let the haberdasher 
and department store cash in on this ready-made oppor- 
tunity in a field traditionally belonging to the jeweler? 

A great percentage of men’s jewelry sales last year was 
represented by sets of slide and links, which indicates that 
most men are wearing cufflinks. It also indicates that 
there is a great potential for selling links as a separate 
item; particularly links in the $3.50, $5.00 and $7.50 
price range. A large cufflink may embody a hand-fired 
ceramic enamel, and although the enamel is applied on a 
base metal making it a non-precious jewelry item, the 
cost of producing such an item may put the set in the 
$5.00 and $7.50 price range. Yet, it has been found that 
there is no price resistance in such items up to $7.50 for 
links, slides and sets in this category with many non- 
precious metal sets selling for as high as $12.50. All of 
which proves that men in buying for themselves (and 
women in selecting such items for gifts) want the newest 
in styling before any other consideration. 


MEN'S JEWELRY DEPARTMENT 


So important is men’s jewelry today that the jeweler 
should set up a complete men’s jewelry department. 
Manufacturers recognizing this opportunity are making 
available unit selections covering a complete price range. 
Such “packages” make it possible for a jeweler to cover 
the complete fashion range with an investment of less 
than $500.00. It is estimated, and this figure is based on 
jewelers obtaining one-third of the total of men’s jewelry 
sales at the retail level, that this $500.00 investment would 
have a minimum turnover of three and one-half times 











PAGE ONE: 
Please send me Watch Repair Department 
Watch Band Merchandiser: 


I understand this pre-packed assortment consists of 2 
each of 5 best selling men’s and 2 each of 5 best selling 
women’s bands; including the “Thin Man”, the “Princess 
Series” and styles to be advertised during 1955 in LIFE 
Magazine; and are upon receipt by me, exchangeable for 
other current styles in the event I so desire. 


QUICK 
y ORDER FORM 
FOR PRECEDING 4-PAGE 


PAGE TWO AND THREE=THE “THIN MAN”=RETAILS $10.95 T. I. 
REGULAR LONG SHORT 
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CARAT GEM 


Yes, 50 carats represent a lot of weight 
and value. There is a lot of weight 

and value too, behind the coverages the 
single Saint Paul Jewelers’ Block Policy 
offers you. This policy virtually covers 
all risks and is tailor made to fit your 
specific needs. It eliminates the necessity 
of separate policies — yet requires only 


one annual premium. 


It protects your merchandise either on 
or away from your premises and wipes 
out the worry of burglary, shoplifting, 
water, fire, or oil burner damage along 


with many other dangers. 


SEE YOUR SAINT PAUL AGENT OR BROKER 











EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
90 John Street 111 W. Fifth St. Mills Building 
New York 38, N. Y. St. Paul 2, Minn. San Francisco 6 





during 1955, giving the jeweler an average gross profit of 
about $1800.00 on a Keystone markup. 

Jewelers should consider this opportunity right now, 
for the trend during the past two or three years has ie 
to heavier sales of men’s jewelry in the spring. Statistics 
show that the heaviest concentration of wardrobe pur. 
chases by the male is in J anuary and February. Thus, the 
need for jewelry accessories reaches important propor. 
tions in March and April. 





‘Specialist’ Increases Watch Sales 


When Bruce Watters, St. Petersburg, Fla., realized 
that the jeweler was losing business to non-jeweler out. 
lets, he decided that his watch department should be 
turned over to a sales lady who seemed to enjoy selling 
watches more than anything else in the store. He knew 
that her being in complete charge of watches would be 
an additional incentive. 

This sales lady is fully aware of the competition as 
she sells watches. She determines as soon as possible 
whether the customer is looking for a fine timepiece or 
is style-conscious or is searching for both of these quali- 
ties in a certain price bracket. She also determines as 
soon as possible whether the customer is definitely sold 
on any particular brand of watch. Since the store car. 
ries a large variety of brands, this is an important step, 
From then on, the sales talk can be devoted to the quality 
of the brand, which usually removes the question of dis. 


count competition. 
Beuce Warrens 








10 karat $125 including tax 


Tither hrows eit 


and the best ‘you can give him on his day 
is a Hamilton. A favorite with his father 
before him, the name Hamilton has been 
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to <a him next Sunday, give him the 
jewel Hamilton shown. 

” tn Hamiltons - Also Movado, 
Girard - Perregaux, Etermatic, 
Rolex From $60.50 
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supcer -“*SISTERED_JEwaLens 
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A large section of Bruce Watters’ windows are de- 
voted to watch displays every day of the year. Traveling 
displays, especially of the motion type, by watch manu- 
facturers, are used frequently. Watch advertising is done 
mostly for Christmas, Father’s Day, Mother’s Day and 
other special occasions throughout the year. Advertising 
dollars are always spent on brands not usually found in 
discount houses. Advertisements, one of which is shown 
here, promote the prestige and tradition behind the fine 
watch. 

With this positive approach to watch selling, Bruce 
Watters increased his watch volume. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


~~ oe ee rh 


de- 


ing 


one 
and 
ing 
| in 
ywn 
fine 


uce 


ONE 


Color as a Guide to Gemstones 
(From page 92) 


color in non-gem sapphire. It has little appeal, so we 
seldom see it in jewelry. Brown or bronze star sapphires, 
which apparently have to be cut rather flat to bring out 
a star pattern at all, come from Australia. See note 60. 

(54) Ceylon chrysoberyl often appears in several 
shades of brown, but it is not a very popular stone, 
despite its high index of refraction and considerable 
hardness, because common brown chrysoberyl is not 
very attractive. They have no hint of red and lie more 
on the yellow or green-brown side. Some reveal a 
tendency to become redder in artificial light, and one 
will occasionally see stones which approach alexandrites. 
In contrast to the disinterest in facetted brown chryso- 
beryl, the same hue in the chatoyant catseye stones is 
the most desirable. The typical chrysoberyl green-brown, 
with a bluish eye, is probably the most desirable hue of 
that extremely expensive gem. 

(55) Brown is a very rare color in spinel, or at least 
in gem spinel, and it will seldom be encountered. Spinel’s 
single refraction distinguishes it from all other brown 
stones except diamond, garnet and glass, and the 1.72 
refractive index will then pinpoint spinel. 

(56) The but recently described, though long known, 
stone which has been geographically christened sin- 
halite, comes from Ceylon, and may occur in fairly 
large stones. Its properties, aside from color, are so 
similar to those of many peridots that it was generally 
called brown peridot by dealers. The slightly lower 











double refraction, together with the occurrence of this 
“brown peridot” in a geologically unlikely association, 
finally impelled a check by mineralogists, and its true 
nature was discovered. It turned out to be an entirely 
new mineral, a magnesium aluminum borate, quite un- 
like any compound previously reported in nature. It 
can be recognized by the refractive index and the color, 
ranging from green-brown or yellow-brown to a plain 
(and most uninteresting) brown-brown. Its double 
refraction is weaker than that of peridot, but the recog- 
nition of a stone from an unknown source (all brown 
Ceylon “peridots” are suspect), is not simple by the 
ordinary tests. See next note. 


BROWN PERIDOT STONES 


(57) Peridot, or olivine as it is known to mineral- 
ogists, is usually, green, but that is partly because it is 
always green at the major source of its gemstones, St. 
John’s Island. In the American Southwest, where peb- 
bles of peridot are found on the surface of the ground 
strewn over anthills, they range in color from very 
brown to the typical yellow-green of the Egyptian stones. 
The strong double refraction, together with a refractive 
index determination will eliminate all but sinhalite (see 
note 56). The locality factor eliminates the latter; our 
“rule of thumb” at the moment is that if the brown 
“peridot” comes from Ceylon it is sinhalite; if it comes 
from anywhere else, it is brown peridot. The style of 
cutting is likely to tell the story, for the Ceylon native- 
cut stones with their interesting if unsymmetrical facets 
are easily recognizable. Brown peridots, will not, as a 
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The rich, luxuriant color of the huge amethyst in this 14K gold 
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rule, reach the larger sizes known in sinhalite. In price 
there is no differential, and both brown peridots and 
sinhalite are much less costly than fine green “evening 
emeralds.” 


(58) The common brown tourmaline of dolomitic 
limestones is seldom clear enough for jewelry use. Ceylon 
brown tourmalines are occasionally seen, and in the 
trade they will sometimes masquerade as andalusite, 
At first glance the distinction of the two is not too easy, 
for the instrumentally determinable properties of double 
refraction and refractive index are about the same. How. 
ever, it is seldom necessary to test for the distinction 
when you are familiar with the minerals. The andalusites 
are lighter, clearer, and livelier in color. They are also 
much more conspicuously dichroic, flashirg quickly 
from one color to another (because andalusite is actually 
trichroic, not just dichroic). Truly dichroic tourmaline 
is yellow-brown in one direction and practically black in 
the other; so dark that it is hard to get enough light 
through it to make out the interference figure for which 
the advanced gemologist may look. It may be necessary 
to make a real specific tourmaline test in a few rare 
cases, or to convince a doubter. 


A TOURMALINE TEST 


The test is an interesting one to do, it requires a 
powdered mixture of red lead and sulphur, with about 
two parts of red lead to one of sulphur. The powder is 
kept in a rubber sprayer bulb with a silk screen (two 
layers of lady’s stocking material) stretched over the 
top. The problematical tourmaline is warmed on an 
electric heating plate. After heating for a minute or two, 
the plate, and the tourmaline, are allowed to cool. 
With the falling temperature the tourmaline acquires an 
electric charge, positive at one end, negative at the 
other. Puffing the powder through the screen in a cloud 
of dust gives each particle an electric charge. The charge 
on the red lead particles is opposite to the charge on 
the sulphur. The dust will be attracted to the ends of 
the long crystal axis of the tourmaline. One end will 
collect mainly red lead, while the other, the positive end, 
attracts the negatively charged sulphur particles. The 
experiment is worth doing just for fun, but be careful 
not to get the tourmaline and the hot plate so hot that 
the sulphur melts when it strikes the stone. (Burning 
sulphur doesn’t smell pretty!) A small temperature 
change is enough to induce an electric charge. 


(59) Andalusite is one of the rarer colored stones. 
It is almost too rare to be included in this list of the 
major stones, except that tourmaline is often sold as 
andalusite, and for that reason the name is better known 
than the stone to which it refers. The three different 
colors shown by andalusite, brown-red, yellow-green, 
and gray-green are distinctly different from the two of 
brown tourmaline. One who has seen a number of 
genuine andalusites is unlikely to confuse them with 
tourmaline. Andalusite is much more brilliant and the 
color changes faster with changing angle of view (be- 
cause it is trichroic and not dichroic), and it is lighter 
in hue. It also seems to have a greater clarity (a gem- 
stone characteristic that deserves more consideration 
than it is commonly given) than a tourmaline of this 
general color. It is characterized by a shimmering change 
of color, a quicker switch from greenish- to reddish- 
brown than will ever be noted in tourmaline. In recent 
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years most of our andalusites have come from Brazil, 
though one will occasionally see a Ceylon stone. They 
cannot be told apart except by the native Ceylonese 
cutting, a useful identification characteristic of those 


stones. 
GOLDEN-BROWN BERYL 


(60) Rich golden-brown beryl is rather rare. Oc- 
casionally we may see, from India or Madagascar, a dull 
brown stone which would only be recognized as beryl 
by its refractive index, for otherwise it is not distinctive. 
In recent years there have been a few “star beryls” which 
showed a bronze star on flat cabochons, much like the 
black Australian star sapphires. The brown layers 
which create the color and the “star” in these beryls are 
distinct, flat and widely spaced, a measurable distance 
separates them, and when the stones are viewed hori- 
zontally, the blue color of the material becomes apparent. 
Golden-brown catseye beryls, in this case a true body 
color. are also known, but rare. 

(61) As we have seen in notes 31 and 44, brown 
quartz is very common, and it can be anything from the 
palest of yellows to deep red-brown. Amethyst from 
Rio Grande do Sul burns to the deepest hue, but some 
of this material is so dark that it has less brilliance and 
is less attractive than lighter ones. The double refraction 
coupled with the typical refractive index of quartz, is all 
that is needed for its recognition. 


(62) The rich golden-brown of amber is the best 
color for this material. Amber tends to darken with age 


and exposure to light. Its surface acquires a sparkling 





patina from myriad cracks that extend but a short dis- 
tance beneath the surface. Copal, Kauri gum and the 
like are much paler in hue and can also acquire the 
surface crackle, though plastic imitations are less likely 
to become crazed. In case of doubt a test may be neces- 
sary. It is well to have a comparison piece of known 
amber handy. One tests the unknown resin by making a 
solution of salt in water, dissolving first all the salt that 
the water will take. Amber will float in this, while man- 
made plastics sink. Copal and Kauri gum (recent natural 
resins, not fossils) also float in the salt solution, how- 
ever. They are even lighter than amber, though, and 
will continue to float when the solution is diluted with 
additional fresh water so that our known piece of amber 
just sinks, drifting around in the solution, neither sink- 
ing nor floating. The aroma of amber smoke is very 
characteristic, and a hot needle stuck in an inconspicu- 
ous place produces a pleasant resinous smell. (Amber 
has been used as incense.) This test, too, is most reliable 
when a piece of certain amber is available for compara- 
tive savoring. 

FEW IMITATIONS AND SYNTHETICS 


(63) With so many natural stones of a brown color 
available, and so comparatively little demand for brown 
gems, one sees few imitation and synthetics in this hue. 
Those we find are mainly glass, and they will be spotted 
by their refractive index, and their single refraction. 
They have all the appeal of the substance they so closely 
resemble, a bit of old beer bottle! 
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Can You Top This? 


Shortly before Christmas, a middle-aged man who 
obviously had had “one too many” entered Norman’s 
Jewelers, Louisville, Ky. 

“May I help you, sir?” inquired a saleslady po- 
litely. 

“Yeh, do youse have any mushical compacts?” 

“Right here, sir.” 

“Whash thish one play?” 

“It plays ‘I Love You Truly,’” replied the sales- 
lady, opening the compact so the inebriated one 
could hear the tune. 

“Nah, nah, noshing like that—whash that one 
play?” 

* ‘Let Me Call You Sweetheart.’ ” 

“Nah, nah, lady. I want one that plays ‘Ill Be 
Glad When You’re Dead You Rascal You!’ ” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Employee Relations Program 
(From page 94) 


No formal plan for retirement exists, but it is tacitly 
understood that the firm will look after those who retire 
with long service records. At present three people are 
on pension, and each case as it arises is handled on an 
individual basis. 








An advisory board meets monthly to discuss varioyg 
problems that affect the employee and the business, 
Four employees serve with the three directors of the 
company on this board. These four were originally 
elected, but are now permanent. They are heads of the 
silver, watch, and stationery departments and the office 
manager. 

Typical of the type of subjects discussed at this ad. 
visory board are: reviewing business results of previous 
month and the year to date; advertising plans; store 
promotions; major expenses; store hours; extra help; 
personal requirements, and personal complaints. 

Further reasons why employees like Louis Block, who 
came to work for Samuel Kind in 1888, and Ernest A. 
Cramer, who has just received his 40th anniversary gift, 
remain loyal to the firm may be partially understood 
by the following. When a new employee reports for work 
he is introduced to every member of the store’s staff: 
he is made to feel he is one of them—part of the team, 
The intricacies of the sales book are carefully explained 
and the employee is given a special booklet which ex. 
plains all the store’s policies and employee benefits. In 
addition, the new employee is impressed with the im. 
portance of friendliness to his fellow employees and the 
absolute need for showing courtesy to all customers, 
The new employee also gets on-the-job training and jis 
supervised by the department head. 

The selling personnel works on a 544-day-week during 
most of the year, while the non-selling staff is on a five. 
day-week. All, however, put in a six-day-week during 
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LET CHARM CRAFT SOLVE THEM 


Try This Assortment 
Of Our Best Designs 


Call Charm Craft 


for any size heart 
or round disc in 14k., 
sterling silver or gold filled. 


PNEYomon eli (o] -)(-MEMeM (olael-Mx-1(-Yallelameli 


14K ass’t. $344.50 
Sterling ass’t. 61.70 
G/f ass’t. 68.70 
Free Display with each of 


the above assortments. 


Prices Keystone 


charms designed and manufactured by us. 


Our New Catalog Will Soon Be Ready. Reserve Yours Now! 


198 Broadway Cif C 38, N. : 
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the Christmas season. Those working at night receive 
ney. 

a Se enum at present consists of Oscar 
Kind, Jr., president and a grandson of the founder ; he 
is also president of the American National Retail Jew- 
elers Association and of the American Gem Society. 
Samuel Kind is vice president and secretary of the firm 
and is the current president of the Retail Jewelers Asso- 
cjation of Philadelphia and Eastern Pennsylvania. Philip 
Kind, Jr., is treasurer of the firm. All three men are 
active in civic and community affairs and generously give 
time and effort to worthwhile causes. 

Some of the less tangible benefits received while work- 
ing for S. Kind & Sons were explained by Herbert C. 
Wendler, head of the silver department and an employee 
with 46-years of service. Wendler said he joined the 
frm as a young boy. The company’s policy of up- 
grading employees into more responsible, better-paying 
positions was an encouraging situation. 

The opinion of Mrs. Terry Butrus, a relatively new 
employee, reflects the attitude of the distaff side to the 
store. Mrs. Butrus is secretary to the president. 

She said, “The pleasant surroundings of S. Kind’s 
modern store and the pleasant store relations combined 
with the fairness of the employers make working a 
pleasure. 

“Christmas time,” she continued, “is a busy time in 
the store, when everyone works six days a week and some 
evenings. This is a good time to find out how employees 
feel about their employer. The employees here look for- 
ward to Christmas and the records of service speak for 
themselves. At S. Kind & Sons, the employer gives you 
the feeling you are working with him and not just for 
him.” 


Fights Discount Houses with 
Open Letter to the Public 


When new discount houses moved into Spokane, 
Wash., John Penn Fix, president of George R. Dodson, 
Inc., jewelers and silversmiths, published advertisements 
and sent out direct mail to point out the disadvantage of 
discount buying. His message took the form of a letter. 
He published it in two newspapers, with a combined 
circulation of 200,000 and mailed 10,000 letters. 

This local jeweler’s letter read in part: “Dear Friend: 
Much publicity has been given the high cost of consumer 
goods. Known values sold as ‘loss leaders’ or ‘bait’ can 
deceive you, with blind values (usually inferior mer- 
chandise) marked high and sold at a discount and still 
at a long profit. “To fool the public’ seems to be smart 
business procedure and the basis of the two-price system 
of retailing. To consistently sell at half-price the price 
must be doubled first. Today the bargain hunter is 
hunted. 

“We want you to know Dodson’s and most fine 
jewelers for years have had a lower cost of doing busi- 
ness and a lower mark-up than most large stores in other 
lines. Rare and high quality products command a lower 
mark-up with no chance of large cut prices. 

“We know diamonds and the diamond market. As 
specialists, we buy best values and sell true values 
exactly as represented at low, competitive prices that 
save you money.” 
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y = Any Gift 


CCASION ... 


Ash Your Wholesaler to 
Sew You the a in 
Sennsuid Rings for Every Day 


P. romotions 





Available in 10K and 14K Gold 


Stern Manufacturing Co. 
401-407 Mulberry St. 


Newark 2, N. J. 
MArket 2-5272 MArket 3-1760 
Serving Wholesalers Since 1923 








Increased Sales Volume 
(From page 98) 


retailer, Rose feels he is in no position to compete with 
leading national sponsors in bidding for shows during 
the top-rated evening hours. 

(2) Costs are also kept at a minimum by using re- 
runs of Hollywood films. The only “live” portions of 
the Rose Academy are the commercials, handled by 
veteran announcer Bob Dale. 

Experience has taught the Detroit jeweler that tele- 
vision at any hour—Rose has used shows morning, after- 
noon and evening—enjoys a substantial viewing audi- 
ence. Even more important, in this jeweler’s experience, 
television has produced the highest rate of response per 
advertising dollar of any medium which the firm has 
ever used. 


COMPARING SALES VOLUMES 


Some idea of the success this firm has enjoyed with 
television advertising can be seen in comparing the 
Rose sales volumes for 1949—the last year before tele- 
vision was introduced—and 1953. The proportion of 
advertising expenditures to sales for all these years has 
been approximately equal. During these years, there 
was no change in the number of retail outlets operated 
by the Rose firm. The sales increase figures are as 
follows: 

Overall sales volume—nine stores and mail and phone 
order business conducted from main office: doubled. 


Appliance volume: up nearly 600 per cent. 


Watches: up 300 per cent. 

Diamonds: up 250 per cent. 

Repair department: up 90 per cent. 

In addition to skyrocketing sales, the more effective 
promotion has enabled Rose greatly to increase its stock 
turnover. A good example of the improved operating 
conditions can be seen in the fact that—in the face of 
the sales increases listed above—the inventory through. 
out the entire Rose chain has increased only 60 per 
cent. Another good indication of the healthy sales pic. 
ture of today’s Rose operation can be seen in the fact 
that the firm’s gross operating margin has dropped only 
2 per cent over this period. Using television as the chief 
means of promotion, Rose moves a quarter of a million 
dollars a year worth of radios. 

As can be seen from the accompanying photographs, 
the commercials used by the Rose firm are relatively 
simple. Announcer Bob Dale puts out a straightforward 
sales presentation, repeating and frequently re-emphasiz- 
ing the special features and prices tied-in with the tele. 
vision offerings. 

As this was written, Rose was operating under a 
budget which earmarked three advertising dollars of 
every four for television. The use of radio, once a big 
item with Rose, was discontinued completely by 1953. 

A distant second in the Detroit jeweler’s advertising 
budget was the use of metropolitan daily newspapers. 
There was no budget for neighborhood weeklies on their 
schedule. 

The final important item on the Rose advertising 
roster is the use of direct mail literature, with tens of 
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CLOCKS FROM HOWARD MILLER 
DESIGNED BY GEORGE NELSON 
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HOWARD MILLER CLOCK CO. 
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s of pieces dispatched at a time. ‘The most 
single item in this field is an extensive catalog 
dispatched along with individually addressed 
edit cards on the day after Thanksgiving 


thousand 
important 
which is 

customer CT 


every year. , 
4 this writing, the prospects pointed toward a con- 


tinued upswing of the Rose sales curve during 1954, 
with the projected openings of at least two new stores 
promising to help this trend along. 





Mass Display Technique 
Increases Costume Jewelry Sales 


A simple change in display methods of costume jewelry 
by manager Melvin Moore at Kortz Jewelry Co., Aurora, 
Colo., has set record sales of the merchandise for the 
store. Moore devised a “shutter” display and placed it 
in the center of a wall case, half way down one side of 
the store. The fixture is about four feet high by 18 
inches wide, and is simply a wooden shutter of the type 
used on exterior windows, with 24 horizontal strips 
across the front. It is covered with soft green velvet— 
a long strip of it over each shutter. In this way the 
jewelry hangs free from the edges of the shutters. The 
display is shown in the photo. 





Designed and built by the manager, the display has 
sold more earrings than any costume jewelry display 
the store has developed. It also moves costume jewelry 
that has been hard to sell, and usually at the full price. 
Each of the strips across the fixture accommodates 12 
pairs of earrings, and there is a total of 24 dozen dis- 
played. 

The wall case serves as a framework, and the display 
stimulates much impulse buying. On either side of the 
central display are two six-inch strips which run up to the 
corners of the wall case. Another six dozen pairs of 
earrings, with matching necklaces and bracelets, are 
shown here at higher prices. 

“I believe that it has been simply mass appeal that 
attracts attention to the display,” said Moore. “And 
the mass selection moves the customer to buy. We have 
sold earrings to women who are regular customers in the 
store, but have never before paid any attention to the 
costume jewelry department.” 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


by Manny 
Silverman 





Honolulu, Hawaii or 
Waterbury, Conn. 


The requirements for a successful 
sale are the same. 


Basically, these requirements are: Silverman 
sales know-how and experience in advertising 
and merchandising under any and all condi- 
tions. 


In October, 1954, we were recommended to 
Grossman & Moody, Ltd., one of the oldest and 
finest jewelers in Honolulu, Hawaii, as the firm to 
conduct their sale. One of the partners had passed 
away and a sale was necessary to raise cash to pay 
out the estate of the deceased partner. This store 
had a tremendous inventory of jewelry, art goods, 
museum and collectors’ pieces, fabrics, bricabrac 
and silver. 


Consequently, | flew to Honolulu and contracted 
for a sale to start in late November. The problems 
in running a sale 5000 miles from home were tre- 
mendous. The results, however, were very, very. 
gratifying. 


The Volume for the 
First Day Was $27,920.18 


Total volume for 6 weeks was fabulous. And 
most important, it was volume with a profit. 
We have Mr. George Moody's grateful letter 
in our files for your inspection. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Telephone: PLaza 7-4693 
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SEE THIS DEMONSTRATION 


Amazing New Stone Ring 
With Interchangeable Birthstones 


Reduces Your Stone Ring Inventory 90%! 








Vari-Gem is a most practical and profitable 
innovation that makes it exceptionally easy for 
you to slash your stone ring inventory, and at 
the same time, enjoy increased ring sales. 


Because you can change the birthstones your- 


—— self . . . 12 different Vari-Gem ring styles and 
AQUAMARINE the 12 assorted interchangeable loose birth- 
ing stones give you 144 stone ring selling combina- 
ve i tions, at your fingertips. You would actually 
VE have to stock 144 conventional stone rings 
WHITE SAPPHIRE to equal the multiple selling possibilities of 


Vari-Gem! 


















We unconditionally guarantee that you can 
interchange and securely set any one of the 
12 monthly birthstones in a Vari-Gem ring 
in 60 seconds in your own store . . . no more 
waiting, quick consumer satisfaction—no walks! 


Each Vari-Gem ring has 12 lives! For ex- 
ample: if a ring isn't sold in February with 
the Amethyst, remove the stone and reset the 
ring with March's Aquamarine. Thus, your 
Vari-Gem rings are “active and saleable 
every month of the year. 


Vari-Gem* is more than a ring. It is a new 
concept of stone ring merchandising because 
it solves stone ring inventory problems and 
increases stone ring selling opportunities. 


Convince yourself! 
See the amazing Vari- 
Gem stone rings . 
styles for men, women 
and teen-agers. Fill 
in the coupon and 
mail it today. No 
obligation. 


*Pat. pending U.S. & Canada 


VARI-GEM .......... a division of 





DAVID PFEFFER CO.., inc. 
106 FULTON ST., NEW YORK 38, N. Y. 


* 

: Gentlemen: 

= We would like to see your demonstration of Vari-Gem Stone Rings. 
; Without obligation, please have your representative call on us. 
¥ 
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Free Baby Rings 


(From page 112) 


readjusting the payments. 


“In that phone call, I often learn that a baby has 
been born. Instead of talking about payments then, 
which the customer would resent, I tell them I’m going 
to send them a baby ring because we want the baby’s 
first ring to be a gift from Shaw's. 


“They expect to be pressed for payment. Instead we 
offer them a free gift.” 


Giving the customer a gift makes a friend of her and 
proves that the store sympathizes with her financial 
problem. Sooner or later, Shaw’s feels that the family 
will pull out of its financial hole. The customer is re. 
tained for later years, and the jewelry bill automatically 
moves to the top of the list in priority. Shaw’s thinks 
it is easier to keep an old customer than to find a new 
one. 

“T called one family in a nearby town who hadn't 
made a payment on their account in more than a year,” 
says Mr. Newding. “They told me they had had a baby 
and were burdened down with expenses. I promptly sent 
them a ring. Two weeks later the husband came in and 
made a payment—the first in more than a year—and he 
has never missed since. Not only that, he has added to 
his account with a silver service and gifts for his wife. 
We added $300 worth of business that would have gone 
to someone else if we had pressed for payment when he 
was having trouble.” 


There was another case where the account hadn’t been 
paid for six months. A phone call produced the informa- 
tion that the child, five years old, had had a throat ail- 
ment which required an expensive operation, leaving a 
scar on her neck. Mrs. Newding sent the girl a crystal 
necklace, retail value about $6, to cover the scar on the 
child’s neck. The next month she received the regular 
monthly payment, and this customer never missed a 
payment again. 

Mrs. Newding estimates she has given away about 
10 baby rings per month for the last 10 years. Expen- 
sive? Herb Serota, assistant manager, says, “The collec- 
tions alone justify all the gifts of the past 10 years, to 
say nothing of the goodwill and the customers we have 
kept and the word of mouth advertising we have re- 
ceived.” 





Can You Top This? 


Lords Jewelers, Kokomo, Ind., was explaining to 
a lady customer the charges involved in making her 
ring larger—labor plus the necessary gold. Suddenly 
she told the jeweler to hold on; she would be back. 
A short time later, she returned, quite pleased with 
herself. 

“You can fix my ring now,” said she. “But just 
charge me for the labor. I have my own gold! See— 
it’s the gold filling out of my pulled tooth. I knew 
I’d find a use for it someday!” 


9 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Source of Pride and Profit 
(From page 100) 


been geared to offer suggestions in the way of jewelry 
repairs and remodeling. 

“Such little things as counter cards displaying neck- 
lace clasps offer suggestions to customers who then think 
of having their own jewelry repaired, or clasps replaced.” 

Long’s service department’s volume of jewelry and 
watch repairs runs about the same and while the number 
of jewelry remodeling jobs is small by comparison, it is 
growing rapidly. This is the result of a special method 
of sales technique which has been followed. 

“When a customer comes in with jewelry which she 
thinks may be worth remodeling, it is our policy to have 
the clerk take the merchandise from the customer and 
bring it to the rear of the service department,” Harrison 
said. “Here we have an opportunity to examine it care- 
fully and under proper lighting conditions. We can 
make whatever tests are necessary and find out what may 
be wrong with the item. Very often, in this way, we are 
able to detect things which ordinarily might be missed.” 

Records in Long’s service department are kept in 
triplicate, with customers’s name and address, type of 
work to be done, and the promised date of delivery. 


Jeweler Cooperates with Competitor 
In Promotion—Sells More Cameras 


A cooperative effort between two community retailers 
has resulted in a very successful camera and photo sup- 
plies promotion for Anderson Jewelry Co., Ogden, Utah. 
“One of our most effective publicity and promotion cam- 
paigns,” said the manager, “was done with the coopera- 
tion of a sports shop and camera supplies store. We ad- 
vertised that all during the winter there would be twice 
a month sessions of talks on the taking of pictures. In- 
struction was free, but those interested were requested to 
register in advance at one of the stores. The course was 
open to all teen-agers and adults. Evening meetings were 
held each month at a different store, and the group met 
four times at each store.” 

Visiting lecturers, well versed in photography, covered 
all aspects of the subject. At the end of the course, each 
student was asked to submit photos, and $10, $5 and 
$2.50 were given for the best pictures. The 40 people 
who registered for the course took such alluring reports 
to other camera fans that another course was started 
after the first one. At Anderson Jewelry meetings, the 
students were exposed to all the jewelry lines as well as 
cameras. 

This jeweler has also done well with the sale of ex- 
posure meters, and believes it is due to the fact that they 
constantly call attention to them. When a customer 
comes in to pick up his prints, especially color prints, the 
salespeople don’t just hand them to him. They ask him 
to look at the prints, and there will usually be a number 
of mistakes in the picture, due to poor exposure. An- 
derson points out in a friendly way how the picture 
could have been improved by using an exposure meter. 
If he shows interest, he is shown the meter and also 
shown how to use it. Then the customer is asked to see 
how the meter fits in a gadget bag. Anderson has found 
that this step by step approach pays off in increased 
customer interest and geod will. 







FOR FEBRUARY, 1955 



















Perfect Promotion for ‘55! 
Alice’s heavy, 
Mirror-finished 


WITH. THE 


“SOLID 
SOLD 
LOOK” 


A power promotion for all yeor 
long . . . these heavy, solid dises 
are magnificently finished front 
and back . . . with monogram 
design embedded in glistening sur- 
faces. Double chains on lorge 
pendant and bracelet. 

Plain Discs... 

are available for individual mon- 
ogramming . . . same beautiful 
finish . . . same low prices! 


70/55 Medium Pen- 5] 
dant Necklace . 


All items shown actual size 
All prices retail each 


70/24 Medium $] 
Drop Earring . 


70/64 Double $] 
Chain Bracelet ° 


Also Available: 

70/12 Dainty Drop Earring 

70/43 Button Earring 

70/74 Anklet 

70/84 Collar Pin 

70/94 Lapel Pin 1 

70/104 Key Chain... &s 


70/129 Large Pendant $9 
Necklace ... + 


70/114 
Cuff Links 5] ® 


ORDER TODAY... 
THROUGH 
YOUR 
WHOLESALER! 


Rhode Island 





52 Valley Street Providence 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 
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A NEW DESIGN SERVICE 


> Provides jewelers each month with three 
photographic sheets strikingly illustrating the 
latest ideas in modern jewelry designs. 


>» Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- 
cious jewelry. 


> Released monthly on a yearly subscription 
basis, this new design service is available at 
$3.00 per month. 


Write today for subscription form and copy 
of the latest issue. 


DESIGNS TECHNIQUE 
62 W. 47th St., New York 36, N. Y. 











Elgin Takes Major Step toward 
Completely Stress-Free Hairspring 


According to the Elgin National Watch Co., watch. 
making science has taken a major step towards achieving 
a completely stress-free hairspring that will give to. 
morrow’s jeweled watch consistently better stability of 
rate. 





A cutaway view of Elgin's new balance wheel and hairspring 
assembly. Conventional triangular stud has been replaced 
with round, lightweight stud that ‘floats’ in balance cock. 


The company, which in 1952 discovered a distortion- 
free method of bonding the spring to its collet, has now 
been able to adapt the same bonding principle to the 
stud end. Elgin states that the result is complete freedom 
of distortion and stress at both ends of the spring. and 
what it terms a “promise” that stress will soon be 
eliminated throughout the entire length of the spring. 

At the same time, Elgin has replaced the conventional 
triangular-shaped hairspring stud with a round stud that 
“floats” freely in its hole in the balance cock as dic- 
tated by pressures exerted on it by the hairspring. A 
set-screw then locks the stud in position. The first 
illustration shows these features in a cutaway view of 
the new balance wheel and hairspring assembly. 

Under the old method, the triangular stud had to fit 
precisely into the triangular hole in the cock at an in- 
flexible angle that frequently produced stress on the 
spring. The new stud is made of light-weight, non- 
magnetic alloy material that eliminates more than two- 
thirds of the weight of the old stud, and thereby reduces 
the danger of hairspring entanglement when the spring 
is being assembled or cleaned. The new and old methods 
are contrasted in the second illustration. 

In both the collet and stud operations, it has been 
possible to abandon the conventional method of pin- 
anchoring the spring into a hole. This process placed an 
initial stress on the hairspring by wedging the spring 
into the hole, and additional stresses beyond the spring’s 
elastic limits were imposed when the collet end of the 
spring was bent in the now obsoleted truing process. 
As in the case of the collet, the stud end of the spring 
is fitted into a slot cut across the lower surface of the 
stud and fastened into place with a special bonding 
material. ' 
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Just as assembly of the collet end has been controlled 
so rigidly that the finished product is automatically true 
in the flat and in the round, so is bonding of the stud 
end controlled so that the stud emerges automatically 
true with the hairspring. No pinching and twisting are 
needed to straighten it. 





Above: Elgin's old method of attaching hairspring to stud. 
Drawing at left shows how spring was stressed when brass 
pin was used to wedge it into hole in stud. More stress was 
applied when stud was twisted into level position (right). 


Below: Elgin's new method. Drawing at left shows how spring 
is bonded into slot cut across new type stud. It is auto- 
matically level. At right, round stud seeks own stress-free 
position in balance bridge, is then anchored with set screw. 





For the past two years Elgin has been changing its 
colleting method as rapidly as possible until the new 
construction is now used in more than 90 per cent of 
all watches produced. Following the same procedure, the 
company is already using the stud assembly in all 8/0 
men’s movements and 20/0 ladies’ movements. and will 
adopt it for other movements as soon as production 
facilities permit. 





Can You Top This? 


The possibility of an extra line in the jewelry busi- 
ness might come from anywhere. Take the experi- 
ence of Lucille Kubichek at Woodward and Lothrop, 
Washington, D. C. A woman and her husband hurried 
up to the jewelry counter and she asked if she could 
help them. 

“Yes,” said the lady, “turn around.” 

Miss Kubichek was astonished but she obliged. 

“See, dear,” the lady said to her husband. “That’s 
the way I will look when I get my chignon!”’ 

Chignons as an extra line, anyone? 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St. New York 17, N. Y._ No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Guaranteed for life 





Cascade Ropes by Ora... 
triple-plated, gold or rhodium 

finish . . . lustrous stones . . . 

for those who want something 
different ... something better in rich 
costume jewelry. Matching earrings 
complete sparkling ensembles. 


Like all Ora Creations, Cascade Ropes 
are guaranteed for life to retain. 

their luxury look . . . will never 
tarnish or change color. The brilliant, 
imported stones are permanently set. 





RALPH SINGER COMPANY, Dept. JK-2 

















| 

656 N. Western Ave., Chicago 12, Ill. 1 
In Canada: Cavendish Jewellery, Ltd. i 
Montreal 1, Canada : 

Gentlemen: Please rush me samples of your Cascade Rope Sets. : 
Name. 
Company fi 
1 

Address. : 
City Zone___State H 
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Shooting for 
a BASKETBALL CHARM 


ry Fisher 


Get team orders for charms through our experienced service. 
Basketball is the sport with teams everywhere. The Fisher line, 
in Gold Filled, Sterling or Karat Gold is a money maker for 
retail jewelers. Orders for special engraving can be handled 
easily. Through wholesalers. Catalog available. 


J. M. FISHER COMPANY, Attleboro, Mass. 
r | : 
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letters 
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ARLEN’S 


“CONTROLLED 


INVENTORY” PLAN 
Plus 


Dealer-!mprint 


*SUPER CATALOG! 


...be the leading trophy dealer 

in your community...carry the 

Arlen Trophy ‘‘Controlled Inven- 

tory”’ of fine trophies and 

awards... for every event! Arlen’s 

1955 Super Catalog contains 68 

pages of new designs in: 

e Genuine onyx, black-and-gold 
Italian Marble, white Pedrara 

e General line of trophies in 
smart new walnut woods. 

e “‘Marblette,’’ gem-like plastic. 

All available with ‘‘Rich-glo’”’ 

figures for every sport and every 





















event and Priced Right! te, a * a al 
*Sold only through Authorized Dealers! SE ARtuy TROD; 4 BO sayy oe 
ee eas eeseeseeseeees eames se wee Mm + teat, €8., imc cee 
1 ARLEN TROPHY CO., INC. a 
# 50 Gold Street, Brooklyn 1, N. Y. : 
: Please rush me FREE - details of your new “Selected Inven- : 
: tory Plan,” plus the super 1955 catalog, and how I can use it : 
. in quantity with my own imprint. : 
; FIRM NAME a : 
: NAME ie oe _ a 
: ADDRESS -* 
: CITY ZONE___ STATE S 
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no investment 


Can you top this? No stock to 
carry ... only a few inches of 
counter space for a display . , . 


AND YOU'RE in a MONEY. 
MAKING RING BUSINESS! 


Only with College Seal’s fast 
delivery service can you ring 
up consistent profitable sales 
and be sure that your cus. 
tomers will get what they 
want, when they want it! 
Show our beautifully illus. 
trated catalogue to students 
and alumni. Rings available 
for any accredited 4 year col- 
lege in the United States. 


No Die Charge! No Minimum Quantity! 

Send for counter display card, 

FREE! selling catalogue, complete selling 
@ information. 

Also available—14K Gollege seals and charms 


COLLEGE SEAL & CREST COMPANY 


236 BROADWAY, CAMBRIDGE 39. MASS 
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JEWELERS ACCEPTANCE 
CORPORATION 


Financing for the Credit Jeweler 


"Thanks" to over 1000 Jewelers who have 
asked us for our assistance!! 


Let JAC’s financial experts show you how to: 


Expand your sales-volume 


Discount your merchandise purchases 


Do effective cash buying 
e Improve your Credit Standing 


Add semi-permanent working capital to your 
business 


ALL INQUIRIES CONFIDENTIAL 


For complete details write or call one of the 


following officials: 
W. J. Botto ¢ L. R. Eisner 
JEWELERS ACCEPTANCE CORP. 


Chartered under New York State Banking Laws 


608 Fifth Avenue, New York 20, N. Y. 
PLaza 7-8680-1-2-3 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
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Display Shows Customers 
How a Timepiece Is Cleaned 


One of the reasons the watch repair department at 
Bauman’s Jewelry Store, Dothan, Ala., has a heavy re- 
air volume is the big “exploded display shown above. 
Ted Bauman, store owner, believes in aggressive mer- 
chandising of the repair department and makes extensive 
use of selling signs, informative booklets, folders and 


similar material. 





This big sign “gives the customer something to look 
at” while his watch is being examined. The sign, “How 
Bauman’s Cleans Your Watch,” is four feet long by 
nearly three feet wide. Displayed are every component 
of a watch completely disassembled for cleaning. This 
includes every part from the mainspring and several 





styles of crystals down to tiny pallet screws. 

Bauman states that eight out of every ten customers 
count the parts which are clearly labeled. They frequent- 
ly comment, “I didn’t know there were so many parts 
in a watch.” At this point, Bauman’s staff points out 
that all watch parts are individually scrutinized in order 
to find and then replace parts which may cause difficulty 
in future operation. 

“We devote about twice the normal amount of space 
to the repair department,” Bauman said. “We have a 
separate, completely air conditioned room for precision 
work, a comfortable lounge for customers to sit down 
and relax if they wish to wait for repairs, and two large 
cases which display watch bands, cases, etc. We im- 
press each customer with the fact that we are watch re- 
pair specialists.” 





Can You Top This? 


A young man came into Russakoff’s jewelry store 
in the small town of Skowkegan, Me., looking for 
a clock-radio. He selected one and was very pleased 
with his purchase. But he was back a few days 
later, wanting to return it. Upon being asked why, 
he said: 

“IT get up at 5 a. m., and there are no radio sta- 
tions on the air around here so early in the morning. 
I can’t figure out what to do with it!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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FLECTROPLATING SOLUTIONS 


White, hard and highly resistant to corrosion, Rhodium 























Electroplate is a precious metal, available at relatively SINCE 1901 


moderate cost. Its characteristics make it advantageous 


for use in the manufacture of Jewelry, Giftwares, Acces- 


sories and many other applications. Consult us about your 


specific plating problems. 


SIGMUND COHN MFG. CO., INC. 





121 SOUTH COLUMBUS AVENUE * MOUNT VERNON, NEW YORK 


FOR FEBRUARY, 1955 











































































Promoted by Local Retailers 
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Lord's department store created several windows hailing the World Council 
of Churches assembly. This window featured the flags of free nations. 


by F. M. HARTMAN 


A. Evanston, ILLINOIS. a once in a life- 
time opportunity occurred for local jewelers to tie in 
with an event of national and international importance. 
The Second Annual Assembly of the World Council of 
Churches was held last August at Northwestern Uni- 
versity, whose campus is in Evanston. The principal 
streets in the vicinity of the campus were hung with flags 
and rows of gay colored bunting in honor of the World 
Council. Everywhere merchants displayed cards of wel- 
come. Jewelers capitalized on this unique promotional 
opportunity through appropriate window displays in 
keeping with the dignified nature of the event. 

The Cellini Shop, one of the city’s larger jewelry 
stores, arranged four interesting windows. One window 
displayed ecclesiastical appointments, including chalices, 
alms basins, candlesticks and vases in sterling silver or 
brass, with a tall brass altar cross in the center of the 
window. A second window showed an unusual Richard 
Lang Oberammergau group of hand carvings in soft, 
lovely dull brown wood. The group represented angels, 
the Wise Men, and the Holy Family. A third display 
was a fine collection of Ilse von Drage crosses, all in 
sterling silver and on chains. A plaque showed a pic- 
ture of the official souvenir of the Second Assembly 
World Council of Churches, which was the Evanston 


128 


‘Onee-in-a-Lifetime’ Event 















PROMOTION 





OUR SINCERE WELCOME 
TO THE WORLD COUNCIL OF 
CHURCHES ASSEMBLY 





«¢ MADOHMA AND CHILD. vb 
beset me 4 ard dety # whites nat gor 


Yow $6.00 
y Mistonnas | 


WE EXTEGD A CORDIAL INVITATION 
TG viSIT DUR ECORESASTICOL ORPAS TERT 


She Cellini Shop 


SILVER CRAFTSMEN SINCE 1 
CHICAGO AVENUE AT DAVIS STREET 











A local jewelry store ran the above 
ad which greeted the Council mem- 
bers and at the same time publicized 
its ecclesiastical department. Below 
is another display created by Lord's, 














Assembly Bible marker, presented to each Assembly 
delegate. The marker was on sale by Cellini’s to the 
general public. The fourth window contained beautiful 
sketches of stained glass windows prepared by A. A. 
Gerlach for various churches throughout the country. 

The front of Lenna Jewelers’ window featured a block 
several inches wide and a foot or more long, carrying 
an arrangement of tiny flags representing the free nations 
of the West. Behind the flags was an attractive collec- 
tion of men’s and ladies’ watches in yellow and white 
gold and a display of expansion bracelets. Clocks, neck: 
laces, rings and costume jewelry made up the rest of 
the window. Merchandise was selected to fit in as much 
(Please turn to page 148) 
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“The trend continues to styling that emphasizes the individual personality 
— or, at least, what men like their personalities to be. That is, virile, assert- 
ive, in poised command of each situation in which they find themselves. 
This is reflected in men’s fashions that tastefully speak out with cultivated 
emphasis.” 


MARTHA PERCILLA: Fashion Director, Jewelry Industry Council 


American women are cheering the man of today for his increasing interest 
in more striking, more colorful, jewelry, accessories and clothes. Women 
found out long ago the importance to any wardrobe of a dash of color, 
a flash of gold or an outstanding accessory, and their delight in the 
“liberation” of men’s fashions is reflected in the self confident way they 
choose fashion-aware gifts for him at every opportunity. 


Vice President & Fashion Group Head, FLORENCE W. GOLDIN 
Grey Advertising Agency 


In the past few years, styling and color of men’s accessories has kept 
pace with changing fashions in men’s wearing apparel. Women — the 
buyers of a major proportion of men’s gifts — appreciate this trend and 
more carefully study and follow menswear fashion changes before mak- 
ing purchases. Men, too, are increasingly alert to the fashion significance 
of their accessories. They buy many more “costume jewelry” types of 
accessories, having many changes of cuff links, tie clips, collar pins, etc., 
to suit the occasion. Without question, the current popular trend in men’s 
accessories is bolder, emphatic styling — the “Forward Look”. 


ARE YOU LISTENING, MR. JEWELER? 


There is one specific course to take . . . one strong and 
sure method of making this jewelry your business. Anson 
has developed that method by capturing this trend with 
elegance and taste. Anson, above all else the jeweler’s 
jewelry, has created “forward look” men’s jewelry that 
you can sell with pride. 


This is money talking! This is business . . . this new “for- 
ward look” in men’s fashions. 


By exploiting this definite trend, other enterprising retail- 
ers have built up men’s fashions to its greatest volume 
in history. And wherever this “forward look” is featured 
in the goods men wear, you will find “forward look” 


jewelry sold with it. . . tied in both in spirit and in selling 
programs. 


You have none of these other items to sell. But jewelry is 


your business. And the chart on the preceding page shows 
ou’re not getting your share of that business. 


And on the following pages, Anson presents your richest 
opportunities to win for yourselves this great and grow- 


ing market of purchasers — all heading directly for the 
“forward look” in men’s jewelry .. . 





your business. And the chart on the preceding page shows 
ou’re not getting your share of that business. 








“forward look” in men’s jewelry 





UNIT 65/55 — consists of 12 as- 
sorted links, 6 @ $3.50, 3 @ 
$5.00 and 3 @ $6.00. Hamil- 
ton only. 

TOTAL RETAIL VALUE $54.00 


ALL PRICES SHOWN KEYSTONE 
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“Flamboyant” 
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UNIT 59/55 — consists of 12 as- 
sorted $2.50 “French Baked 
Enamel” links. All Hamilton or 
all Rhodium. 


TOTAL RETAIL VALUE $30.00 


ALL PRICES SHOWN KEYSTONE 
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ALL PRICES SHOWN KEYSTONE 



































UNIT 66/55 — consists of 12 as- 
sorted $2.50 links. All Hamil- ie 


ton or all Rhodium. 


TOTAL RETAIL VALUE $30.00 “Theatr ical” 


ALL PRICES SHOWN KEYST 
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UNIT 57/55 — consists of 12 as- 
sorted $3.50 “French Baked 


Enamel” links. 


bb : A se 
Coloramic TOTAL RETAIL VALUE $42.00 
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PRICES SHOWN KEYSTONE 
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Me UNIT 68/55 — consists of 12 as- 


sorted $2.50 tie slides, same 
slides as in Unit 67/55. All 
Hamilton or all Rhodium. 

TOTAL RETAIL VALUE $30.00 


ALL PRICES SHOWN KEYSTONE 


— an 


“Cosmopolitan” 
Tray 
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BERT PARKS and 
TV’s STOP THE MUSIC 


will capture this rich market 
with another great ANSON FIRST... 


CUSTOM-MADE interchangeable Initial Jewelry with the luxury look of golden 


initials embedded in crystal Lucite 


A rich and fascinating 


illusion created 


Look how ANSON makes 


volume A-B-C Easy! . 
| in enduring lucite 





Intriguing, exclusive ANSON-GRAM! 


uxurious, they make thrilling gift merchan- 





di Initials snap in. stay in! GUARANTEED — 





Terrific, excitina TV and radio impact! 


PERE EQUIG, CACIVUSIVE ANQIUN-URAIVI. 





So luxurious, they make thrilling gift merchan- 
dise. Initials snap in. stay in! GUARANTEED — 














Terrific, exciting TV and radio impact! 
A sensational hit show — STOP THE MUSIC! 
A phenomenal traffic-building program. And 
this Bert Parks is an electrifying salesman — on 
80 ABC TV stations and Bill Cullen brings you 
Stop the Music on 208 CBS radio stations... 


Tune it in — feel that power! 


Selling helps that carry the major sell- 
ing load! Set ‘em up — let ‘em work! Anson’s 
shooting the works in retailer-aids! Mats with 


“meat” in them — spot radio and TV 





scripts that point ‘em your way... and 
displays that keep slugging till closing 


time! 


Unit 55/55 consists of free display plus: 


1 Doz. Tie Slides, 2B3168....—dsi_............. $2.50 
1 Doz. Cuff Links, 2H3168 ., $90 
V2 Doz. Sets (Tie Slide & Cuff Links) 2HB3168 $6.00 
V2 Doz. Tie Chains, 263168 oe. $2.50 
V2 Doz. Key Chains, 2K3168 a 


Plus 21 Doz. FREE initials 


YOUR TOTAL COST... $72.00 
YOUR RESALE ....... $158.40 


(FED. TAX INCLUDED) 
















BERT PARKS says 


Fale 


F 
OR ANY OCCASION: 


_ eee 


L@ 


4 FREE inter- 
changeable 2 color 
display cards, fea- 
turing Father's 
Day, Graduation 
Gifts, Wedding 
Gifts and Bert 
Parks are en- 
closed with every 
Anson-gram Unit. 


Also Available (not in unit) Money Clip 2M3168 — $3.50 

















UNIT 62/55 — consists of 12 as- 
sorted $2.50 tie slides, same 
slides as in Unit 61/55. 


TOTAL RETAIL VALUE $30.00 


ALL PRICES SHOWN KEYSTONE 


CLOW 
“Caribbean” 
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“Suburbanite” 


UNIT 76/55 — consists of 12 as- 
sorted $3.50 sets. All Hamilton 
or all Rhodium. 

TOTAL RETAIL VALUE $42.00 


ALL PRICES SHOWN KEYSTONE 
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5 UNIT 67/55 — consists of 12 as- 
MW LA sorted $5.00 sets. All Hamilton 


or all Rhodium. 


“Cosmopolitan” TOTAL RETAIL VALUE $60.00 


ALL PRICES SHOWN KEYSTONE 


“CEL 
































Ee UNIT 60/55 — consists of 12 as- 
j sorted “Pink and Black” sets, S090 
3 @ $6.50, 3 @ $6.00, and 6 


@ $5.00. WV U4 
ee RETAIL VALUE $67.56 Oxford Harmony 


ALL PRICES SHOWN KEYSTONE 
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“Caribbean” 

















UNIT 61/55 — consists of Mosaic, 
Mother of Pearl, Genuine 
Leather Sets; 6 @ $6.00, 4 @ 
$6.50, 1 @ $7.50, 1 @ $8.50. 


TOTAL RETAIL VALUE $78.00 


ALL PRICES SHOWN KEYSTONE 

















UNIT 63/55 — consists of 12 as- 
sorted “French Baked Enamel” 


sets, 2 @ $3.50, 6 @ $5.00, 
4 @ $6.00. 
TOTAL RETAIL VALUE $61.00 


ALL PRICES SHOWN KEYSTONE 
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... complete with fashion-styled 


— 


trays. Like it? Buyers tell us 


it’s our greatest yet. To get your 
share of the season’s business, 


remember: 


all items are available only through 


your authorized Anson Distributor 


For name and address of 
your nearest distributor, write to: 


INC, 


24. Baker Street 
Providence 5, Rhode Island 


FOR FEBRUARY, 1955 


‘Once-in-a-Lifetime’ Event duplicate made.” He had heard of the special order 
we work being done by Burkhart’s and had sought them out 


for that purpose. A couple of weeks later the store fin. 
as possible with the occasion. A large sign in the window ished a twin for his cherished earring. 


read: “Welcome to Evanston, World Council of Churches Though that was the most unusual special order ever 
Assembly.” The display produced results. The store handled by the 60-year-old firm, Leo Shwarts, president, 
reported that watches were sold to the delegates even said that intensive promotion of its special order work 
before the assembly opened. through the past several years has brought many unique 
Lord’s department store arranged two window dis- copying, designing and resetting — . page order 
plays under the direction of Karl Schlecht, store mana- work ” be —— —~ rg a, 
ger. One contained the flags of the free nations grouped oe that VE, es ond nip aay ads 
around a violet set of eucharistic vestments loaned for “—_ ae Nah te gaennete ie 2 te Sogmiarinieions: The 
the occasion by St. Luke’s Episcopal Church of Evanston. aun nggieaigicontia a mane aps ens. i 
The second window showed a madonna head, the Hum- hy, ae eee une ae ee ee am 
every month to a list which is obtained from the store’s 
re madonna and “te oe agra ema active accounts and cash sales slips. Five per cent of the 
of Prague, two candlesticks, a Rock of Ages Bible in Sica Inala aatal passe ematle: 
white leather and a black leather-bound family Bible. In — also have gotten ait —— into our store 
the left corner at the front of the window, close to the through special order work that I do not think we could 
passerby, was the store’s delicate faith, hope and charity have gotten in any other way,” Shwarts said. “Many of 
chain bracelet made of gold with pendants. The entire 


these customers return later to make regular purchases.” 
window was strinkingly draped in light blue and cardinal The type of customer attracted by special order work is 
Carter cloth. 


usually in the upper income brackets and is thus a good - ; 
prospect for better quality merchandise. 

° Special order work sells itself, too, this firm has found. 
Special Order Work Is Profitable Such work is seen by the customer’s friends and they are 
impressed with it and pay the store a visit to see about 
having something done for themselves. A thorough dis- 


A well-known traveler was stopping in Montgomery, 
Ala., and came to the Burkhart Co. with this request: 


“This earring is supposed to have belonged to Catherine cussion is made with the customer about each phase of 
the Great. Its mate has been lost, and I’d like to have a the special work. 





#210 Electric Clock. Size 4%2''x6 Y4'’x 


134°’ $35.00 Keystone. = , is / Ur, i 
_ Sie. an ms a ndersea 
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in cautiful as 


#220 Half - round 
Book Ends. Size 
4¥"" wide, 5%" 
high, 234°’ thick, 
$40.00 Keystone. 
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We guarantee your profits—you can’t lose with KarvArt’s 

7 great new gift line! And for good reasons. Because here is 

a fascinating, different kind of gift line—colorful, natural 

sea life everlastingly captured within solid, crystal-clear Lucite . . . Frisky sea 

horses, sea shells, sea fern, star fish. Also miniatures of ducks, pheasants, game 

fish, ete. So unusual, most people can’t believe their own eyes. A complete line, 

too . . . including Key Chains, Book Ends, Table Lighters, Jewelry, etc... . 

priced right, selling fast at retail prices from $1.00 to $36.00. Electric Clock, 

jeweled 8 day Clock, and 36 hour Alarm Clock retail from $15.00 to $45.00. 
Don’t wait—get all the facts without delay . . 


Attention: Some Representatives’ territories still open 


KARVART PRODUCTS MFG. 


P.O. BOX 911 CAMDEN 11, N. J. 
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AN AUTOMADE CHAIN FOR EVERY PURPOSE 
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ne PHOTO LINKS 
1 aa | 7 


by PITMAN & KEELER 


Be a leader in your community. Show photo-links to the ladies, 
advertise them, and they’ll thank you for the idea. Men, too, Jike 
this novel way of carrying, and showing, pictures of their loved 
ones. Sterling Silver — $11.50 F.T.1. At wholesalers. 


PITMAN & KEELER INC., Attleboro, Mass. 
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AUTOMATIC CHAIN of o Fam be ll m4. 
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CRUCIFIXES 
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CROSSES by Sterling and G.F., ornamented, Ms ee a i ee LH 
crucifix, stone-set, enameled. Var- A See 7] Geneares Y a a 
ious color combinations. Sizes 42” “ot Saat ees te ome =a fi 

meepyes | to 2”. Jeweler buying has made this 1495-1496-1497 
—— line one of the biggest sold through Crucifix and chain in gleaming 1/20—I2K yellow and white 


wholesalers. gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. E: 
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CHEEVER, TWEEDY & CO., INC., North Attleboro, Mass. H. F. BARROWS CO. 
NORTH ATTLEBORO, MASS. 





This set shows the 


ARE YOU UP TO DATE smart massive look 


that is dominating 


IN Emblem Sales ? today’s jewelry buy- 


ing tastes. 


The new I & R Emblem Onyx stone of beau- 
Selector Books are really tiful lustre in clas- 
moving... if you haven't sic setting of yellow 
yours order one or more gold plate. Also 
now ... direct from us, or with ‘Gold Onyx’’ 


through your wholesaler. stone. Set retails 


With 32 popular emblems for $9.00. 
$90.00 each Keystone 
Selector Book only 
$3.00 each net 


IRONS & RUSSELL COMPANY 
PROVIDENCE, RHODE ISLAND 
Emblems Since 1861 through 
your wholesaler 


RIPLEY & GOWEN CO., INC., Attleboro, Massachusetts 
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IN THE JEWELERS’ CIRCULAR 
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The British Mode in Earrings 


“It is expected that the new fashion of long earrings will have a 
good effect on the diamond market. This fashion having been inaugu- 
rated by the English Court, it will, no doubt, as has always been the 
case, be followed blindly by the British ladies.” 

(January 20, 1904) 


The Providence School of Design 


“Recent reports from the School of Design show that the jewelry 
design class has met with favor among those employed in shops 
throughout the city. There are now 48 enrolled in the class and it has 
been found necessary to divide the class into two sections in order 
that the work may be done most advantageously.” 

(January 20, 1904) 


The Latest in Smart Auto Clocks 


“High grade 8-day ‘Auto Clock’ in Duplex (patent applied for) 
solid cast brass screw bezel cases, two sizes, 23/, in., $27, 314 in., $33. 
Chelsea Clock Co.” 


(January 20, 1904) 


Landers, Frary & Clark Improve Loading Facilities 


“Landers, Frary & Clark, New Britain, Conn., . . . received per- 
mission to build a spur track from the railroad to their factory. The 
track will cross Elm St., and a flagman will be stationed at the cross- 
ing to regulate the speed of the trains. The speed. . . must not exceed 
a rate of six miles an hour.” 


(January 20, 1904) 


Boston Notes 


“H. W. Patterson, of Smith, Patter. 
son & Co., has joined the automobile 
enthusiasts, and recently purchased one 
of the finest touring cars in the United 
States.” 


(January 27, 1904) 


North Carolina Notes 
“W. H. Leonard, Winston-Salem, ‘is 


making extensive improvements in the 
interior of his store. Mr. Leonard con- 
templates taking a partner, but the 
latter’s name has not yet been made 
public.” 

(January 27, 1904) 


New Haven Notes 


“A fire which at one time threatened 
to consume a good part of the plant of 
the New Haven Clock Co., did damage 
amounting to about $5,000.” 


(Januory 27, 1904) 


Atlanta Notes 
“Will McDuffie, formerly of Atlanta, 


who has been connected for some time 
with jewelry houses in Birmingham, 
Ala., has returned to this city, and is 
now with Maier & Berkele.” 


(January 27, 1904) 


Philadelphia Notes 


“Thomas J. Campbell has accepted 
a position as traveling salesman for 
M. Sickles & Sons, intending to cover 
the trade in Penna. and neighboring 
states.” 

(January 27, 1904) 


San Francisco Notes 


“R. Kocher, of R. Kocher & Son, 
San Jose, Cal., replenished stock here, 
last week.” 


(January 27, 1904) 
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Magnetic Watchsprings 


“It has recently been dis- 
covered that the springs of 
chronometers and _ watches, 
which are _ constructed of 
steel,are frequently magnetic. 
Watchmakers are advised to 
test their springs as to mag- 
netism by placing them near 
to a very small and truly bal- 
anced mariner’s compass.” 


(January, 1870) 
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Largest Watch Company 


“The American Watch Com- 
pany was organized in 1858, 
and nearly fifty persons were 
employed. The number of 
watches then manufactured 
numbered about fifteen per 
day. Now, at the Waltham 
factory, there are employed 
750 hands who make 265 
watches every day.” 


(January, 1870) 


Lacquering Advice 


“First clean the articles 
bright, warm them to about 
friction heat, then brush on 
the following composition: 
half a pint spirits of wine, 
half ounce of seed lac, one 
drachm of red sandras, two 
drachms of gamboge. Mix to- 
gether, dissolve and_ strain 
through muslin.” 


(January, 1870) 
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by ELWOOD WHITNEY, 
Executive Vice President, 
Foote, Cone & Belding 


- November, a lot of people felt let 


down when Univac and other electronic calculators 


= | as failed to give a true forecast of the results of the elec- ti 
| tion. These people seemed to forget this man-made re 
wizard of vacuum tubes and relays can only use what’s n 

put into it. No machine can—at least not yet—by itself p 

reach out and add anything. Whatever it shows for b 


results—the sum total can only represent all the parts 


put in. al 
Maybe some of the fault-finders are the kind of busi- d 
nessmen who look at advertising as an automatic miracle- al 
maker. What a machine that would be! Ww 
When John Jones of Anytown, U.S.A., opens his copy Ww 
of one of the leading consumer magazines he will see ti 
the advertisement of a national jewelry supplier. He is b 
being exposed to a complete-all parts sales campaign that ir 
has been prepared to serve you, the local jeweler, wher- ct 
ever you may be. The only question is whether you are 
J taking full advantage of this national sales effort, for it in 
can only produce at maximum sales efficiency if you th 
carry out the part in the advertising-merchandising-sales cl 
picture that you alone can perform. fc 
A completely successful advertising and sales pro- of 
motion campaign must be a closely integrated effort a 
between the national advertiser-supplier and the local '. 
retailer. 
pl 
ef 


(TV camera photo courtesy of WRCA-TV ) 
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National advertising on television, radio, or in magazines is actually a 


national web of local advertising producing sales for individual jewelers, 


IF—and it is that “if” which Mr. Whitney discusses in this article. 


The manufacturer-supplier, through his national adver- 
tising, conditions the consumer to want the product; the 
retailer, by employing available local advertising and 
merchandising tools, can profitably convert the sup- 
plier’s national effort into selling his store as the place to 
buy the product. 

Before campaigns are undertaken, manufacturers must 
attune their efforts to existing economic and market con- 
ditions. Local data developed through retailer contact 
and advertising counsel will eliminate fuzzy thinking and 
wasteful expenditures. Retailers in turn, must point up, 
with supporting facts, their needs. Such information, 
tied in with the manufacturer's own plans, will help 
both. Areas of doubt, indifference and lack of mutual 
interest can soon be overcome by the proper kind of 
coordinated planning. 

As advertising counsel for many famous leaders in 
industry, we have developed a clear perspective on what 
the supplier and retailer can do, advertising and mer- 
chandising-wise, on a coordinated basis, that has paid off 
for both. We humbly offer these fundamental “points 
of coordination” that we have found to be effective, as 
a possible guide for your future efforts. 


‘POINTS OF COORDINATION’ 


As an instance of this type of action, a manufacturer 
plans to stimulate local activity and extra local selling 
effort. Retailer follow-through assures its success. 

When our agency was planning the national cam- 
paign for The Watchmakers of Switzerland, it was abun- 
dantly evident that coordinated local activity had to be 
a vital ingredient. We had a tough sale to make... 
building a favorable climate of acceptance . . . with no 
specific product name with which to work. We, together 
with our client, planned to sell an idea—‘“For the gifts 
youll give with pride, let your jeweler be your guide” 
—nationally, in important, mass publications. And 
locally? The “Know Your Jeweler” community-wide 
supplement promotion was simultaneously offered to the 
trade. It was the combined national-loca! effort that gave 
this promotion its powerful impact. 

This is a basic approach that sales-wise manufacturers 
always employ, because they know that national adver- 
tising cannot work in a vacuum. When persuasive adver- 
tising in important national media is joined with strong, 
local, promotional follow-through—merchandising of the 
advertising—success in sales invariably follows. 

The most efficient use of advertising and merchandis- 
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ing demands proper amounts of material and proper tim- 
ing in their use. Too often, manufacturers and retailers 
have too much or too little of one or the other. This 
situation develops out of lack of coordination and an 
excess of self-interest. If these joint actions can be 
brought into proper balance, a more effective result will 
be achieved for both. 

We have seen many manufacturers spend too large a 
proportion of their budget in national media, so that 
no dollars were left for the very necessary merchandis- 
ing follow-through. We have also frequently seen the 
reverse. To guard against the perpetration of both faults, 
we participate in the development of over-all marketing 
and budget plans. 

As an agency executive it is quite obvious what my 
attitude is toward national, consumer advertising. But 
as an indication of how important we believe merchan- 
dising is, as part of a well-rounded program, we insist 
that our people, traveling in the field, regularly report 
on: merchandise lines, packaging and displays, distribu- 
tion, price-pointing, advertising, and competitive mer- 
chandising. - 

We can then keep our client and the retailer informed 
(through trade advertising and mailing) as to what the 
market picture is. The retailer is also informed about 
what the manufacturer is doing to further stimulate 
interest and cooperation. This effort at the local level 
means not only a continuous flow of materials, but also 
the devotion of many man-hours of field work. 

The retailer in his turn keeps this material flowing 
on to the all-important consumer. We believe this type 
of merchandising activity is an investment a manufac- 
turer should make*on the local level to protect sales 
and _ profits. 


(Please turn to page 191) 





ABOUT THE AUTHOR: 


Elwood Whitney is executive vice pres- 
ident in charge of New York opera- 
tions for Foote, Cone and Belding 
advertising agency. Currently devoting 
much of his time to The Watchmakers 
of Switzerland account, Mr. Whitney 
has developed programs for Lux, 
Goodrich, Shell, Kodak, and other 
such nationally famous advertisers. 
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by BETH EGAN, Director, 
Jewelry Advertising, 
Cramer-Tobias-Meyer, Inc. 


— no industry like the 
Jewelry Industry for investing money, 
time, effort and talent in dealer ad mats. 
Think, retail jeweler, of the vast amounts 
of manufacturer-prepared ads delivered to 
your desk in the course of a year! You 
receive free advertising material in prac- 
tically every category of merchandise you 
sell, and you receive it in sufficient quan- 
tity to make you the biggest space buyer 
in your local paper. That is, if you could 
afford to buy all the space which would be 
required. 

You are being courted by manufacturers 
who want you to promote their goods in 
preference to their competitors’ goods. It’s 
a nice spot you're in, but are you taking 
advantage of your situation as the wooed 
one? You're not, if you dip into the lower 
left-hand drawer and come up with the ad 
nearest at hand when your newspaper 
space salesman drops in on Thursday 
morning. You are, if you plan an intel- 
ligent advertising schedule for your store, 
and use great care and selectivity in decid- 
ing which ads to use from all the mats 
supplied you. This way, and this way only, 
can you use manufacturer ad help to sell 
more merchandise, build your volume and 
increase your profits. 

Here is a tip or two on how to judge 
whether or not a specific ad is the right 
ad for you. First, is the general appear- 
ance of the ad in keeping with the char- 
acter of your store? Has it dignity? 
Will you be proud to see it in the news- 
paper over your good name? Has it the 
same feeling of good taste that distin- 
guishes your window display? Your store 
interior and showcases? Does it measure 
up to the same requirements of neatness 
and physical attractiveness you demand 
when hiring personnel? (Remember, an 
ad in the paper represents you as truly as 
a salesperson. ) 
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Representing the work of skilled specialists in art and advertising, manu- 


facturers’ ad mats can sell your store as well as your merchandise. The 


author, Beth Egan, offers her suggestions on selecting the “right ad.” 


Next, has this ad a good basic layout? Now “layout” 
is a word which is quite useful in the advertising trade 
but is of little use in the daily business of running a 
jewelry store. There will be those who would quarrel 
with my use of the word “trade” as applied to adver- 
tising. They may say advertising is an art or a science 
or a profession. Let’s disagree with them. Advertising 
is a trade, and in a trade artisans must have proper tools 
and know the proper uses of these tools. And layout is 
one of the important tools of the advertising trade. To 
be sure, the layout is created by an artist. So now let us 
be artisans and examine a few simple rules for deter- 
mining whether the artist’s layout is good or not. 

Is the ad easy to read? Does your mind take the 
whole ad in at a glance? (If it doesn’t, remember the 
newspaper has a crossword puzzle which readers are 
going to find much more fun to solve.) Next, are the 
elements of the ad so related to one another that you 
have no difficulty deciding whether to look first at the 
caption or the illustration? Or which piece of copy 
to read first? If you can answer “yes” to the above 
questions, the manufacturer’s mat under fire has a good 
layout. 

Let us now consider the quality of the art provided. 
You don’t have to be an art critic to judge. There are 
certain simple standards you can apply. If the dealer 
ad mat has good art, no one has to tell you. You'll know 
it at once. If there’s a question in your mind, the art 
most probably is inferior. If you’re still not sure, ask 
yourself why you don’t quite like it. Does it look like 
“borax” art? Does it look like amateur art? If the art 
consists of figures of human beings, do they look like 
people you'd like to know? Like people you'd like to 
come into your store to buy? Do they look like real 
people? Or are they smiling phonies? Chances are 
that if you feel any doubt about the quality of the art, 
it’s not for you. 

Now, read the copy provided. Does this copy repre- 
sent your point of view? Does it sell YOUR STORE 
first—and then the manufacturer’s product? Does it 
sing loud praises of the product and completely over- 
look the services you have to offer your customers? Is 
the copy simple and direct? Does it come fairly close 
to what you or your salespersons would SAY to a cus- 
tomer? Is the copy written in high-flown language, what 
we in the trade call “copywriters’ copy”? 

To illustrate what we mean by “copywriters’ copy,” 
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let me offer a quotation from an ad seen recently: “The 
pink is a pink that never-was before . . . except in a 
blush or the heart of a sea shell.” 

Can you imagine yourself selling merchandise to a 
customer on the grounds that “this is a pink that never- 
was before . . . except in a blush or the heart of a sea 
shell”? You know very well your customer would think 
youd gone stark raving mad! 

So beware of the copy that is written to impress the 
copywriter’s boss, the national magazine editors or the 
copywriter herself. Look for copy which places your 
interests first, copy which has a selling idea, copy which 
speaks in straightforward terms, and above all, look for 
some reference to your store. 

Keep in mind that very often it takes more to interest 
a customer than a product. It takes services as well. 
Look into these manufacturers’ mats and see if you find 
mention of your Divided Payment Plan, your Layaway 
Plan, your Charge Account system, your Bridal Registry, 
your free gift wrapping, your watch and jewelry repair 
services, your authority as a fashion expert, your techni- 
cal knowledge of gems, or the many other such services 
you render the customer. 

To sum up, your manufacturers work hard and spend 
fortunes to provide you with useful advertising material. 
You're the boss man but you have work to do, too. 
You must weigh every ad offered to you on its own 
merits, decide whether or not it’s for you, and then 
accept the responsibility for your decision. Choose 
dealer help mats then, with the same care you give to 
the selection of your merchandise. The results can’t 
help but be profitable, both to you and to the manu- 
facturer. 





ABOUT THE AUTHOR: 


In 1951, Beth Egan joined Cramer- 
Tobias-Meyer, the nationally recog- 
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effective newspaper advertising for 
many fields. Mrs, Egan directs, among 
other things, the production of Jewelry 
Advertiser, subscribed to by hundreds 
of retail jewelry stores, wherein she 
employs her talents developed through 
previous experience in retail and ad- | 
vertising agency assignments, 4 






































The Passerby 





Using the right display material, the jeweler’s window can become a stage 
on which to present dramatically a continuous merchandise presentation. 


Goon display is perhaps more important 
in the sale of jewelry store merchandise than in that of 
any other type of goods. This, because a great part of 
the gift business results from “impulse” buying. Shop- 
pers for gifts have an open and inquiring mind for sug- 
gestions, so the jeweler who properly displays his wares 
is the one most likely to have his windows pay off best. 
Particularly is this true if he chooses to capitalize on the 
local business created by manufacturers’ national ad- 
vertising. 

Manufacturers serving the jewelry trade know this 
and they back up their national advertising with sub- 
stantial investments in dealer display material. Thus they 
insure the effectiveness of their national efforts on the 
local level—at the point of sale. 

For, the quicker the consumer is able to identify the 
local dealer, the sooner he will satisfy the product-desire 
created in him by the national advertising. 

Now as every jeweler knows, he gets substantial traffic 
and volume from people seeking the products of national 
advertisers. It follows then that greater dealer-identifi- 
cation, through the use of manufacturer’s displays will 
produce even more store traffic, made up of those pros- 
pects who might otherwise drift or be attracted to the 
stores of competitors. 

Our experience and observation shows that national 
advertisers spend considerable time and money in the 
display material they offer. They also pre-test the ideas 
because a manufacturer producing these displays in 
large quantities cannot afford the failure of a mass- 
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mistake. Neither his reputation nor his pocketbook could 
withstand many such failures. 

A good display should attract at least 20 per cent of 
the passersby and it should stop at least 7 per cent of 
those who look. In spite of this fact many windows go 
unnoticed by 90 per cent. 

Do not be too quick to judge the selling power of a 
display; give it a chance by putting it to use. We 
occasionally hear someone say, “I don’t like the color 
of that display” or “I don’t like that copy” or “I'd use 
it if it were not so tall (or so short).” 

In appraising the value of a display these are unim- 
portant details. Do not assume the role of an art or 
literary critic at the expense of your sales. Actually, we 
have seen displays used by a retailer (which his personal 
taste had rejected) produce for that retailer a 100 per 
cent increase in a line during one week. 

The retailer should consider that manufacturers’ dis- 
plays are created by professional idea men, developed by 
merchandising experts and skillfully executed by display 
specialists. They are available to retailers on such attrac: 
tive terms only because of mass production and the 
manufacturer’s investment in each piece. 

Now, in addition to window display, you must con- 
sider your in-store displays. You are paying big rent 
today and will probably pay more before you pay less. 
Therefore, the jeweler must make more sales per square 
foot, just as the farmer has learned to grow more corn 
per acre. We must use some of the space above the glass 
or counter level, to elevate merchandise nearer the eye 
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by W. L. STENSGAARD, President 
W. L. Stensgaard and Associates, Inc. 


level. Manufacturers recognize this and today offer 
attractive looking, intelligently designed interior dis- 
plays that are extremely effective. 

As mentioned above, the better the jeweler’s items are 
exposed, the more easily they will be noticed; the better 
they will be evaluated. It naturally follows that wherever 
possible the customer should have access to merchan- 
dise; to examine it leisurely. So, open dispiays, where 
practical, are advisable. The problem of theft and 
pilferagé by customers within the store is relatively small 
today. We cannot any longer operate a successful store 
thinking that most people are dishonest—especially when 
we consider the high percentage of the jeweler’s stock 
that is in popular priced items and inexpensive gift- 
wares. To those items we should apply different display 
techniques than those employed in our displays of 
watches, gems and precious jewelry. 

Therefore, you should have the “right” displays for 
each category of merchandise and be receptive to any 
good ideas and display devices that a manufacturer offers 
—for though the manufacturer is, of course, primarily 
interested in selling his product—don’t forget it is also 
your sale being made, to your profit. 

There is one thought about displays which I should 
like to add. When you have a display which produces 
for you, during some season or a sales event, don’t forget 
that it can probably be used effectively again on an 
identical occasion and under similar circumstances. That 
is why it is suggested you keep a display calendar pad 
with day by day notations on the action produced by 
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your displays. These notes (in conjunction with a scrap 
book of polaroid photos of successful windows and in- 
teriors) will be invaluable for reference next month or 
next year, when your memory will probably have failed 
you. Repeat successful displays and study the unsuccess- 
ful ones so you will continue to benefit from your good 
work and will not repeat your mistakes. 

And this applies to those manufacturer furnished dis- 
plays as well as your general or seasonal windows. 
Jewelers are fortunate indeed to have manufacturers who 
not only make quality goods but back them with good 
advertising, and intelligent material. Use it with equal 
intelligence and it will pay off handsomely. 





ABOUT THE AUTHOR: 


About 25 years ago William L. Stens- 
gaard established what today has be- 
come the largest display consulting 
and production house of its kind in 
the country. A nationally recognized 
authority, he is president and director 
of Point-of-Purchase Advertising In- 
stitute. 
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Merchants too often think only 





















































of customer buying decisions 
being made in their stores. Yet, 
may ‘sales are made outside the 
confines of the jeweler’s store 
and personal influence, Gordon 
Howard notes in this article. 


Consumer Literature 


- 


Worn all due recognition of the attractiveness of 
your store and the shopping comforts it provides, you as a mer- 
chant know that more buying decisions are made in the living 
rooms and dining rooms and in the kitchens of your community 
than in your own handsome showrooms. 

In the casual unhurried atmosphere of the home, right on loca- 
tion where the silver, china, glass, clock or electric appliance will 
be used, the product under consideration receives the careful 
scrutiny of those members of the family who are factors in its 
selection and use. This same atmosphere of family judgment is 
also involved in most considerations of the purchase of a new 
watch or ring to be presented to—or by—members of the family. 

Too few jewelers recognize the importance of these home-made 
decisions in jewelry store merchandising. This probably accounts 
for the lack of full appreciation for the selling power of printed 
literature, such as line folders, catalogs, bill enclosures, promo- 
tional mailing pieces, holiday folders, and product tags. Con- 
sumer literature actually offers the jeweler an opportunity to 
show-case his line right in the customer’s own home. Here is the 
ideal place to interest a consumer in new products and in the 
services the jeweler offers on those products. 

Perhaps it is because consumer literature is one of the oldest 
and most basic sales aids that so many jewelers just take it for 
granted and thus overlook its great selling powers. 

Yet, each piece of literature prepared by a manufacturer has 
been designed and produced for some particular purpose with 
the aim of selling more of that manufacturers’ (and your) mer- 
chandise. It has been tested and proved effective. 

A brochure, showing the current “hot” numbers in a manu- 
facturer’s line, representing a miniature catalog, offers the cus- 
tomer a selection to take along for family consideration. 

Another piece of literature may carry the complete story of a 
new product—or details on an added improvement. 

Another may introduce a buying hint or a service idea, such 
as reminder cards sent a year after delivery of a watch repair. 

Repair tags are prosaic but valuable sales aids which provide 
another opportunity to tell the customer of your brand-name mer- 
chandise. What better time to remind him of your new mer- 
chandise, than when you have just performed some satisfactory 
service for him on his present watch? 

Most manufacturers insert a small information folder in their 
merchandise box explaining how to use and care for the product. 
In the event such pieces are not in your box, ask your manufac- 
turers to send you a supply. The folders demonstrate to your 
customer that you are interested in his getting the best service 
from a product. It is such customer relations which will en‘able 
the jeweler to eventually halt the inroads of the price-cutter. 

Another means of promoting good will among your customers 
which will bring them back is to slip every item you sell into a 
“Thank You” envelope. This is a small thing, but every mer- 
chant knows the big cumulative value of taking care of the little 
things each day and what they mean to his sales in the long run. 

Seasonal literature, such as manufacturers’ Christmas folders 
and booklets. offers the retailer the biggest dollar value his ad- 
vertising money can buy. Yet. even here the retailer shows an 
apathy toward consumer literature which indicates his lack of 
understanding the values offered by this sales tool. 
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For example, Elgin recently shipped to retailers 5,000,000 
Christmas consumer folders. This is an impressively big num- 
ber but the alarming fact is that these folders went to less than 
one-third of the company’s accounts. Thousands of other Elgin 
dealers failed to utilize this—one of the most powerful pieces of 
consumer literature. 

Why. I don’t know, for the cost was extremely low to the 
jeweler. The folders cost about two cents apiece to manufacture; 
jewelers paid a half cent. If any individual attempted to make 
up such a folder for himself, it would cost him from eight to 
20 cents apiece. 

Perhaps the low cost of consumer literature furnished by manu- 
facturers suggests to jewelers that it isn’t worth much. The truth 
of the matter is that the value of product folders, brochures and 
counter materials in moving merchandise is so great that manu- 
facturers, knowing their proven value, are willing to absorb the 
bulk of the cost. The wise jeweler recognizes this fact, employs 
the material for all its worth and gets a competitive advantage 
over the jeweler down the street who doesn’t use the material. 

In the selection of the proper pieces of consumer literature, the 
jeweler must know just what he wants that literature to accom- 
plish for him. Then he should select those best designed to 
accomplish that purpose. Third, he must know where and when 
to send them. 

Time your mailing to coincide with the weeks and months of 
the national promotion. Nearly all national manufacturers let 
jewelers know what’s coming up on promotions. Like any other 
merchandising effort, proper planning of mailings is essential 
to success. Jewelers should be thinking six months ahead. 

Now, there is another source for consumer literature which is 
available to the retail jeweler; another source which provides 
material actually subsidized by the manufacturer. That is the 
Jewelry Industry Council. This agency produces material by 
cooperative action between manufacturers, distributors and _ re- 
tailers. Among the pieces produced by the JIC is the Wedding 
Anniversary booklet which carries a wedding anniversary list and 
other helpful information. Imprinted with the jeweler’s name, 
this has been put to use by thousands of jewelers through the 
mail and over the counter. 

Another similar JIC booklet capitalizes on the birthday market. 
This lists jewelry store gifts for different age groups. 

The JIC birthstone and ring booklets are among its finest of- 
ferings and have contributed to the impressive total of millions 
of copies of JIC literature currently working for the retailer. 

So, all the available manufacturer-supplied literature offers the 
jeweler a big value. Prepared by experts, carefully designed for 
their purposes and substantially subsidized by manufacturers, 
they are an important adjunct to any program designed to capi- 
talize on the big national advertising campaigns of the brand 
name manufacturers. 

By what other means could you so easily and economically be 
represented at the buying councils of your community, regularly 
held in the living rooms of your customers? 

Yet. despite the overwhelming evidence of the value of con- 
sumer literature, too many jewelers fail to utilize this type of 
sales help properly. 
€ sure you are among the smart ones who do. 
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by GORDON HOWARD, 


Advertising Manager, 
Elgin National Watch Company 





ABOUT THE AUTHOR: 


Gordon Howard needs intro- 
duction to few jewelers. He 
has been associated with El- 
gin National Watch Co. for 
many years. Though adver- 
tising manager of Elgin, he 
devotes much time to fur- 
thering industry-wide efforts, 
having been one of the in- 
itial members of the Board 
of Directors of the Jewelry 
Industry Council. 
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PACKAGING -—4 Vital Force 
in kvery Sales Decistow 


by MILTON WEILL, President, 
Arrow Manufacturing Company 


I, THE jewelry store, packaging is the vital 
link between the two powerful forces which manufac- 
turers use to stimulate the sale of their products. 
facturer’s product, it is also an These forces are advertising and sales promotion. Each 
has a different function, but the measure of the success 
of both is the speed with which the retailer can sell the 
item and the turnover he gets on his investment. 

It has been said that the purpose of advertising is to 
the customer’s moment of decision. pull the customer toward the merchandise and_ the 
objective of sales promotion is to push the merchandise 

toward the customer. Here, in the store, at the all-im- 

portant moment of decision, the way in which the 


The package provides not only a 


point of identification for a manu- 


important primary sales aid. It can 


be the final influencing factor at 


THE JEWELERS’ CIRCULAR-KEYSTONE 











product is presented is the final influence which the 
manufacturer can bring to bear on your customers. 

No wonder leading jewelry manufacturers may spend 
as much as $10,000 for the designs and for the tools and 
dies needed to make a new box! What's more, they 
change their boxes frequently, bringing out new styles 
to create new interest. To help the saleability of the 
merchandise, they experiment with new shapes and 
forms, with new colors and new textures. 

Few retailers could possibly duplicate such boxes, in 
small quantities and at a reasonable price. However, 
even if they could afford them, most merchants realize 
that they couldn’t buy, at any price, the selling force of 
both the advertising and the sales promotion which these 

skages represent. 
ers take he as an example. Back in the “cracker 
barrel” days of the jewelry industry, watches were never 
boxed by the manufacturers and importers. It was the 
retailer himself who packaged them. In doing so, he 
lost some of the advertising value he had a right to 
expect. He had no easy way to tie in the product with 
its own trademark except by means of a display card or 
by calling attention to the name on the dial. 


NEW TREND STARTED 

Early in the 1920's, a new trend was started by a few 
far-sighted firms. Rich velvet or leatherette-covered 
boxes, bearing their names, were introduced by the 
watch houses. For the first time, there was a tie-in 
between national consumer advertising and _ attractive 
display of the trade name in the package. Without these 
boxes, advertised names like Bulova, Elgin and Hamilton, 
would have had no clear relationship with the merchan- 
dise itself, at the point of sale. Each store’s display of 
watches became part of the national advertising picture, 
rather than a selection of unidentified timepieces. 

Imagine how ineffective the first radio time signals 
would have been if the advertiser’s name was not tied 
in with a packaged product at the retail level. In fact, 
one of the most important links in the selling chain 
would have been missing. 

Manufacturers realize, however, that the use of their 
brand names does not alone make the box an effective 
selling tool. They know that when your customer buys 
a gift he thinks of the effect it will create. Conscious of 
the fact that you are primarily in the gift business, 
manufacturers spend fortunes in their efforts to make 
their packages exciting and dramatic. 

Recently, careful study of color, fabric, plastic, velvet 
and simulated leathers has produced such imaginative 
packaging as was not thought possible years ago. 
Progress in watch bands, men’s jewelry, pearls and rings 
has been dramatic. Each manufacturer vies with his 
competitors to bring out the most desirable new box. 
Then he shows it on television, in the magazines and 
newspapers. He prepares special window displays to 
present his packages to best advantage and he illustrates 
them in dealer mat ads and elsewhere. 

The jeweler is the beneficiary of this tremendous 
effort. It has been expended to help him sell. Certainly, 
then, the jeweler should use this investment in packag- 
ing to his own profit. How can he best do so? 

Here, just as in every other phase of retailing, indi- 
vidual effort counts. It is the merchant’s own contribu- 
tion which actually makes the cash register ring. 


FOR FEBRUARY, 1955 


Packaged merchandise displayed in your windows is 
important. Since so many national advertisers show 
their boxes in the ads, you can cash in by localizing this 
power, at your own store. Frequently a group of the 
products, boxed, can be displayed with a reprint of the 
advertisement itself. 


BLENDING COLORED BOXES 


Since the manufacturers provide you with a variety 
of colors in their boxes, by skillfully blending them, you 
can create an attractive and stimulating overall effect. 
At the same time, a well organized array of merchan- 
dise, with packages of each manufacturer grouped to- 
gether, will draw attention without causing confusion. 
The shopper’s eye will be pulled to each little collection 
in turn, and you will plant specific ideas in his mind. 

Beside the display value, packaging also gives you 
another valuable benefit. It is the ease of handling 
when merchandise is removed at night and re-installed 
in the morning. Safety, convenience and cleanliness are 
the factors which cut down on the time spent in doing 
these chores. Naturally, the boxes themselves do require 
a certain amount of care if they are to do their job 
for you. If they are violently opened, or dropped, they'll 
soon look shopworn. 

Remember, too, that once the customer is inside your 
store, the package plays its most important role. 

Naturally your showcases are well dressed. And each 
manufacturer's merchandise is kept together. The effect 
is attractive and imposing. For maximum value, as you 
show the customer the merchandise he wants to see, you 
present it in its package. Later, you may wish to re- 
move the item to permit closer examination but not 
until you’ve taken full advantage of the initial impact 
furnished by the box. It provides the ideal background 
for the best possible first impression . . . and that first 
impression is important. 

Everyone will agree that a favorable initial effect 
does much to shorten the time it takes to close the sale. 

The basic idea behind all jewelry packaging is to 
set the merchandise in a background of quality, value 
and dramatic appeal. You, too, have, in all probability, 
done your best to create this very atmosphere for your 
entire store. Naturally, you want every item in stock 
to benefit from it and, fortunately, the manufacturer’s 
box heightens these impressions. 

Not only is this package the vital link between the 
advertising and the sales promotion, it is also the vital 
link between you and your customer. It presents your 
merchandise in the manner that helps you sell it most 
easily. 





ABOUT THE AUTHOR: 


Milton Weill, president of Arrow Mfg. 
Co., makers of luxury gift boxes, 
started his career in an advertising 
agency in 1913. He joined Arrow as 
a vice president in 1925, determined 
to prove his theory that a good gift 
package is an instrument that helps 
to sell the product it holds. Arrow 
makes packages for virtually every 
type of jewelry merchandise. 














































Amazing Co-operative | To Give You Greater 
Advertising Policy . “ PY Cash Profits 
by WALTHAM 


From January 1 to June 30th 1955 Waltham will 
give not 1/3, ‘not %, but 70% cooperative adver- 
tising allowance, based on 10% of your net pur- 
chases. This applies to newspapers as well as 


radio and television. And you further come packaged in the most modern jet black 


Get FREE box your customers have ever seen. A perfect 
Displays © iets Seripts — ie setting for the finest Watch in America since 


1850. 
for further details see your wholesaler or write 


WALTHAM WATCH CO. = WALTHAM WATCH CO. 
Waltham, The Watch City, Mass. Waltham, The Watch City, Mass, 


_ NEW FLEX-LET WATCHBAND SHOWCASE 


ASK ABOUT OUR NEW 
I 
gy nnn “STERLING-FOR-GRADUATION” CONTEST 


magnificent cowgirl a 

designed to show, stock and se ; ; ; 

Flex-Let Watch Bands. Of rich walnut For high school seniors—national contest 

veneer, the Flex-Let Watch Band : 

inventory Control Ualt hes a clear to be launched in April and May issues of 

glass front ge pong bod “3 

1 quarter of the top surface. e . - : — , 

remaining 3 quarters of the top is a Seventeen Magazine with free store listings. 

soft velvet cushion which seni 

the jeweler with a luxurious, safe, : 

working area. Unit holds 110 bands; 

10 on display under glass — 20 REED & BARTON 

drawers in rear hold 5 bands each. 
Don’t miss pages {12 A-B-C-D, 113 .-. they will help you create sales! 


Taunton, Massachusetts 


Unusual Counter —_ of COURTNEY 


w LADIES’ IDENT 
DIAMOND RINGS - ; ASSORTMENT 


This deluxe reference book Featuring 6 popular fast 
catalogs the best selling Court- selling identification bands 
ney Solitaires and Diamond mounted on a beautifully 
Wedding Bands. It includes ‘ padded easel display. 
actual photographs of many : Mo 

ring groups with detailed de- .y a porabrer ine ysis 
scriptions, gem sizes and key- = | ‘al Sterling silver (20 $ 500) $28.50 Keystone 
stone prices. Loose leaf pages 3 ne Gold-filled (20 F 500) $33.00 Keystone 
are bound into stiff covers with : j 

smart silken cord. Effective 


aid to retailers in helping ring 4 r gd DEX, 
selections at the counter. ‘ . ok Of4. 

: Available FREE on request. Ls % 2 
JOHN J. COURTNEY & CO., 452 Fifth Avenue, New York City es : 


JEWELRY'S NAME FOR QUALITY 





Forstner Chain Corporation, Irvington 11, New Jersey 





FREE! The Year’s BIGGEST Promotion! 
3-DIMENSIONAL 


om ee “HAND” DISPLAY Sse Four Color Ads in LUFE! 


wien Rasting Vinke Fits any window or counter! 


Colored plastic “hand” really e Dave Garroway on T@ DAY 
STOPS AND SELLS! 


Features Speidel’s newest e TV participations in Major Markets 
“Floating Link” watchband 

IN THE GROOVE e Cash in.. 
e : Stock, Display, Explain, SELL / 


SEE OUR AD ON PAGE 12 


(GOLD rue 














WITH NATIONAL ADVERTISING IN 


ADVERTISED IN 


26 ads running every 

week this spring, this fall... 

beautiful Mat Ads that bring pre-sold 
customers to your stores! Write to 


CROTON 
NIVADA GRENCHEN 
404 FOURTH AVE., N.Y. 16, N.Y. 


Jeweler’s 


“WHEEL OF FORTUNE” 
Display 
LIGHTS! ACTION! COLOR! 
Sells YOUR STORE! 


4 constantly changing messages 
“GIFT HEADQUARTERS” 
“QUALITY WATCHES” 

“FINE DIAMONDS” 
“EXPERT WATCH REPAIRING” 


THE TRAST WRTCRR AND 
kt Gk DER 


designers 
manufacturers 


DISPLAYS 
PACKAGES 


for the finest 
in the field. 


’« DP FREE MAT SERVICE 
FROM THE LEADING MANUFACTURER OF 


Perfect Rings and Ring Findings , 


... one of the most 
widely demanded merchandising 
and advertising aids 


in the entire Ring industry... 
For Information Write To 


KARLAN & BLEICHER, 
KC ees See ea Am YORK 19 


— Blonde wood display cabinet 


ORDER 


from our new handsome 
CATALOG 


with LIFE size photographs 
and full detailed 
Ss NIVADA GRENCHEN information. Write to 


CROTON 
NIVADA GRENCHEN 
404 FOURTH AVE., N.Y. 16, N.Y. 


Imperial Cultured Pearls . 


Offers More Sales Aids 


Extensive National Advertising and Publicity 
Special Gift Pearl Promotions 

Complete Advertising Mat Service 

New Motion Displays 

Special Graduation Promotion 

Write for Complete Details 


5 N. Wabash Ave., Chicago 2, Ill. 
Offices in principal cities 


Imperial Pearl Syndicate 


The ALSTEN Touch 
is yours for 
the asking. 
Our design and 
merchandising staff 
is at your disposal 


th ALSTEN C.. 


715. BROADWAY 
NEW YORK 3,N.Y. 
SPRING 7-8880 


NEWEST 
from 


CROSS 


STUNNING CENTURY DISPLAY MODERN CLASSIC DISPLAY 


with space in back for leads, 
erasers, and pen refills. 


A. T. CROSS COMPANY 


: 
| 
| 
| 
| 


3-color cut-out window display. 
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Presenting the 


rtcarved 


advertising and merchandising 


program for spring 


Artcarveds Window Displays... 


beautifully crafted in wood and velvet. Dramatic 
addition to your windows! 


ah. Artcarved’s Store Signs 
rtcarved ... compelling neon sign to identify 
your store as Artcarved headquar- 
ters! Handsome clocks to provide 
permanent and profitable adver- 
tising in railway stations, bowling 

alleys and other public centers. 


DEALER 


rtcarveds 


New Diamond Ring Guarantee ... the most com- 
plete in the industry. And it clearly explains Artcarved’s new na- 
tional trade-in plan... helps sell more Artcarved rings. 


EMR 
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Actcarved’s National Adver- 
tising . . . beautiful full-page ads in 
America’s leading magazines to bring you 
customers month after month after month! 


Artcarveds Motion 
Displays. . . designed and built 
by experts to bring more young, 
bride-age customers into your store. 


} 


Pt oa 


Artcarveds Ring Boxes... now, a newly designed 
Artcarved diamond ring box in lustrous- 
toned plastic, with rich gold 
crest on cover...a per- 
fect package for her 
Artcarved diamond. 
Also, popular shell 
box for Arfcarved 
wedding rings. 


Artcarveds 


New Ring Catalog 
...completely up to date— 
and more convenient than 
ever. As new styles are add- 
ed, you simply insert the new 
pages. 











rtcarveds 
TV Playlets 


... sell for you 
right in your cus- 
tomer'’s living room. 
Acted and directed 
by professionals! 
Your store name on 
every one. 


Anya ones 


3 Oa 


nator Libiponae ¥ 


Artcarveds Mat Ads... the 


largest selection in the industry, to help 
you tie in with Artcarved’s national ad- 


vertising. 





Actcarveds Movie 
Playlets .. . in full 
color for your local 
theatre...acomplete 
assortment of Art- 
carved diamond ring 
films, plus a special 
series on Artcarved 
wedding rings. You 
pay for name 
trailer and 
theatre time 
only. 


Artcarveds New 
Radio Disc... Star- 


ring Julius La Rosa. 
He’s a smash hit on radio, TV and 
recording discs .. . and now he'll 
be selling for you in musical com- 
mercials about Artcarved .rings. 
Give your own local advertising a 
unique boost by using this outstand- 
ing Artcarved selling aid. 


Ov NLS TE SE SITUA AONE Sti ta 


c / ; rtcarved 

Actcarveds Bey ——, 
Booklets ... 
help you build more 
store traffic...help 
you find your home- 
town brides-to-be 
... your best ring 
prospects! 


NEY PAAR LATE eS 
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Artcarveds Brochures, Leaflets, Mailers 
. «. identify your store as Artcarved headquarters. Your name 
imprinted, if desired, at nominal cost. 


auer-) aa: 


America’s most trusted name 


oo in Diamond and Wedding Rings 
==  Actcarved’s Unusual Sell- gee. ais 
ing Aids...bride’s memo book, : : J. R. WOOD & SONS, INC. 

and convenient carrying bags at aaa . 
aS 216 East 45th Street, New York 17, N. Y. 


very low cost to keep your store 
name out in front. 











Designed a 

BEAUTIFUL Especially For [i aaa SS) 

“TOP OF THE COUNTER” MAb aee ? Capen 
NECKCHAIN DISPLAY : ; ” a 


Z. Puts your neckchains in front of are a Religion Hate Rey Si 
your customers. A pwr « RAT eNt or a “7 

2. 72-piece assortment offers complete rt En : 
variety or styles, lengths, qualities 
and prices. 


3. Keeps controlled inventory. 


hand-engraved 

with auto key chain ond gaa 
mounted on lovely new 3.5 
display unit. . . with purple 
velveteen cross. St. Christo. 
pher, Miraculous, three- and 
four-way designs, including 3 


=, se he ! : . ca ; ‘Pp “ slide medals. This, and man 
ak g#" > pe : og a more at... ’ 
* =a be te ; gfe 3 : Bap, mememenen: ‘ 
cama mec a CATAMORE COMPANY 
231 Pine St., Prov. 3, R. }, 


ARRERUSRER om 


CRAFTSMAN Lie 3\ FREE TO ORA bDEALeRs 


BILLFOLDS & _ ; To help you prepare attractive 
advertisements we offer a selec. 


* Adooutiond in LIFE” _% f tion of illustrations and logo. 
types featuring the 1955 ORA 


displays -- MOW 4 : - J line. These are available in mat 
; ‘ =a form without cost. They repro. 


at your wholesaler ! < y duce beautifully, even on news 
& paper stock. 


, ‘ aiid a SEND TODAY for proof- 
for pre-Mother’s Day ad in April 25 issue of Life! sheet showing siccee, Sa 


More to come for Father's Day! types and suggested copy, 
Get both Life display cards from your wholesaler now! — Address: 


“y, 


See page 57 this issue 


ado, 


ot 


hi 
se ate 
we Az 


NG 
hy 


i. SMALLMAN & SONS CO. 47 West 34th Street * New York 1, N. Y. 








“Cueen of the Nile” ee 
SCARAB JEWELRY " 7" nal “leg box”—one 


... Offers an attractive counter stn . of the year’s best 


Diamond Box origi- 


plaque featuring a movie star 
.. . also leaflets with the roman- 7 
tic history of scarabs. Glossy ~~ fi now a brand new 
es photographs and mats are avail- selection of fabri 
reopectien m E able, as well asa giant scarab dis- ms 
Cinema Scone oe. 6, s mo 3 iE . a “ ll th 
Was by Dalene : play bracelet. Write for Catalog. ss coverings In a e 


ry: 4 rT %\ a latest pastel shades. 


714 Sansom Street, Philadelphia 6, Pa. DIAMOND BOX COMPANY 
12 Library Court e Providence, R. I. 


sellers — _ presents 








TO HELP YOU SELLY 


1/20-12 K GOLD and STERLING SILVER 


7 Q : . | Syroce Clock Display Bar 


QAM 





by Special introductory offer. 


Os > Pics es ee Displays all 6 dramatic new 
Feiuy Oe A. Micallef § Co. ine. Foes eile ) Syroco Occasional Electric 
é eae, 2 \ a Spot ELS <i ‘ Clocks, with guaranteed move- 
egg eee ul Musas ff ments. 3 clocks wholesale at 
ONLY 47 | sa \@ atest © — $10.00 each; 3 sell at $11.25, 
. or e with full 50% mark-up. Buy 
display at $20—get one clock 
free, retailing at $22.50. 
Write Dept. J-2 for New Catalog of 
Syroco Wall and Occasional Clocks. 


INC., Syracuse 2, N.Y. 
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Yes ...the newI & R Em- 
blem Book is your answer 
to greater emblem sales. 
Holds 32 popular emblems 
in attractive divided ar- 
rangement. Makes selling 
and replacement easy. 
Order yours direct or 


The Spode booklet—to help you sell Spode. An 
80-page booklet, crammed with the information 
your customers want about Spode and 
illustrating more than 40 of the most popular 
Spode patterns 

will be sent—just 

for the asking—by 

the Advertising 

Department, 


through your wholesaler. ; Copeland & 
Thompson, Inc., 
IRONS & RUSSELL COMPANY 206 Fifth Ave., 


PROVIDENCE, RHODE ISLAND 
Emblems Since 1861 through New York 10, N.Y. 


your wholesaler 


Higher unit sales and increased 
impulse buying is assured with 
this handsome Elgin American 
Gift Bar. Hidden lights reflect 
beauty of each item. Trays are 
adjustable. A practical, self- Spode patterns b 
liquidating plan makes this yo at D y 
stunning store fixture easy to es 
own. For details, see your Copeland & 
Elgin American representative pene a on 
or write— “ itt yay: 
New York 10, N. Y. 
Other printed 
material is also 


Leaflets in full color—to help you sell Spode. 
Leaflets picturing Spode patterns in full 
color and pricing 

regular stock items 

are provided for your 





853 Dundee Ave., Elgin, Ill. available. 





Newspaper mats—to help you sell Spode. Mats 
are available for illustration of your ads with 
well executed pictures of Spode 

patterns. Complete ads 

for Starter Sets are 


R QO Ist: also available in 
un Gs - - 155 


mats. Write 

HELP YOU SELL Advertising 

with Ring Trays, Window Settings, Department, 

Mats, Folders and Copeland & 
Advertising Allowance. Thompson, Inc., 


BLISS RING CO. hoe: 206 Fifth Ave., 


29 E. Madison St. Chicago, Ill. New York 10, N.Y. 


THIS DISPLAY 
IS ALL YOU NEED 


BABY SHOE BRONZING means Shelf signs—to help you sell Spode. These signs 
year-in and year-out profits WITH- L 2 ‘ = ive ice 
po gale agin gp agin identify your Spode patterns and give the price 
chandise. The 4 million new Mothers : of a 5-Piece Place Setting 

of °54 will be looking to their favorite 


jewelers for America’s most beautiful 7 P| x Write Advertising 
baby shoe plating in ’55. Des Bs aie 
Department, 


Miniature Bronze He Copeland & 
Shoe an exact 
FREE replica of a baby Thompson, Inc., 





shoe gorgeously . 
plated, Write for ; 206 Fifth Ave., 


yours or attach 


this ad to your letterhead. : New York 10, N.Y. 
for information. 











The BRON-SHOE Co. 


277 EAST BROAD STREET 
COLUMBUS 15, OHIO 











PRE-SELLS 
your 
customers 
with 


TW BiG 
TV SHOWS 


TIE IN YOUR STORE LOCALLY! ORDER SPEIDEL’S 
FREE TV SPOT FILMS — FLIP CARDS — SCRIPTS! 


Headlines from Haviland 


Brings You Fine China Selling Ideas Every Month 
HOW TO: 


emake national advertising do a retail selling job 
esell more of everything with free newspaper mats 
e use pre-planned helps to build new business 
¢ protect profits with full mark-up 
edo a better selling job with the help of 

all the extra dealer services of 


Haviland & C€C° 


270 PARK AVENUE, NEW YORK 17, N. Y. 


If it's fine...it's 


FREE SALES AIDS 
= NEWSPAPER MATS 
= RADIO SPOT ANNOUNCEMENT SUGGESTIONS 
i FULL-COLOR AND BLACK-AND-WHITE BROCHURES 
= PRICE CARDS 
= TV SPOTS AND SLIDES 
i PATTERN TENT CARDS 


NATIONALLY ADVERTISED and PUBLICIZED 
350-380 South Raymond Ave., Pasadena, California 


RADIO DISPLAY 


This smart dual radio display, made of 
black wrought iron with modern blond 
wood trim, takes up less than one square 
foot of space! It focuses attention where 
it belongs—on the merchandise. 


It’s all set up, ready to use. Just put 


eos ee SY 


OETA D RIE SAe 








radios in place. Dimensions: 10” high, & 


11” wide, and 12” deep. Call your Zenith 
Distributor now for full information. 








3 complete lines of jewelry display boxes in stock at 
all times, plus the famous MASON MAILMASTERS. 


YOU CAN DEPEND ON MASON: 


® Over 1 million boxes in stock at all times. 
e Producing more than 100,000 set up boxes each day. 


Write for colorful folders showing Stock Display Boxes 
and Mason Mailmasters. 


THE MASON BOX COMPANY 


520 MT. HOPE ST. @ ATTLEBORO FALLS, MASS. 


TCH Stimulate Dial Sales 
SILBERT TAGS and Extra Profits 


A 

EP Silbert customers buy these 
tags for $2.80 per M— 
save $4.55. Send in your 
dial refinishing job and 
get your 1,000 deluxe tags 
for only $2.80. You'll also 
get the best service and 
finest workmanship in the 
country. 


genni en Ng 
Sestes M. J. SILBERT & CO. 


ORA CREATIONS 





The catalog of best sell- 
ers to help you keep 
your stock complete and 
fresh at all times. 





Write for your free copy 





RALPH SINGER COMPANY 


654 N. Western Ave. 
Chicago 12, Ill. 





Coordinated 
Displays 


All-Inclusive 
Insurance Policy 


424 SOUTH BROADWAY 
LOS ANGELES 13, CALIF. 
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ELGIN 


BANNER BUYS of ‘55 


March 4 to April 9 


Elgin Banner Buys of ’55 


MOTION 
DISPLAY— 
FREE! 


with order for 
12 watches! 


Elgin Banner Buys of ’55 


IMPRINTED FOLDERS —Below Cost! 


RGN | OW: SAVE up to #25" | 
> sane | on newest ELGIN watches | 


auTs 
i. 








YOUR NAME dnd ADDRESS 








Elgin Banner Buys of 755 


NEWSPAPER 


Your store name 
featured! 








BANNER PRODUCT NEWS! 


® Tiniest watches ever at such tiny prices! 
* 10K gold diamond watches from only $65! 
* Self-winding Elgin watch for only $49.50! 


Banner Savings—up to $25! 


Elgin Banner Buys of ’55 


PERSONALIZED 


; waa ae TV 


JONES JEWELERSG 
ae & 


| 123 MAIN aie © FILMS— 
 CITYVILLE 
eee FREE! 


One minute. 
20 seconds. 


Elgin Banner Buys of ’55 


IMPRINTED CAR CARDS—Free! 


A Hin ONY SAVE up to 925" 

|p BANNER BUYS |} on new ELGIN watches! 
) OFS 

er YOUR MAME and ADDRESS 
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Correct Service Display 


Famous Pattern Event Display 


TV Film and Spot Announcements—Free 


Radio Announcements 
Newspaper Mats 

Envelope Stuffers Imprinted 
Window Cards 


Consumer Counter Circulars 
Imprinted 


COMMUNITY DEALER AIDS 









—Free with minimum order 





—Free 






—Free 
—Free 
—@ $2.00 per M 


—Free 


—Free 
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Series Displays (Easter, Brides, 
Thanksgiving & Christmas) 

Child & Baby Item Display 

Consumer Counter Circulars 
Imprinted 


New 2-Color Self Mailer Imprinted—@ $6.00 per M a 


Counter or Window Card 

Radio and TV Spot Announce- 
ments 

Newspaper Mats 

Complete Graduation Teaspoon 
Promotion 

Sweet 16 Promotion 

Clerk Information, Pattern & 
Decorating Booklets 


1881 (R) ROGERS (R) DEALER AIDS 


Dinnerware-Chest Display 
Dinnerware-Wire Rack Display 


Special 4-Color Postcard Self 
Mailers Imprinted 


TV and Radio Spot Announcements—Free 


Newspaper Mats 

Consumer Counter Circulars 
Imprinted 

Child & Baby Item Display 

Window or Counter Identification 
Sign 


ONEIDA COMMUNITY SILVERPLATE DEALER AIDS 


3-D Chest Display Card 


Consumer Counter Circulars 
Imprinted 


Newspaper Mats 


Radio Spot Announcements 


Special Self Mailer Imprinted—@ $12.50 per M 


—$25.00 


—Free with minimum order 
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—Free ES 
—Free 


—Free 
—Free 
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—Details on request f 
—Free = 


—Free 





—Free with minimum order 
—Free with minimum order 


—@ $5.00 per M 
—Free 


—Free 
—Free with minimum order 


—Free 





—Free with each 
introductory service 





—Free 






—Free 





—Free 




























Participates in Community Event 





Each year during the Aquatennial Celebration in Minneap- 
olis, stores recognize the event with appropriate window 
displays. The S. Jacobs jewelry store tied in with this boat 
setting as a background for the display of merchandise. 





Local Jeweler Moves Merchandise 
With Manufacturers’ Money 


Muleshoe Jewelry, Muleshoe, Texas, has consistently 
specialized in brand name merchandise since Sallie and 
Henry Schuster bought the store four years ago. They 
state that the knowledge among the townspeople that the 
brand name companies will stand behind their wares 
promotes good public opinion. The stock has been ex- 
panded four times by their policy of “Moving Merchan- 
dise with Manufacturers’ Money,” a merchandising 
principle which is being treated extensively in this issue 
















of THE JEWELERS’ CIRCULAR-KEYSTONE. 

Muleshoe Jewelry takes advantage of the display units 
supplied by the manufacturer and uses them to conserve 
space. They find these units also serve to more effectively 
spotlight the merchandise. Displays were increased after 
they moved into a newly painted and decorated building, 
14 by 60 feet. The store front is in blue with a rose pink 
alcove entrance. The interior is painted a sky blue. 

Mirrors are used in each of the two display windows 
to reflect the merchandise and give the display areas the 
illusion of larger size. The full length glass front presents 
a full view, from front to back of the store. 

Merchandise is rearranged and shifted several times 
a month, which maintains a fresh appearance in the 
store. Flowers and plants in bloom give to the store a 
congenial atmosphere that encourages neighborly brows- 
ing. This thoughtfulness on the owners’ part is much 
appreciated in this small western town of 5,000 people. 
Air-conditioning in the summer and healthful heat in 
the winter also help repeat sales remain steady. Muleshoe 
Jewelry uses a special table to display suggestions in 
silver, china and glass for the bride, and gifts are re- 
corded in a Brides’ Book. 

Advertising of this jewelry store in a small town is 
done through the hometown newspaper and also through 
the hometown theatre. 

Sallie Schuster, who now takes the principal share in 
operating the business, said of her work as a local 
jeweler, “We enjoy selling beautiful merchandise, and 
we love to serve people.” This feeling has created ex- 
cellent goodwill in her community. 




















Strictly Refiners 


Not Manufacturers 


of Jewelry 
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21 West 46th Street 





Metals of Guaranteed Purity 


GOLD ° SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


| W. solicit your Sweeps ‘en 


Filings—Scrap Gold and 


Platinum—Metals 


Your Ol Gold Shipments 
WILL RECEIVE 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Est. 1895 


New York 36, N. Y. 
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Heller-Tara has introduced a simulation of 
precious Rosee cultured pearls. Available 
from wholesalers in a complete series 


of necklace and choker styles, they range 
from about $5.50 retail to about $11.50. 


Marking Elgin American's entry of a line 
in the costume jewelry field is this 24K 
gold-plated necklace, with a heart-shaped 
drop, in imported crystal or in ice blue 
stones. With earrings, retails at $22.50. 


This Syroco No. 2994 occasional clock has 
a scroll design 8!/." square and a 43" 
black dial. In metalgold or black. With 
electric movement, about $22.50 retail, 
Syracuse Ornamental Co., Syracuse 2, N. Y. 


The Elgin “Sahara” for ladies has cross 
hatching on case and end pieces to help 
create a tweedy texture that harmonizes 
exceptionally well with tweed suits and 
jackets. Sahara is $49.75 retail, F. T. I. 


Ideal for college couples are Wittnauer's 
self-winding "Valiant'’ at $69.50 retail, 
F. T. |., or with expansion band, $79.50, 
and its feminine companion, the "Vassar," 
$69.50, or with expansion band, $74.50. 


Theyre 


> e 





. They're yours 



















Mido's water-resistant Powerwind "Walker" 
for men, in 10K gold-filled and stainless 
steel back, has a European round case off- 
set by modernistic endpieces. From Louis 
Aisenstein & Bros., $100 retail, F. T. |. 


Seth Thomas’ "Bonaire" has clean modern 
lines, ivory numerals silhouetted against 
a case of finely grained walnut, a trim 
of polished fluted brass and an electric 
bell alarm. It is No. 523, $8.95 retail. 
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to profit by... 


The Gemex "Caballero" watchband for 
men has tan or rust alligator-lizard inserts, 
is gold-filled at $12.95 retail. In black 
lizard, stainless steel, $7.95. It features 
the Gemex Mainline expansion principle. 


Semca's newest clock is this 7 jewel, one 
day, boudoir alarm model with its raised 
and gilt-finished luminous hour dots and 
hands. It is 334" high by 234"' wide by 
1'45"" deep. No. 727, it is $15.95 retail. 
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Foster Metal Products panel-end band for 
men has lizard leather inserts in pastels: 
pink, ice blue, white, champagne, lemon, 
mauve marcasite and charcoal gray. In 
gold-filled, $6.50; in stainless steel, $4.95. 


The new "Stormoguide" barometer dial on 
Taylor Instrument Companies barometers 
indicates 16 specific weather conditions 
instead of just rain—change—fair. These 
instruments range from $12 to $110 retail. 
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Flex-Let's “Thin Man" has a design that 
conceals the Tru-Rivet expansion mech- 
anism, making it look thin as a dime. In 
gold-filled top with hand-lapped mirror 
finish, yellow or white, $10.95, F. T. I. 





A new Speidel watchband, "In the Groove," 
with “Floating Link'' construction, has 
classic styling with square metal links 
that form a handsome fluted pattern. In 
yellow or white, $12.95 retail, F. T. I. 


LeCoultre's fine line of miniature alarm- 
clocks includes many musical alarms and 
the "Baton" in-line-movement models with 
every moving part visible. From $19.75 
retail. Shown is musical alarm No. 2043. 
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A typical creation from the Perfect Lock 
Set ring line of Karlan & Bleicher is com- 
pletely die-struck and has an_ invisible 
lock exceptionally easy to operate. MTG. 
# 186/4985/15 and WEDD. #4886/15. 


From the Anson spring line, featuring new 
shapes in men's jewelry and meeting the 
color fashion trend in men's wardrobes, 
are these cuff links, using black as part 
of the design. Set 2HB3109, $3.50 retail. 


Dennison offers plastic ring cases with 
a beautiful, tarnish-proof gold _ finish. 
Shown is No. 7950TX, in the "two-hearts"’ 
design. No. 7850TX is a miniature design 
of an old French Provincial jewel chest. 


New hand-made ceramic earrings and cuff 
links in many colors, no two sets alike, 
come in sets or separately. Earrings, $1 
retail; cuff links, $1.50. Roclar, 9328 
Santa Monica Blvd., Beverly Hills, Calif. 
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Outstanding among the Levkov jewel crea- 
tions is this superb 14K white gold twin 
ring with two cultured pearls enhanced by 
two round diamonds. No. 84-T at $195 Key- 
stone, Z. |. Levkov, 565 Fifth Ave., N. Y. 


This ring is from a new collection of gem 
stones cut and set in a free form design. 
In green beryl, topaz, amethyst, aquama- 
rine, rings are from $225 Keystone. Allan 
Adler, 8626 Sunset Blvd., Los Angeles 46. 
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The Manning-Bowman Division of the Mc- 
Graw Electric Co. offers this automatic 
coffee urn in two sizes: No. 940, brewing up 
to 12 cups, at $37.50 retail and No. 960, a 
24 cup model, at $49.50. Chromium finish. 


A sterling silver quill pen holder and 
two large silvery quills from prize white 
Embden geese is offered by Lewis Glaser, 
Box 123, New Haven I, Conn. Gift-wrap- 
ped with two pens, $I! Keystone, FTI. 
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The first in a series of new silverplated 
hollowware items for 1955 by Poole is the 
new Paul Revere coffee set combining the 
traditional lines of early colonial motif 
and contemporary design. $55 retail, FTI. 


Kem Plastic Playing Cards now offers its 
eye-appealing Flamingo design in pinochle. 
In red or green, Flamingo comes in black 
plastic containers holding two decks at 
$7.50 retail. Single decks sell at $3.75. 


The new Universal "Toastamagic" toaster 
features a reflector control so sensitive 
that the heat of the toast is in complete 
charge of the toasting process. Also has 
toast color selector. Retails at $21.95. 


A dramatic and colorful table lighter by. 
Karv Art Products, Camden, N. J., high- 
lights beautiful sea scenes and exciting 
marine life strikingly embedded in lucite. 
This unusual item comes at $14 Keystone. 











Unusual in that a perfect circle provides the essential design feature for each of the 
three pieces in this coffee service. Pewter by Meeuws of the Hague. Coffee pot shown in 
ten cup size. $39.50 the service. Teapot, eight cup size, also available, $18. List. 


The actual pale gold strands of silken 
grasses and their dulled bronze feather fronds 
embedded in heavy non-curl plastic of frost 
tone make place mats of exceptional usefulness 
and beauty. $2.00 each. List. 


Fluent grace in substantial weight and fine quality 
in this place setting of stainless steel. Pattern but suggested 
in the delicate scolloping of the handles. Sixteen pieces. By 
Amboss of Vienna, steelmakers since 1769. $12.50. List. 


eauty from the Continent is known 
in many ways... 


For years it has been the pride of this house to pick out 
for you lines of outstanding modern designs from the most 
talented craftmen of Europe. Our most recent acquisition being 
the exciting designs of Johanna Van Ryn. Though we have not 
been able to show any of these here, you are cordially invited 
to see them along with our other eclectic lines at the Girt 


Show in New York, February 21st in space M-13, Statler : 
Hotel. 


A completely modern feeling in glassware is apparent in the tulip curves 
of the cups in this stemware. Aptly called “Black Tulip” with a translucent 
blue-black-bronze for coloring. From a titled line. Royal Leerdam of Holland. 
Goblets, sherbets, wines $18; cordials -$12. In dozens. List. 
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A SECTION DEVOTED TO 


CHINA, GLASS, FLATWARE 
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MODERNIZATION 





Interior view of part of Friedlander's remod- 
eled store shows how new and old fixtures 
have been tastefully combined. Tile floor in 
foreground shows where store formerly ended, 


by EDWARD LUCAS 


Expansion and Modernization... 


A Boon to Silver and Giftwares 


= and giftwares are the departments 
most likely to benefit from the recent store expansion 
and remodeling of Friedlander & Sons, Seattle, Wash. 
However, the merchandising performance of the entire 
store will be up-graded as a direct result of the program, 
say the owners of this 50-year-old retail jewelry firm. 

The expansion added some 5,000 square feet, increas- 
ing total store area about one-third. It permitted ex- 
panding display facilities and was accompanied by some 
exterior remodeling that included installation of a new 
and modern corner entrance. Other unusual features 
are the ceiling lighting fixtures and the sound installa- 
tion for playing of light classical music. 

The grand opening on October 4, 1954, featured some 
novel promotional ideas that brought over 10,000 people 
into the store on that day. 

The firm was founded in Seattle just 50 years before 
the grand opening of the remodeled store by Samuel 
Friedlander in October, 1904. He retired in 1928, at 
which time his son Louis, who had been associated with 
him in the business, opened his own store at its present 
location. The firm is now operated by Louis Friedlander 
as president and his two sons, John and Paul. John is 
also national vice president of the American National 
Retail Jewelers Association. 

Expansion was made possible by acquisition of va- 
cated store space next door. The new space is being used 
primarily for extensive silver and giftware lines, which 
were formerly handicapped by insufficient display facili- 
ties. 

“We carry one of the widest assortments of flatware 
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and hollowware on the coast, including the exclusive 
Tiffany line,” John Friedlander remarked. “Although 
we have not expanded our lines, which are entirely ade- 
quate, our remodeled store enables us to display our 
merchandise more effectively. 





Jack Friedlander is seen thumbing through inventory control file 
for china and crystal. Below it is the phonograph installation. 
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CASTLETONS 


10-POINT PROGRAM 


For Greater China Sales 


1 New, Bigger National Advertising Campaign in 
Leading Magazines, including Ladies’ Home Journal, 
McCall's, Better Homes & Gardens, House Beautiful, 
Seventeen, Bride’s Magazine. More than 60 million 
Castleton selling messages! 


2 TwoBeautiful New Pre-Tested Patterns, plus a full line 
of contemporary and traditional patterns for every taste. 


3 Five Seasonal Display “Packages’— designed for 
window or in-store use. 


4 A Powerful New Localized Selling Program that 
brings teen-age girls right into your store. 


5 Dramatic Display Package on the Castleton Studio 
Services—the finest handcrafted designs made anywhere 
in the world. 


6 The Castleton Wedding Bureau—the exclusive plan 
that locates bridal business for you. 


7 New Illustrated Castleton China Booklet for distri- 
bution to consumers. 


8 New Type Pattern Pamphlets. 
9 Free Newspaper Mats. 
10 Free Radio and TV spots. 


| CASTLETON® 
Cia 


NEW CASTLE 13, PENNSYLVANIA 











“Our giftwares will benefit particularly, as the re- 
modeling has enabled us to open up the department to a 
free flow of traffic from the rest of the store. Being lo- 
cated at the rear, it was previously handicapped by the 
narrowness of the two entrances to it. The north en- 
trance has been widened to about double its previous 
width and the department has been opened for virtually 
the full width of the newly acquired store area. 

“The new section is devoted primarily to silverware 
with the exception of the front part immediately back of 
the $1,000 plate glass window. Displays of crystal and 
china predominate here, with the front section of wall 
shelving devoted to those items. In this section we try 
to show a representative sampling of our crystal and 
china stock, with full sales stocks displayed in the gift 
department at the rear. The front displays, of course, 

(Please turn to page 189) 
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The silver department has been moved to a new sec. 
tion of the store. The old wall fixtures have been 
retained, but the cabinet doors have been removed, 





Portland, Oregon's, well-known jewelers, the Zell 
brothers, were on hand during the ribbon-cutting 
ceremony at the grand opening. From left to right: 
Dan Zell, Louis Friedlander, Jack Friedlander, Paul 
Friedlander and Julius Zell (cutting ribbon). 


The newly added space is being used primarily for 
the company's extensive silver and giftware lines. 
At left is a partial view of giftware department. 
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Be Sure Your Store is Listed 
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Get the details now... 


STORE NAMES will be featured 





in the big PETER TERRIS Color Ad in 


THIS WHER sisgs2in 


im Your Local Sunday Newspaper 





Real China at 
Earthenware Prices! 


Zell It’s the year’s most sensational promotion on the year’s 
oo. most sensational china. Don’t miss out on the profitable 
ad Guaranteed Against Breakage! china volume this major Peter Terris promotion can bring 
n). . you. You make a full 50% profit on Peter Terris. The first 

Dishwasher Safe! big color ad appears in the April 24 issue of “This Week” 


Magazine, featuring 16-piece starter sets as low as $12.95 
and 45-piece service for eight as low as $39.95, retail— 
big savings over the open stock prices! Special FREE OFFER 
of Salad Bowl with purchase of the 45-piece set. Mail 
coupon below for full details. Act now—time is short! 


Cook on it—Serve on it! 









PETER TERRIS CHINA ORIGINALS 
Castleton China, Inc. 
New Castle PT-1, Pa. 


Gentlemen: Please supply us with full details on the Peter 
Terris “This Week” magazine promotion. 





‘0 < must be ceosivel not later NAME 


: are 28, 1955 


STORE 





ADDRESS 





CITY ZONE ———— STATE. 
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CHINA and GLass & 


China and glass shines forth in a stage. 
like alcove at the rear of the store. The a 
stock is on colonial style shelves, and q 
latticed door creates additional charm, 


China and Glass—In a Colonial Setting 


—— colonial design invariably cre- 
ates an impression of grace and charm and establishes a 
home-like atmosphere that is indeed memorable. Such 
is the experience enjoyed by customers who visit the 
jewelry store of J. Ralph Shuler, Norristown, Pennsyl- 
vania. 

His entire store is done in colonial style to create that 
“at home” feeling in the customer. In doing so, he 
capitalized on the building in which he is located. It is 
quite old and a colonial interior complements the old 
atmosphere of the building. 

The window is of conservative design. Yet it offers 
a modern open look to the store by using, behind the 
merchandise on display. a low wrought iron railing that 
permits the shopper to look into the store’s charming 


The window has a low, wrought iron rail- 
ing that encourages shoppers to look into 
the interior—giving the store a modern 
open look combined with colonial design. 


interior. The structure is built on three levels. The 
step from the street has been replaced by a gradually 
sloping ramp which is safer than a step. Then there are 
two more levels, the last being a room devoted to china 
and glass at the rear of the store. The result of the 
three levels is a view that breaks up any narrowness, 
giving the store a “split level look.” 

The newest addition to the store is the china and glass 
shop in the adjoining room at the back. The store’s 
china and glass department, established three years ago 
to complement its silver section, had grown to the ex- 
tent that additional display space was required. By 
moving the workshop and office to the second floor, 
Shuler’s was able to add 16 feet to the store. The new 

(Please turn to page 190) 
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repeats their famous 
PIGGY BANK in 


%« 





COAST-TO-COAST 
REPRESENTATION 


SHOWROOMS: 5: 
CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue’ 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St 





No. 8289 5” Piggy Bank . . . Garlanded with Forget-Me-Nots . . . $12.00 per doz. 


GEO. ZOLTAN LEFTON, Imports 





All Imports are shipped: 


F.O.B. Geo. Z. Lefton, Chicago Warehouse or 
F.O.B. Lefton-Pacific Inc.,.Los Angeles Warehouse ores enTAlOS 


WRITE FOR OUR 





MAIN OFFICE and SHOWROOMS 
1550 Merchandise Mart 
Chicago 54, Illinois 








by MADELINE LOVE 





AY of our last month’s predictions of success were 
borne out at the Pittsburgh china and glass show held 
early in January in the William Penn, Carlton House, 
and Fort Pitt Hotels. A sense of optimism and confi- 
dence was obvious among both buyers and sellers, indi- 
cating a general feeling that 1955 will be a good year 
for those dealing in china, glass and gifts. 

This happy state of affairs was brought about by the 
coincidence of low inventories in most stores and an 
abundance of fresh, interesting new designs. From top 
to bottom, price-wise, manufacturers had quite evidently 
given serious thought to the development of new ideas, 
and even some of the most traditionally-minded had been 
tempted into more modern fields of form and decoration. 

Through all of the many dozens of new dinnerware 
patterns, most of them had one characteristic in common 
—a certain lightness and airiness of line and delicacy of 
color. Abstract linear designs appeared here and there, 
and many floral patterns were made up of tiny flowers 
and leaves arranged in almost geometric fashion—in a 
sweeping swirl, for instance, or bursting in explosive 
lines across the center of the plate. Stars provided a 
theme for many decorations, and the slant of gray rain 
across pink flowers appeared elsewhere. Incidentally, 
this color combination of pink and gray was so prevalent 
that it became practically the theme of the show. 

These colors were also used in glass, in the clear trans- 
parent tones in stemware, in deeper shades of tumblers. 
Several new lines of tumblers made their appearance this 
year, some of them in textured quality and in such colors 
as smoke, amber, marine blue, pink, plum. These are, 
of course, particularly well adapted for use with contem- 
porary earthenware patterns for informal use. 

Contoured stems, bubble stems, paneled stems and 
other forms appeared in the new stemware designs. And 
here, too, there is more color than was used a year ago. 
Smoke-colored or pastel-tinted bowls with crystal stems 
alternated with colored stems and crystal bowls, deco- 
rated or undecorated. Most of the cuttings are rather 
simple in motif and are usually polished, and in one 
line the cuttings are combined with a decorative effect 
resembling engraving. 

Throughout the show there was much discussion of 
the inconvenience of the dates, which for several years 
have been early in January. Most stores are involved 
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in inventory-taking right after the Christmas rush, and 
retailers would prefer a show-time later in the month, 
Taking this into consideration, the show managers are 
planning now to open next year’s exhibit one week later 


in the month. 
* * * 


AVILAND & CO., INC., has realigned its gales 

organization with these changes: Dean Stevens is 
adding Virginia to his territory; John Wilson will cover 
Kentucky, Tennessee, and North and South Carolina; 
Al and Bill Hungerford and Earl Patten will have 
Georgia, Florida, Alabama, and Mississippi; Joseph 
O'Sullivan will cover Louisiana, Arkansas, Texas and 
Oklahoma; Ernest F. Nicholson, Minnesota, Wisconsin, 
Missouri, Illinois, and Iowa; Michael H. Murphy, Michi. 
gan, Ohio, Indiana, West Virginia, Western New York 
and Western Pennsylvania; and Edwin J. Lawn yill 
continue with his present western territory. Fernand 


Desmaison resigned his Chicago territory on Decem: 
ber 31. 
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Above and right: 

views of the re- 

modeled Spode 
showrooms. 


TILL at the same address, 206 Fifth Avenue, New 

York, but completely re-styled and enlarged are the 
showrooms of Copeland & Thompson, Inc., importers of 
Spode china and earthenware and Stevens & Williams 
glassware from England. 

The showrooms, which occupy the entire second floor 
of the building from Fifth Avenue to Broadway, have 
been given additional space by the removal of a partition 
along one side. This, together with the newest designs 
in display fixtures, conference tables and chairs, gives 
an effect of spaciousness and uncluttered simplicity. 
Tones of gray have been used throughout in the decora- 
tion, including the carpeting, and fluorescent lighting 
has been installed to bring out the true colors of the 
patterns. Transparent draperies of fibre glass cover the 
entire window end of the showroom, and against them 

(Please turn to page 188) 
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Sterling silver! $17, plus Fed. tax. (Also in New! 10-kt. goid-filled. Richly engraved. 
heavy chrome plate, $5.75, inc. Fed. tax.) $20, plus Federal tax. 
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good taste...and good profit, too... 
with Jewelers’ Gift ZIPPOS 













































































New | As a fine jeweler, your customers look rich, genuine leathers . . . gold-filled 
7 to you for beautiful gifts in exquisite taste. cases and true-color ceramic designs. 
s 0 


Study them on this page. Then stock 


ams , i 

We i ago a group of , 4 them all—for sales, profits and, 
loor gleaming FE IR SO. A above all, for truly satisfied customers. 
ave indeed to sell. They are so superbly 
tion made that we guarantee they will always 
igns light perfectly—or we'll fix them free ! 
ives 12/4 ® 
“ity. These beautiful jewelers’ Zippos Zl 
— come in precious metals... " + gAlways works—or we fix it free 
aa ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
the In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
1em 
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"Golden Maize" design on new coupe shape 
in bone china has Indian corn center in 
warm fall colors, thistledown and edge 
line in gold; 5-pc. set, $18.50 retail. 
From Doulton & Co., Inc., of New York. 


Serving innovation, this Floraine canape 
set with 334" Dresden-decorated plate 
and matching stainless steel-blade knife; 
gift boxed, it may be retailed at $3.95. 
Sold through Bernard Lipman, of New York. 
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They’re New 


Table-Top Fashions 


"Indian Tree," symbolic of Tree of Life 
of India, is an early Spode design, hand- 
painted in Chinese lacquer red with two 
bands of orange lustre, on Chelsea shape. 
From Copeland & Thompson, Inc., New York. 


New "Damask Leaf" design in china dinner 
ware, done in white against background of 
pink, blue, or gray, finished with plati- 
num line; 5-pc. setting is $15.50 retail. 
By Flintridge China Co., Pasadena, Cal. 





Hand-cut china—two from new group of ac- 
cessories made in white Heinrich china 
cut in sweeping lines filled with fine 
gold; 6!/," jug $15 retail; 334" vase $13. 
From Geo. Borgfeldt Corp., of New York. 


This new Martini mixer in solid jewelers’ 
bronze comes individually gift boxed with 
stirrer, tray, and three glasses. The set 
may be retailed for $25, is distributed 
through Fred Anderson, Los Angeles, Cal. 
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They'll Be Selling 


and Home Accessories 


"Palm Springs,’ new Franconia china pat- 
tern, Transitional style, has pink border 
framing pink bougainville flowers, gray- 
green leaves; 5-pc. setting $13.95 retail. 
From Herman C. Kupper, Inc., of New York. 


New is this sugar and creamer set, with 
its rounded lines, made in heavy Swedish 
crystal by the Strombergshyttan factory. 
The set may be retailed for $15. Dis- 
tributed by R. F. Brodegaard & Co., N.Y.C. 
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New Therma-Server in vitrified china has 
22K gold finish, retails for $14.95. It 
has special water jacket which keeps food 
hot, salads cold; may have silver finish. 
By Kinneloa Kilns, of Los Angeles, Cal. 


Head of the composer Beethoven is modeled 
in pure white Royal Vienna Augarten china 
from Austria; it stands 9!/2" in height and 
may be retailed for $30. Distributed by 
Hudson Art Importing Co., Inc., New York. 








Soft, shaded tones of blue, orchid, and 
green enamels have been applied to cop- 
per in this new bowl, 9!/." long and 3!/." 
wide, which may be retailed for $16.50. 
From A. J. Van Dugteren & Sons, Inc., N. Y. 


Modern in style, new “April Showers" de- 
sign in pink, grays, black; hollow items 
in selid pink and white; new chip resis- 
tant edge; 1I6-pc. set retails at $12.95. 
By Santa Anita Potteries, of California. 
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Speaking of China 


(From page 184) 


are suspended adjustable shelves with slim supports 
almost invisible against the curtain. The showrooms are 
entirely air conditioned. 


* * * 


HARLES W. CARLSON, president of the United 
States Glass Co., has announced the appointment of 
Harry E. McCullough as vice president in charge of 
sales. Mr. McCullough, who has had wide experience 
in both manufacturing and merchandising, has been 
retained for the past year by Magnavox Corp., as sales 
consultant and prior to that he was general sales mana. 
ger of the Crosley Electronics division of Avco Manu. 
facturing Corp. 
* * *% 
—— LIPMAN, head of his own sales repre. 
sentative house, gave a dinner December 29 in the 
Mayflower Hotel, New York, for officers of the newly 
reorganized Roseville Pottery Co., its sales force, and 
members of the trade press. Roseville has recently been 
bought by New England Ceramics, Inc., of Torrington, 
Conn., and the latter factory will be expanded to take 
care of Roseville production there. At present, this plant 
manufactures ceramic novelties. 

John B. Maylott is president of the New England con. 
cern, and he and other officers were present at Mr, 
Lipman’s dinner, discussing their plans for the future, 
Roseville representatives from many parts of the country 
were also guests. Mr. Lipman, who was instrumental in 
arranging the change of ownership and removal of the 
pottery from Ohio to Connecticut, will add Roseville to 
the several other lines, including Floraine ceramic-han- 


dled flatware, which he represent nationally. 
* * 


FERNAND DESMAISONS 





HARLES E. BAUMLE, general sales manager for 
Jackson Vitrified China Co. and Vogue Ceramic 
Industries, has appointed Fernand Desmaison, recently 
with Haviland & Co., Inc., as sales manager in the field, 
effective January 1. Vogue is national distributor for 
Val St. Lambert glass, Wedgwood & Co., Ltd., dinner- 


ware and British Anchor dinnerware. 
* * * 


NEW name has been added to the list of china din- 
nerware lines—Caribe Casual, made in San Juan, 
Puerto Rico, and distributed by U. S. Caribe, Inc., a 
new firm headed by Edwin S. Murphy, formerly vice 
president of Shenango China, Inc., and Castleton China, 
Inc. Mr. Murphy’s company has its New York head- 
quarters at 14] East 44th Street. 
Introduced at the Pittsburgh china and glass show, 
the line includes ten underglaze patterns in colors in- 
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spired by the Caribbean and its islands, and the ware is 
ovenproof. The designs were created by a staff headed 
by Ross Littell, under the general design direction of 
Carlos Montez, of San Juan. The line will be launched 
in major stores on a promotional basis. 

*% * * 

HE Curt L. Sterner Co., of 225 Fifth Avenue, New 
Bia. has been named distributor for the Sondra 
line, of California, for the territory east of Pittsburgh. 
Prvor & Co., Los Angeles, continues to serve the 
remainder of the country. 

*% *% * 

RED ANDERSON, of Brack Shops, Los Angeles, has 

been appointed sales representative by Aztec of 
California, for its line of solid jewelers’ bronze acces- 
sories. 

* * *% 
OE ROEB, of Metalcrafts of California, has been 
elected president of the Los Angeles Gift and Art 
Club, and Clifford Ward, Jr., of Florence Ceramics, has 
been elected to a two-year term on the board of direc- 
tors. Both are members of Registered California. 





Boon to Silver and Giftwares 
(From page 180) 


draw customers back to the department at the rear to 
view our sales stocks.” 

Most of the old natural finish display fixtures have 
been retained, to maintain continuity and the conserva- 





tive dignity of the store. To match them, new fixtures 
are finished in natural walnut. 

The old wall fixtures for hollowware have been re- 
modeled by removing the glass doors. They are placed 
so that customers can walk right up to inspect the mer- 
chandise and note the prices. It may make the store 
vulnerable to some pilferage losses, the owners admit, 
but they believe the advantages through increased sales 
of hollowware will more than offset any small loss. 

The ring department has also benefited from the re- 
modeling, with installation of four new tables modeled 
after a similar arrangement at Zell Brothers, Portland, 
Oregon. The tables are made identically, with rings 
displayed beneath a plate glass top so customers can 
see at a glance the principal assortment. Additional 
rings are kept in trays in locked compartments on the 
salesman’s side of the table. There are chairs on both 
sides of each table so that salesmen consult with cus- 
tomers comfortably and informally. 

The stock of rings is departmentalized into engagement 
rings, mountings, colored stones, and wedding rings. 
Each table is stocked only with rings of one classifica- 
tion. This makes it easier for customers to look over 
merchandise in which they are specifically interested. 

The tables have locked hinged doors for access to the 
shelf beneath the glass, on both the salesman’s side and 
on the outside end. Locks on these doors and on the 
extra compartments are identically fitted to one key, of 
which each salesman has a duplicate for greater con- 
venience in serving customers. Incidentally, the firm 

















Nationally Advertised 


THE FINEST 
Of 
| by COR 
By 


LORENZ 
HUTSCHENREUTHER 


‘J Ive Kiche lou 


Pattern No. 7658 


Available in Place Settings 
Open Stock 
94 Pc and 64 Pc Sets 


APPEARING IN FEB. ISSUE HOUSE BEAUTIFUL 


PAUL A. STRAUB & CO... INC. 


Established 1915 


19 East 26th Street (Near 5th Avenue) 


FOR FEBRUARY, 1955 


New York 10, N. Y. 
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THE WFINE ENGLISH 


DINNERWARE 








Made in England by W.T. CoPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 








NATIONALLY ADVERTISED 


FRANCONIA CHINA 


One of Europe's Finest 
ou, 


via 


Sac ry 
Otawaee 


BEAUTY 
AND 
QUALITY 
THAT 
JEWELERS 
DEMAND 





“ARGENTA” . 


.. in the “Traditional” Style 


Acanthus leaf border in delicate blue-grey tracery on pure 
white translucent china in a Louis XV shape, trimmed with 
finest Platinum. 5-pc. Place Setting with 1034” dinner plate: 
$13.95 (Slightly higher South & West) 


35 @ SEE OUR ‘‘TRADITIONAL’’ — ‘TRANSITIONAL’ 
BEAUTIFUL PAT- and ‘“CONTEMPORARY’’ STYLES at the shows: 


ERNS FROM 
ee MID-SOUTH GIFT & JEWELRY SHOW 


BAVARIA 
FRANCONIA CHINA Memphis—Hotel Peabody 
February 13-15 


is HIGH in quality and 

LOW in cost—patterns 
NEW YORK GIFT SHOW 
Hotel Statler—Mezz. Space 9 


range from $6.95 to 
$17.00 retail for 5- > 
February 21-25 


Place Settings. All N. 
Open Stock. 


HERMAN C. KUPPER, INC. 
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39-41 West 23rd St. 
New York 10, N. Y. 





has the distinction of having on its staff two certified 
gemologists. They are John Friedlander and employee 
Joseph H. Sanders. 

Installation of a false ceiling and a new system of 
ceiling lights were part of the remodeling. The mogt 
unusual feature of the lighting is its flexibility achieved 
by making all lights so that the reflectors can be tilted 
in any direction to focus on any desired part of the dis. 
play room. The reflectors can be tilted from the floor, 

Light classical music is played for patrons of Fried. 
lander’s over a record-playing system installed during 
the remodeling. Speakers are mounted in several parts 
of the store, with separate controls for each speaker, 
Music is played softly and contributes to more leisurely, 
sales-productive shopping. With a full complement of 
records, the system can play for 45 consecutive hours 
without any repetition. 

Contributing to the success of the grand opening was 
an exhibit of a million dollar collection of diamonds bor. 
rowed from a New York diamond dealer. Nearly as 
spectacular was a half-million-dollar assortment of fine 
watches and a special display of “the largest automatic 
watch in the world.” 

One full page ad and four large ads were taken in a 
Seattle Sunday newspaper the day before the opening, 
The newspaper in which the ads appeared cooperated 
with two news stories and photos of the store and the 
three Friedlanders. The firm also mailed out some 
15,000 printed invitations. 

The firm followed up the opening week with a two- 
thirds page “thank you” ad the following Sunday. 





China and Glass 


(From page 182) 


section is one step higher than the front of the store, 
and this contributes to a stage-like effect that highlights 
the china and glass on display. The door at the rear 
of this room has been latticed to lend an additional 
charming touch. China and glass are displayed on 
shelves and stocked in cupboards, both of which are de- 
signed along colonial lines. Indirect lighting plays over 
the merchandise. Shuler’s follows the practice of not 
displaying too much merchandise in one spot because it 
takes away from the beauty of the individual piece. 


TWO SPECIAL TABLE SETTINGS 


There are two tables used in the china and glass shop. 
A round table is used for buffet servings, tea table services, 
and so on. It is close by a wrought iron railing. which 
increases the charm of this table top fashion setting. 
Another table, rectangular in shape, is used for regular 
table settings. In the front of the store is another table 
which is dining room size. This is done with different 
dinner settings each week, using silver centerpieces, 
candlesticks and similar merchandise. This table is in 
full view from the store entrance, and for this reason, 
eye-catching merchandise is always displayed on it. 
Small cards on each of these tables give the prices of the 
pieces displayed in the settings. 

When Shuler’s added the new room, they also redeco- 
rated. Walls and ceiling of the entire store were painted 
dull gray, slightly lighter than charcoal. A light gray 
carpet, lighter than the walls, was used wall to wall 
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throughout. This background was chosen so that the 
merchandise can stand out beautifully, without com- 
peting with the wall color. 

Shuler’s feels air-conditioning is a must. It is essential 
to prevent dust and dirt from settling on china and glass 
and other merchandise, and is important for the comfort 
of customers. 

Customer reaction to the colonial design, Shuler’s 
has found, is “terrific.” Customers often say, “I love to 
come into your store. everything looks so beautiful.” 


National Advertising 
(From page 153) 


There is the type of jeweler who indiscriminately balks 
at using national selling-helps. This may be the man 
who would “cut off his promotion to spite his sales.” 
Likewise, there are manufacturers who do not consider 
the retailer’s requirements in developing their merchan- 
dising and promotional materials. These actions, based 
on superficial thinking, must be set aside. Otherwise, 
neither party enjoys a fair return on his investment. 

Manufacturers complain that too many retail jewelers 
are not exploiting their heavily-promoted national adver- 
tising themes while attempting to develop their own. 
This only serves to cut each effort in half. It is a valid 
complaint, if the manufacturer’s theme meets the retailer’s 
requirements. If the theme is not appropriate, then the 
retailer’s actions are understandable. Here again, the 
answer lies in a greater knowledge of each others’ opera- 
tions and a closer working relationship. 

It just isn’t true that the manufacturer and his adver- 
tising agency sit in their home offices and dream up 
unrealistic programs. It’s our experience that a con- 
stant stream of company and agency merchandising men 
and executives, as well as manufacturer salesmen, pro- 
vide regular detailed reports on what goes on in retail 
outlets all over the country. Creative people who write 
our national campaigns are directly guided by this flow 
of marketing data. In fact, some of our top executives 
have even driven milk routes to get a fresh market view- 
point. 

When a jeweler changes the theme of an ad or pre- 
pares one of his own, that does not mean that his ad is 
not good; every so often it presents a real contribution. 
However, this is not sufficiently frequent. For the bal- 


ance of the time, the jeweler fails to conveniently capi- | 


talize on the many thousands of dollars spent by the 
manufacturer to establish a national brand and create 


consumer demand for that brand. The jeweler, in most | 


cases, is not able to spend enough money to make his 
local idea penetrate. And where jewelers use the usual 
omnibus-type ad—the idea has little chance of success. 
By and large, ignoring the manufacturer’s theme just 
doesn’t add up. 

Everyone does something about cooperative advertis- 
ing, but no one cares to talk about it. This is just a 
switch on that famous weather gag. 

As an advertising agency we've heard and given a 
multitude of arguments for and against cooperative ad- 
vertising. For this occasion we'll just lightly touch on 
the subject. Last year, our merchandising departments 
made an intensive study of the practices and results of 
cooperative advertising in many ficlds, including the 
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New collection of 6 vases and bowls in pure 
white china from HEINRICH & CO., carrying 


the soft-toned leaf design 


“ALLURE” 


introduced last summer in dinnerware. 
Sizes: 4” to 714”. Average Retail: $4.75 each 
Early Spring Delivery 


Assortment 16A, packed 30 pieces to the carton 
with five each of the six styles. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 





44 York St. 
Toronto, Ont., Canada 

















A NEW FAST SELLING HIT! 





... Caprice’ 





_.. by HALLCRAFT 


HOLLOWARE PIECES Crisp leaves and flowers in 
MAKE pinks, greys and yellows 


PERFECT GIFT ITEMS eee with accents 7 0 
and pink. 


. . on Hallcraft's beautiful oval shape 
Send for illustrated brochure showing other lovely patterns. 


MIDHURST CHINA CO. 


129 FIFTH AVENUE 15-125 MERCH. MART 
NEW YORK 3, N. Y. CHICAGO 54, ILL. 
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‘“MINNEAPOLIS” 
NORTHWEST GIFT, ART AND 
HOUSEWARES SHOW 





“MINNEAPOLIS” 


GIFT SHOW 
March 20, 21, 22, 23 


WHERE THEY WILL SEE and BUY 
THE BEST IN DOMESTIC and IMPORTED MERCHANDISE. 


* 

WHERE YOUR PROFITS are UP 
BECAUSE YOUR TRAVEL EXPENSES are DOWN. 
MAKE YOUR HOTEL RESERVATIONS EARLY 

DIRECTED BY 


HELEN BRETT TRADE SHOWS, INC. 


6 East Monroe Street, Chicago 3, Illinois 








from England 
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LS hilefrlars 


Pe is / 
PY STA 


... Bradfield 


The inherent skill of craftsmen in the making 
of fine handmade crystal for almost three cen- 
turies is admirably portrayed in this modern 
design. 
Available in complete stemware suite. 
Prices on request. 


* echieago gift show 


room 784—Palmer house 


R. F. BRODEGAARD & CO., INC. 722, fifth avenue, 


new york 10, n. y. 
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A PROUD OLD NAME 
* Royal Vienna Augarten 


Hallowed by time, this factory founded in 1718, has continued 
the tradition of making china of the finest quality. 
In fine translucent china, three new Madonnas 

Left: No. 1806, 8'' high 

Center: No. 1808, 9!/.'' high 

Right: No. 1812, 12" high 
See the complete line together with Hagenauer Bronzes at the 
New York Gift Show, Hotel New Yorker, Room 634. 


Prices are Retail, subject to usual trade discount. 


J iulleon _Aut Importing Ca, Suc. 


*T.M. Reg. 
225 Fifth Avenue New York 10, N. Y. 
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jewelry industry. It’s a long report and a vee one 

put for this discussion let s make three points: a 

(1) Co-op advertising gets its fullest value on the ye 
level when it works against a solid background o 

ronal advertising. 

(2) sa advertising os be used fairly by both manu- 
facturer and jeweler. Its abuse profits neither. 

(3) Co-op advertising can never substitute for well- 
planned national or regional advertising. 

Better marketing knowledge is the surest approach to 
the efficient use of cooperative advertising money. Our 
‘ntensive study makes one point clear—that if co-opera- 
tive money is given for reasons of offense and not 
defense, and if the sums are in line with the national 
advertising effort and specific marketing objectives, it 
can prove very helpful. . 

It is our experience that increasing marketing knowl- 





edge and a greater awareness by the retailer and manu- | 


facturer of each other’s marketing needs help to provide 
better advertising, merchandising, and promotional ma- 
terial at the national and local levels. It is our wish to 


expand this coordinated type of activity, because we — 


believe that such activity is necessary to bring this 
country’s jewelry distribution and consumption more in 
line with the industry’s productive capacity. 





Jewelers and Other Merchants 
Cooperate in Des Moines Ads 


Each Sunday the merchants of Des Moines publish a 
full page or large ad promoting the advantages of buying 
in Des Moines. Among these retailers are the jewelers of 


the city, including Daniels Jewelers, Fair & Kullander, | 


Helzberg’s, Joseph Jewelry Store, Plumb Jewelry Store, 
Rogers Jewelry and Victor’s Jewelry. 


The ads have been published for the past seven years | 


and are well liked by the people of Des Moines, as they 
demonstrate strikingly the interest the retailers take in 
their city. 

An ad last year in the Des Moines Sunday Register 
showed a big Valentine and the copy read, “Come to 
Des Moines, Valentine Center Heart of Iowa.” Other 
hearts were scattered over the ad, and in each was listed 
some of the products sold in Des Moines, with the idea 
that there were more of them in “the shopping center of 
Iowa.” A big cut of a couple driving in an old-fashioned 
car completed the Valentine theme. 





Can You Top This? 


Feminine logic, reputed to be baffling, lived up to 
its reputation in this story. A lady customer tele- 
phoned Wilbur Horton, Arlington, Va., jeweler about 
putting aside a watchband that she wanted to buy 
for her husband as a gift. Mr. Horton inquired if her 
husband had a large wrist. The lady’s cheerful re- 
sponse came over the wire. 

“I don’t really know. But this will help you. He 
wears a size 11% sock.” 

And she hung up. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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xUTILITY 


FOLDING 
BOXES 


A NEW LINE OF 
FOLDERS AND 
FOLDING BOXES... 
WITH QUALITY 

AT A MODERATE 
COST... 


Y DOUBLE WHITE—INSIDE AND OUTSIDE 


Vv NEW CRISP AND DURABLE BOARD 
DEVELOPED ESPECIALLY 
FOR PICTORIAL 


V EASY TO SET UP 
v NO STORAGE PROBLEM 
v AND LOW IN PRICE 


THE LATEST DEVELOPMENT IN FOLDING BOXES 
FOR GIFT ITEMS, AND IN FOLDERS FOR HANDKER- 
CHIEFS, TIES, SHIRTS, LINGERIE, ETC. CARRIED IN 
STOCK IN PLAIN WHITE AND ATTRACTIVE 
DIAGONAL GRAY STRIPE. AVAILABLE IN SPECIAL 
DESIGN TO QUANTITY USERS. SUBMIT SPECIFI- 
CATIONS FOR ESTIMATES. 


Complete Gift Catalog Upon Request 


PICTORIAL PAPER PACKAGE CORPORATION 


15116 MERCHANDISE MART = 239 
CHICAGO. ILLINOIS 


SOUTH LAKE STREET 
AURORA. ILLINOIS 
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é Gleaming Silver 


~SERVETTES 


to retail from *4° to 11° 


styled for moderns 
—priced for volume! 





Here's a brand new gift market for 
you! Servettes combine the quality appeal 

_ of superb silverplate with the sleek lines 
so much in demand for today’s decor. 
Made in the U.S.A. by The Sheffield Silver 
Co., the nationally advertised brand name 
your customers know! In 12 styles and sizes. 





Nationally Advertised 


in 


The New Yorker + House and Garden 
: House Beautiful 
& 


mz SHEFFIELD SILVER COMPANY 
Se ae Cre rers 


















































Can You Top This? 


The jeweler or watchmaker is in contact with the 
finer emotions of life because jewelry store mer. 
chandise is often given to express love and friend. 
ship. But sometimes he catches a glimpse of the 
opposite side, the days when affairs of the heart are 
not smooth sailing. 

Watchmaker Hamilton E. Pease, Providence, R. L., 
was approached one day by a well-dressed gentleman, 
obviously a man of means. He nervously told Mr. 
Pease he wanted to talk to him in confidence, though 
it was apparent he didn’t know how to begin. Finally 
he asked Mr. Pease if he knew a certain lady, and 
the watchmaker replied that he did but in a business 
way only, The man said the lady and he had quarrel- 
ed, She had returned the watch he had given her, and 
he had thrown it on the floor and stepped on it. 

Now he was sorry and wanted it repaired. The lady 
had suggested Mr. Pease as a watchmaker. The man 
was willing to pay the high price necessary to repair 
the timepiece, but Mr. Pease was to say to the lady 
it was only a small job. 

The next day the man came in again. He had a 
sheepish expression on his face, and Mr. Pease 
wondered what was going to happen this time. He 
gave the watchmaker a man’s watch that was in bad 
shape, and said briefly that he wanted it repaired. 
He departed without offering an explanation of the 
damage. Apparently his watch had been stepped on 
by his lady and in no small way! 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Bridal Merchandising Department 
Opened by Phoenix Jeweler 


Rosenzweig’s, Phoenix, Ariz., opened a beautiful new 
addition to its jewelry store for china, glass, silver and 
lamps. Though this merchandise was carried before, 
this is the first time it is on the same floor level for the 
customer’s convenience. The newly acquired room is 
60 by 30 feet, and is conveniently reached through a 
broad, 12 foot wide archway at the rear of the store. 
The new space includes the sterling flatware and hollow- 
ware department, featuring more than 75 active patterns. 
The arrangements here stress sit-down comfort for the 
customer. Open stock dinnerware occupies most of the 
entire right wall of the big room, with five tiers of parti- 
tionless shelving displaying some 80 samples in indi- 
vidual place settings. Rosenzweig’s also maintains two 
display tables out in the main section of the store, where 
the pattern selections of brides are displayed. The store 
currently averages better than 300 bridal pattern regis- 
trations a year. 

In the right corner of the room, crystal displays close- 


_ ly duplicate those in the dinnerware section, and feature 


50 patterns of crystal. “We welcome customer handling 
of displayed merchandise,” Rosenzweig said. In the left 
rear corner of the new department are lamps, a specialty 
of the Arizona store for 17 years. Unusual lamps, only 
one of a kind in the inventory, have a definite place in 
bridal and home merchandising, Rosenzweig’s believes. 

The gift department of the store is spread out over the 
central sales floor to encourage browsing. A wide va- 
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riety of tables, many of them furniture that is for sale, 
display gifts classified to appeal individually to the cus- 
tomer instead of being separated on the basis of price. 
However, all items are price marked. 





Consistent Promotion Builds 
Sterling Hollowware Sales 


Ernest Krauss, Krauss Jewelry Co., West Palm Beach, 
Fla., stated recently, “$2,000 a month in sterling silver 
hollowware sales may not seem a very big sum in a 
great metropolis, but in a city like ours—under 50,000— 
that amount looks pretty good.” 

His first step in achieving this sales figure ‘is to see 
that the sales force has a thorough knowledge of all the 
selling points of the various pieces. This includes their 
names, the place in the tea or dinner service, knowledge 
of the manufacturer and details of construction. 

In newspaper advertising, Krauss’ use cuts drawn from 
an actual item of merchandise which is in stock, and 
these pieces are always shown in the window at the time 
the ad is run. The store also strives to impress the pub- 
lic with the completeness of its stock by making mass dis- 
plays in the window. Its eight foot window contains 48 
pieces and during sterling campaigns, samples are shown 
of all the sterling items carried in stock. 

“Since we do an extensive bridal business every 
month,” Krauss stated, “we use great care in purchasing 
hollowware to match our silver flatware. This is espe- 
cially valuable as the wedding approaches. Latecomers 
seeking to purchase flatware and being told that the 
bride has completed her set can frequently be sold 
hollowware when we tell them we can supply items to 
match the bride’s flatware. 

“Since sterling hollowware is a luxury item, many 
jewelers congratulate themselves on being able to make a 
sale, and consider it a completed matter. However, there 
are many people who plan to add more pieces, so we 
keep complete records of every sale, and at least once 
a year contact these customers by direct mail. This 
makes them hollowware conscious. We also have a table 
devoted to sterling hollowware pieces, and this always 
attracts visitors, bringing its beauty to them much more 
strikingly than when it is shown in wall cases. 

“By keeping a check on customers’ comments, we de- 
termined that three out of five purchases of sterling hol- 
lowware are made for gifts. Our advertising and over 
the counter suggestions are slanted in that direction.” 


Flat Watch Repair Rate 
Stimulates Repair Business 


The Dothan Jewelry Co., Dothan, Ala., made a special 
two week repair promotion to combat a slow-down in 
watch repairs. Owner L. Pollock used three radio spots 
a day and a daily newspaper ad over the two weeks to 
make his offer to put every watch back in running con- 
dition at a flat price of $5. Replacement parts, the ad 
pointed out, would be extra. 

A display window was also used in the promotion. It 
showed antique watches primarily, loaned to the store 
by customers who had brought them to Dothan Jewelry 
for repair. 

Pollock said he took in 30 watches in one day. “Only 
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VOLUME PRODUCTION makes it possible! 
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a few required extra parts,” he said, “and we were able 
to make good the $5 rate on the majority of them. In 
many instances, watches brought in to take advantage 
of the $5 figure were repaired for less. Whenever this 
was the case, the customer was given the benefit of the 
difference. We know this has created a lot of goodwill.” 
A surprising development of the promotion was that 
many old timepieces, obviously heirlooms, were brought 
in. “It was plain that the owner had cherished an old 
watch for many years, but had hesitated to have it re- 
paired for fear costs would be excessive,” Pollock said. 
“The watches were, for the most part, in good enough 
condition to require only standard repair work.” 





Can You Top This? 


A lady customer came to Weymouth Jewelers, 
Weymouth, Mass., and sadly announced she could 
not cope with the irregularities of her watch. It seems 
the timepiece gained 20 minutes a day, and she was 
remedying this by subtracting that many minutes 
when she checked the time. She reset the watch every 
evening. This worked fine for a while, but apparently 
she then got mixed up in her calculations. 

She complained that her fast watch made her late 
for work! 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Changes in Social Security Act 
of Great Interest to Self-Employed 


The 1954 changes in the Social Security Act are sig. 
nificant in terms of increased benefits; extended Coverage 
to groups not previously covered; increased earnings 
allowable without loss of monthly benefits: the introduc. 
tion of a “disability freeze” in the event of total dis. 
ability; and many technical changes to eliminate existing 
inequities. 

Every self-employed person will be affected by these 
changes. This will be true not only in terms of retirement 
benefits, but also as survivors protection for the family 
in the event of death. 

The self-employed individual will continue to report 
his net income at the same time he files his income tax 
return. The report for 1954 will be due by April 15, 
1955, covering net income of $400 up to $3600 earned 
in 1954. The Social Security tax rate remains at 3 per 
cent. Starting with 1955 the taxable base is increased 
to $4,200. The same tax rate will apply through 1959, 

Following are some highlights of the new amendments, 
All beneficiaries who were receiving retirement or sur. 
vivors payments were given an automatic increase ef. 
fective with September, 1954. This increase brought the 
current minimum payment up to $30 monthly, and the 
current maximum from $85 to $98.50. The monthly 
payment can now increase to a new maximum of $108.50. 
This new maximum can gradually be realized beginning 
in April, 1956, but not before that date. 

Benefit rights of totally disabled workers will be pre- 
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Never before has a display been offered to the dealer with so many advantages. YS 
It has distinctive appearance, intriguing action...and its merchandise racks t Ei . 
spotlight the merchandise you wish to feature in your window or in your store! Pe ZG = 
: ae COPY Ps ” ee 
(S (Se, ‘ @ Stunning, convex brass dial, polished and lacquered, 
\ ey xe Pa co Py 


He vs with high relief markers. 
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40%or i acca Gy 


Fe @ Flat metal back, approx. 11’ dia., with detachable 
brackets for mounting merchandise ! 


@ Glass shelf at base affords 62 sq. in. display space... 
carries maximum weight of 3 Ibs. of merchandise. 


@ Metal band over dial top, approx. 214 x 13” long, with 
space for message front and rear. 

@ Extremely powerful, heavy duty clock motor in station- 
ary metal base. 


Testi 





@ Entire assembly turns at two rev per minut 
around its vertical axis, exposing alternately the time 
dial and rear display, the two messages on advertising 
band and the merchandise arranged on the revolv- 
ing shelf. 


Special nylon gears and bearings assure long, trouble- 
free operation. Comes complete with 6 ft. cord and plug. 


110 volts A.C. 60 cycles well regulated electric power 
required. 


e _ display approximately 19’ high by 15’ wide by 
deep. 


iB 
Deluxe Clock Display $ <y 4.5 Oo 


GLO-DIAL Clock Sales Company 
580 Fifth Avenue * New York 36, N. Y. * PLaza 7-2960 
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served by eliminating the period of total disability from 
the computation of the average monthly wage when the 
individual attains age 69. No benefit is payable, however. 
during the period of disability prior to age 65. Applica- 
tion for this action can be made starting with January, 
beneficiaries under age 72 will be allowed yearly 
igs up to $1,200, without loss of any social security 
: This will become effective in 1955. Previously, 
ess of $75 a month caused a deduction 


earnil 
payments. 
earnings in exc 
of social security for that month. 

The age at which an individual can receive monthly 
benefits regardless of the amount of his earnings has 
been reduced from 75 to 72, effective January, 1955. 
This feature will be of particular interest to the self- 
employed, many of whom continue in business after 


age 65. 


Builds Up Watches as Best 
Part of His Business 


The jeweler who is attempting to build his fame as a 
watch retailer must capitalize upon every possible source 
of publicity and’ showmanship. according to Sidney 
Cahan, owner of Centre Jewelry Co., New Bedford, Mass. 
He recently entered the jewelry business after developing 
an interest in it in 1946 while in the service. When he 
was separated, he established his own store. During his 
first two years, he found that his best strength lay in 
merchandising watches. While Centre Jewelry is stocked 
with the standard item of the jewelry store, it is heavy 
in watches. Cahan said, “I found that watches offered 
us the greatest opportunity for expansion; we were ex- 
periencing better than average turnover in every brand 
we handled. We credit a lot of this to a Sunday morning 
quiz radio show, but more to capitalizing on stunt promo- 
tions.” 

Some 60 per cent of the Centre Jewelry stock is in 
watches. During graduation. Father's Day and _ the 
Christmas season, even more space is used. Both win- 
dows of the store have at least half of their space de- 
voted to watches, and sometimes both display windows 
are devoted entirely to watches. 

Cahan personally is a “walking plug for wrist watches” 
by always wearing four expensive models. Getting the 
assistance of one of the top manufacturers of expansion 
type bands, he had two wrist watches mounted on two at- 
tachments, one at the bottom and one at the top of each 
band. He simply pulls back his cuff and displays in- 
stantly four of the finest wrist watches sold by Centre 
Jewelry. 

“Though this may sound showy, it actually isn’t,” 
Cahan said. “I don’t show the watches off unless a gift 
timepiece for a man is heing sold. Then the wrist dis- 
play has a telling effect. I have sold more expensive 
wrist watches merely by tugging back my own sleeve 
than through all other promotional efforts.” 

Centre Jewelry also promotes watches over a radio 
show called “Your Program.” Customers are asked to 
listen for a telephone call during the Sunday morning 
broadcast, and identify a local southeastern Massachu- 
setts city, the name of which is obscured in a short 
couplet or jingle. The correct guess wins a watch priced 
at about $49.50 or $59.50. 
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Helps SELL merchandise 
INCREASES STORE PRESTIGE 


Neat, legible. MONARCH price-mark- 
ing improves the appearance of any mer- 
chandise. Always accurate, it reflects good 
management, gives customers confidence 
along with correct information. Ends the 
price errors and misunderstandings caused 
by smudged, crowded pen and pencil price- 
marking. é 

The MONARCH Pathfinder price- 
marking machine gives the most help with 
the smallest investment. Price-marks 30 
sizes of 10 styles of Tickets, Tags and 
Labels, including pressure-sensitive SENSO 
Labels that stick securely to either flat or 
curved surfaces without moisture. IIlus- 
trated folders and sample tickets, tags and 
labels are yours for the asking — without 
obligation. 





Cli 535 
75/C 57 
$2.00 
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Post Office Zone State 


Monarch Pathfinder price-marking machine. 
Hand-operated. Price 





*F.0.B. Factory $45 


*Prices quoted are for the U.S., possessions and 
Mexico. State and City Tax when applicable, extra. 





FILL OUT, AND MAIL 





The MONARCH Marking System Company 


216 S. Torrence St., Dayton 3, Ohio 


Please send illustrated folder on Monarch Pathfinder Price-Marking 
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Can You Top This? 
Just let an over-resourceful amateur get his hands * 
“Y into the works of a watch that needs repair and ” 
there’s no telling what wiil happen. Such a pers 
by 0 ro ype Cou was involved with a customer of R. W. Lohe, eae in. 
| Montana, jeweler. The customer met the new drug. on 
For New Goods or Repairs gist in town on the street and handed him a pocket th 
watch to be repaired. He was confusing the druggist 
with Mr. Lohe, who had not been located in town 
very long either. But the druggist—undaunted—p. 
dertook to repair the watch. 
Meanwhile, the customer dropped in on Mr. Lohe 
to see what was wrong with his timepiece and rea. fy 
lized his mistake. He dashed to the drugstore. To “ 
his consternation, the druggist had just taken the ha 
watch apart and had done so without releasing the lu 
main spring. The watch had flown apart and pieces sh 
were scattered everywhere. Not all of them could be de 
found and Mr. Lohe was forced to order several d 
parts. . 
But the druggist still had not learned his lesson. ™ 
He came over to Mr. Lohe and said, “I knew what 
was wrong. This little thing wouldn’t go back and TI 
A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type forth!” to 
C. Knife Blade (Medium) D. Cheese Scoop : P : : 
Write us a note about your unusual business experience ju 
Leading silversmiths and repair shops look to (Literary style is unimportant). $5 will be paid for each 
Northampton for finely finished forged stain- | story published. Address JC-K Editorial Dept., 100 E. fu 
less steel blades. Unequalled for quality, 42 St.. New York 17, N. Y. No manuscripts returned; 
beauty and craftsmanship since 1871, North- all become property of JC-K. Jeweler’s name and town fr 
ampton offers a wide variety of specialty items will be used in story unless request is made to omit it. 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 
i omoted with 
NORTHAMPTON CUTLERY COMPANY Sey a eae ey oi y 
in 
NORTHAMPTON 2, MASS: @ — ESTABLISHED 1671 Telephone Promotion to Mothers - 
A few extra minutes per day on the telephone speaking - 
to mothers of new babies, and a good follow-up atfter = 





that, has brought a substantial increase in baby gift 


St. J oseph of Copertino sales at the Dothan Jewelry Co., Dothan, Ala., according 


J is to owner L. Pollock. 
Flying Medallion His baby gift department occupies an entire wall and 
counter case at the rear of the store. More than 250 
gifts for infants appear here. Pollock promotes this 
selection with the slogan “Southeast Alabama’s largest 
choice of infant gifts.” He has found that his best way 
to merchandise this selection is to establish a personal 
contact with the mothers of new babies immediately after 
the event. Such contacts are initiated through a daily 
check of the births column in the Dothan newspaper. 
Other information on births is provided by cooperative 
customers, and many physicians have made it routine 
to notify Pollock, who is a popular figure in this city 
of 25,000 about a new baby. 

At each event, the mother is telephoned the store’s 
congratulations and she is invited to drop in, as soon 
as possible, to visit the baby gift department, where the 
store will have a present for the baby. This is a tiny 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 


ous during World War II as a special guardian of air travelers, gold ring, which can be engraved with the baby’s 
Panay for the — nee mares oa . initials and date of birth. Though it may be two weeks 
og gol d alte ee, oak a ee eee to a month until the mother visits the store, Pollock 
S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. packages the ring in an attractive white gift box, tied 
gold Horseshoe key chains. with blue or pink ribbon, and has it ready. 
yer =_— and 14Kt. gold medallion on S.S. and 14Kt. It is pointed out to the mother on her visit that Dothan 
0 s, ° . . 
a ” Jewelry has made a specialty of infant’s gifts. One shelf 
@ Write for price list @ in the wall case is at eye-level and is reserved for new 
items, includi lti ' 
AIRBORNE MEDALLION CO. . ng novelties and gadgets. The store also 


registers the mother’s choice of baby gifts, in order to 


SOS See See Se. wevllicteniacionnisintia shnatinticnt help the mother obtain the gifts she likes for her baby 
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m friends and relatives. The mother is asked to point 
ikes, and this information is brought out 
ative or friend buys for the baby. 


fro 
out what she | 


henever a rel ’ 
¥ Pollock also keeps in touch with the mothers, mention- 


tems as appropriate gifts for birthdays and so 
Its of this follow-up have been repeat sales and 
the building of a long term relationship with the family. 
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What Would You Have Done? 


man heard the engine cough and sputter a 
Pi oe and said to himself, “That does it. Pil 
have to pull over to the side of the road.” And it was 
lucky he did. The engine quit when the car crossed the 
shoulder of the highway. He sat in his car and won- 
dered, “What next?” He had never seen a road look so 
dark and unfriendly, even with the traffic whizzing by 
and the lights of the city beckoning in the distance. 

A car went by, slowed and stopped down the road. 
The salesman didn’t know what to do. Then he decided 
to get out of the car, but he had no plan in mind. He 
just waited. A man walked up the highway toward him. 

“Anything the matter, fella?” the stranger said cheer- 
fully. He was young, sharply dressed and looked 
friendly, but then you never could tell. 

“Why, yes, in a way,” the salesman replied. 

“Anything I can do to help?” 

“Why, yes, thank you, if you will be so kind. Perhaps 
you could phone my wife at the first place you can find 
in the city, and tell her to drive out here after me. My 
car broke down.” 





“Why not let me give you a lift into the city? I’m 
going right in myself. It will save your wife the long 
drive out here.” 

“Oh, no, I wouldn’t trouble you. Thank you very 
much, but my wife won’t mind. She understands. I’d 
better stay here by the car—see that nothing happens.” 
The salesman was getting more nervous and jumpy 
every minute. 

“Nonsense! Just tell me where you live and I’ll be 
glad to take you on into your home.” 

The salesman looked at the cars passing by on the 
highway, shifted uneasily on his feet and took a good 
look at the young man. He looked honest, but then you 
never could tell, he thought again. On his part, the 
young man was beginning to wonder. This guy was act- 
ing crazily. Here he was, going out of his way to offer 
assistance, and he had to persuade the guy to take it. 

“Well, OK. I think I'll go with you. Just let me get my 
suitcase.” Nice of him to allow me this privilege, 
thought the young man. 

The salesman took out of the stalled car a large, nar- 
row box instead of a suitcase. The young man felt this 
looked even more suspicious. He began to doubt the 
wisdom of stopping to help this man. As they arrived 
at their destination, the man said: 

“I don’t know who you are, but you’re a real friend. 
Come in, I want to show you what you’ve done for me, 
and I want you to meet my wife.” 

Puzzled, but curious, the young man went into the 
home, where the wife was waiting for her husband. 

“Oh, I was getting so worried,” she cried out, as she 
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JEWELRY ENGRAVER’S MANUAL 


By John J. Bowman and Allan Hardy 
A sensation when it ran serially in JC-K. 


Now in permanent book form for shop and home reference. 
From basic elements of drawing to the fundamentals of 
the use of tools, this book takes the beginner through the 
necessary steps of learning to be an accomplished engraver. 
Also contains a wealth of material for the practising 
artisan. A must for anyone interested in the art of engrav- 
ing, particularly as it applies to its application to jewelry 
and silverware. Contains 152 pages, many illustrated 
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threw her arms around her husband. 

While he greeted her, he still held onto the long, nay. 
row case. She looked down at it. 

“Is everything all right?” 

“Thanks to this gentleman, yes! He found me stranq. 
ed on the highway and drove me home. I want to shox 
him why I was so careful.” 

The salesman opened the case and revealed hundreds 
of diamonds. a fortune in gems, to the startled eyes of 
the young man. At last the young man understood the 
nervous behavior of the other man. He was a diamond 
salesman. 


Finds Photography Kits 
Best Way to Sell Cameras 


There are only two profitable methods for the jeweler 
to get photography equipment sales, according to Al and 
Harry Rubin. owners of Kenmark Jewelers, Denver. 
Colo. ; 

“The jeweler should either stock photography equip. 
ment on a complete scale or leave it alone altogether,” 
Harry Rubin said. The photography fan demands a full 
stock, service and supplies. Unless the jeweler takes 
time to build a reputation along these lines, the camera 
department won't show results. However, there is an. 
other method, where the jeweler can make a worthwhile 
unit sale and compete with other camera retailers. “We 
have discovered that there is a definite, growing market 
for photography kits,’ Rubin said. 

The kit appeals strongly to both the gift purchaser 
and the amateur photographer. Kenmark’s camera 
sales are split almost equally between these two cus- 
tomers. The kit, Rubin points out, is ideal for the jew. 
eler to sell. The kit is not complex, the salesperson does 
not have to be an expert on photography, and little time 
is required to make the sale. All of the information 
required to operate the camera successfully is included in 
a booklet which Kenmark offers as part of the kit. 

The unit sale from $30 to $40 of the camera kit has 
added more on the store’s sales records than the low- 
priced cameras which Kenmark Jewelers formerly car- 
ried. It is important that the jeweler develop his own 
kits, rather than sell the kits already promoted in other 
retail outlets, Rubin emphasized. This way it can’t be 
duplicated and creates new prospects wherever the kit 
is used. 
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Shown in the photo is the window display which fea- 
tures a Kenmark photography kit. It includes a simple 
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reflex-type camera, a five-piece filter kit, complete flash 
unit with batteries, four flash bulbs, a carry-all bag, and, 
as a particularly important sales builder, a beginner's 
book of instructions. Offered at $29.75, with a year’s 
free supply of film, based on one roll per week as the 
manufacturer $ contribution, this kit has proven out- 
standingly successful, according to Rubin. Eye-appeal 
has been added to the kit by clipping a glamour shot of 
a movie star to the display board. 





Can You Top This? 


A new salesgirl at Manitzas Credit Jewelers, Sils- 
bee, Texas, was waiting on a woman who was inter- 
ested in buying a birthstone for herself, 

“What month were you born in, madam?” in- 
quired the girl, enthusiastically. 

The customer stated the month, inquiring, ‘““What 
is the colored stone for that month?” 

The inexperienced salesgirl, eager to show her 
efficiency, glanced quickly at a color chart taped to 
the counter and answered with a look and voice of 
triumph. 

“The stone for that month is green spinal.” 

“Spinal? That’s the same as the backbone. How 
interesting!” 

“The same as the backbone?” asked the puzzled 
girl. 

“Yes, pronounced the same.” 

“Oh, yes.” said the girl, nodding her head vigor- 
ously. 

By this time, manager Mickey Cohen was able 
to control his laughter and step in to straighten 
matters out, 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
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Success of Jewelry Store in Small 
Community Built on Watch Repairs 


“Today, the local jeweler starting business in a small 
community must rely on his watch repair department as 
the best, in fact, the only way in which he can build a 
successful jewelry business.” So say Frank and Artie 
Wiltshire, who have owned and operated Wiltshire 
Brothers in Media, Pa., for the past 15 years. So many 
businesses, they point out, have invaded the jeweler’s 
field, that today watch repairing is perhaps the only line 
that is still confined to the jewelry business. 

Once established, the jeweler can branch out, but 
many additional lines require a large outlay of money, 
which the small jeweler is not able to provide in his 
early venture. But reliable, satisfactory watch repairing 
is always in constant demand, and once a customer 
latches on to a good repair jeweler, Wiltshire Brothers 
believe, he will stick with him. 

Wiltshire Brothers started in just this way, with Artie 
Wiltshire doing the repairing. Today, they have more 
work than they can handle and have ceased advertising 
this department, since they do not care to send work out 
nor employ others to do it for them. 

Another problem of the jeweler in a small community 
near a big city is suitable advertising. Advertising in the 
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TERRITORIES 
OPEN 


* 


Aggressive personable man to 
carry fast moving line of fancy 
wedding rings and wedding ring 
sets, colored stone guard rings 
and wide love bands (no dia- 


monds). 


Excellent sideline. 
Draw available. 


Write or call 


KOU SIN JEWELRY CO., Inc. 


12 JOHN STREET NEW YORK 38, N. Y. 
REetor 2-3733 
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EBecuks 


IN GENUINE MOTHER OF PEARL 


29/100—Compact, genuine Oriental Mother of Pearl, Brick 
design, wafer thin case with inner door. 


Matching cigarette lighter, cigarette case and ac- 
cessories availabie. 
P273B —Bracelet, Oriental Mother of Pearl inlay squares. 


P273E —Earrings to match bracelet: either clip on or 
drop. 


the MARHILL co., inc. 
235 FIFTH AVENUE 
NEW YORK 16, N. Y. 
MUrray Hill 3-3560 





nearby large city dailies is very expensive, and reaches 
only a few of the potential customers, since city people 
are not likely to travel to the suburbs for jewelry pur. 
chases or watch repairs. The distance likewise makes jt 
impractical for many suburbanites to come to the store. 

Wiltshire Brothers came up with a happy solution 
to this problem by paying along with 13 other firms, 
representing other types of businesses, for the support of 
a local paper, The Weekly Visitor. This eight page paper 
carries news of Media and its surrounding areas and js 
mailed to the local citizens. It carries advertisements of 
the 14 firms that support it and also accepts ads from 
other local firms. It is much better than circulars. 

The Wiltshire brothers also say that to build a busi. 
ness in a small community it is essential for the jeweler 
to get to know the local people. The best and quickest 
way to do this is to join the local organizations and to be 
active in civic affairs. The Wilshire brothers belong to 
the Veterans of Foreign Wars, the Media Business Assn., 
the Rotary Club and the Borough Council of Media, 
where they have taken an active part. 





Repair Department Moves Next Door 


Stohlton’s jewelry store, San Francisco, has done some- 
thing different to make its watch repair department ap- 
peal in an outstanding way to the passerby. It has 
located the repair department in a little shop which is 
directly next door to its main store. All the customer 
has to do is step inside the door, and he is given imme- 
diate attention by the watchmakers. This makes the 
typical customer feel very important, and he is imme- 
diately willing to leave his watch at Stohlton’s. 

The separate location has the additional advantage of 
having a “personality” of its own, where the watch- 
makers can give a personal touch to their services. In 
effect, it has the intimate atmosphere of a little local 
jewelry shop. 

A large sign above the display window of the shop 
issues a clever invitation to potential customers. It 
reads “Stohlton’s Watch Hospital. If Stohlton can’t fix 
your watch, throw it away!” Appropriate red crosses 
are placed in the middle of the sign. 





Can You Top This? 


A woman was being shown a selection of watches 
at Levine’s jewelry store, Smithfield, Va. She wanted 
to know how much the store would offer for her old 
watch. She was told that $10 would be given as a 
trade-in allowance. She said she didn’t like any of 
the watches and walked out. A short time later she 
returned. 

“Madam, can I wait on you again?” asked the 
jeweler. 

“No! I found the watch I like down the street. 
I just want my $10.” 

“Your $10?” 

“Yes. The $10 you offered for my old watch!” 

Is it nerve or ignorance? 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y.. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 



































— Shown Same Size. ‘Beauti- ¥ 
fully executed with colored * 
stones and imitation Lome * 
Pn No TC Pi 

$2.50 
Keystone - 















HERE’S PROFIT FOR YOU! B. David gives you fast 
selling, high profit designs of unequalled bril- 
Three dynamic, free-form platforms comprise each flexible display set! Use liance, guaranteed craftsmanship, Sold only to 
them individually, as a set or combined with other contrasting platform you, the jeweler. 


sets. Create hundreds of different combinations quickly and easily for 
smart window or showcase displays of all jewelry items. Deluxe construc- 





tion of every unit is typical of Pelzner quality; specially laminated wood- . e e 
product guaranteed against warp or curl. Luxurious, hard-wearing Crys- PINS NECKLACES EARRINGS 
telle Velvet covering fabric in 18 sales proven color tones. EASTERN STAR « CROSSES ° JEWELRY 


Center Set 
$29.50 ea. 


| \ 
| "sias0 eo. orton elmer | _ Gy] th 
| silat 986.50 JEWELRY Displays | (oo ma @ 


N\ ss 


J RDAVIDG ........:.. 


WRITE OR WIRE FOR COMPLETE INFORMATION & COLOR SWATCHES “WS 2508-Vine Si. . Claas 19 Ohne 


2445 TARAVAL STREET, SAN FRANCISCO 16, CALIF. 























f Now Ready— | 
: 29th ANNUAL REPORT on the | ART MONOGRAMS 
; DIAMOND INDUSTRY, 1953 | and LETTERING 
| BY 
; J. M. BERGLING 
x 18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 


? ih | | i The Jewelers’ Circular-Keystone 
: | 100 E. 42nd St., N. Y. 17, N. Y. 














Lads tp 


SELL AMERICA'S MOST 
PROFITABLE LINE OF 
aii! 10 KT. AND GOLD FILLED 
ge eee meecemyy EARRINGS & BRACELETS 
BBE <IMS> aMS Jewelry Manufacturing Co, 


onan cutting and selling diamonds. 
a LIBERTY STREET, BLOOMFIELD, NEW JERSEY 


PRICE POSTPAID 50 cents a copy 
THE JEWELERS’ CIRCULAR-KEYSTONE World’s Largest Manufacturer of Quality Earrings 


Remittance must be sent with all orders—no charge accounts opened 
100 East 42nd Street New York 17, N. Y. 
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NATIONAL 


. ' . : ‘ 
Names given in each case are those of president and secretary. 


American Gem Society—Oscar Kind, Jr., 1342 Chestnut St., Philadelphia, Pa. (Also 
International Committee Chairman) ; Alfred L. Woodill, Exec. Dir., 3142 Wil- 
shire Blvd., Lon Angeles, Calif. 

American National Retail Jewelers Association—Oscar Kind, Jr., 1342 Chestnut St., 
it. rccamma Pa.; Charles M. Isaac, Exec. V. P., 551 Fifth Ave., New York, 


American Stone Importers Association—George S. Heller, 2 sq 46th St., New York, 
N. Y¥.; Lloyd V. Lassner, 10 West 47th St., New York, N. Y 

American Wateh Association—S. Ralph Lazrus, 50 West 44th s. New York, N. Y.; 
William H. Fox, Exec. Secy., 39 Broadway, New York, : B 

Associate Jewelers, Inc. —Philip | Skalet, 62 West 47th St., er York, N. Y.; Tobias 
N. Berger, Exec. Dir., 277 wate New York, N. Y. 

Brotherhood of Traveling Jewelers—John W. Colgan, 82 Fulton St., New York, N. Y.; 
Archer L. Chapin, 18 Park Road, Maplewood, N, J. 

Canadian Jewelers Association—Donald F. Smith, 135 St. Paul St., St. Catherines, 
Ontario; Norman J. Leach, Federal Building, 85 Richmond St., W., Toronto. 

Clock Manufacturers Association of America—Joseph Ingraham, 934 N. Main St., 
Britsol, Conn.; George S. Stearns, Jr., 215 Church St., New Haven, Conn. 

Costume Jewelry Trade Association—Ernest S. Heller, 411 Fifth Ave., New York, 
N. Y.; Louis Krussman, 16 East 40th St., New York, N. Y. 

Diamond Council of America—H. A. Goldberg, 327 aga St., Portsmouth, Va.; Mel- 
vin Rudolph, 541 S. Clinton St., Syracuse, N. 

Diamond Manufacturers & Importers Association of ieee allace W. Harwood, 
4 West 58th St., New York, N. Y.; Ethel M. Friedman, Exec. Secy., 342 
Madison Ave., New York, N. Y. 

Educational Jewelry Manufacturers Association—Paul G. Morris, P. O. Box 1207, 
Houston, Texas; Byron L. Shinn, Exec. Secy., 527 Fifth Ave., New York, N. Y. 

Fountain Pen and Mechanical Pencil Manufacturers Set N. Wood, 
The Esterbrook Pen Co., Camden, N. J.; Frank L. King, Exec, V. P., 1426 G 
St., N.W., Washington, D. C. 

Gemological Institute of America—Dean Edward H. Kraus, Mineralogical Labora- 
tories, University of Michigan, Ann Arbor, Mich.; Fred J. Cannon, 315 West 
5th St., Los Angeles, Calif. 

Gem Trade Laboratory— (Now part of the Gem Trade eae of the Gemological 
Institute of America, 5 East 47th St., New York, mad 

Horological Institute of America—Howard S. Schrantz, hoe Euclid Ave., Cleveland, 

Jhio; Forrest E. Peters, Exec. Secy., 817 14th St., N.W., Washington, D. C. 

Jewelers Board of Trade—Lester S. Wall, 244 Broad St., North Attleboro, Mass. ; 
Vincent F. Chapman, 413 Turks Head Building, Providence, Bg. I. 

Jewelers Security Alliance—Walter Eitelbach, 2 West 47th St., —_ PROTO INs Rss 
Richard C., Murphy, Exec. Sec., 535 Fifth Ave., New York, N Din Rs 

es Vigilance Committee—G. H. Niemeyer, 82 Fulton St., <t Tork, N.. ¥. 

- Irving Grinberg, Exec, Vice-Chairman, 45 West 45th St., New York, N. Y. 
ae Crafts Association—Isadore Gratz, 42 West 48th St., New a N. Y.; Henry 
L., Sperling, Exec. Secy., 20 West 47th St., New York, 

Jewelry Industry Council—Irving N. Chayken, Chairman, 5142 Sai Ave., oo 
mond, Ind.; Albert E. Haase, President, 608 Fifth Ave., New York, N. Y 
Machine Chain Manufacturers Association—Albert F. Weisner, Jr., 150 Willard Ave., 

Providence, R. I.; Hans Bemberg, 70 Ship St., Providence, R. 
eee tay Xe Jewelers ‘Sales Association—Joseph Lavan, 50 Aleppo St., Providence, 
—— C. Bulkley, Exec, Secy., Sheraton-Biltmore Hotel, Provi- 


maak 

Metal Findings Manufacturers Association—John Murray, 151 Exchange St., Paw- 
tucket, R. I.; Gene Healy, 97 Dunham St., Attleboro, Mass. 

National Association of Horological Schools—Arthur T. Johnson, Broad & Somerset 
Sts., Philadelphia, Pa.; Orville R. Hagans, 1901 E. Colfax Ave., Denver, Colo. 

National Association of Watch and Clock Collectors—A. G. Avery, 219 Lincoln Ave., 
Amherst, Mass.; Earl T. Strickler, Box 33, 333 North 3rd "st., Columbia, Pa. 

National Gift and Art Association—Ralph Gunschel, Box ~ Upper Montclair, N. J.; 
William FE, Little, 220 Fifth Ave., New York, N. ¥ 

National Jewelers Association—Seymour Greenberg, 18 Main ?_ , Yonkers, N. Y.; 
William Wagner, Exec. Secy., 545 Fifth Ave., New York, N. Y 

National Wholesale Jewelers Association—Milton B. se ag 2 Maiden Lane, 
New York, N. Y.; Thomas A. Fernley, Jr., Exec. Secy., 1900 Arch St., Phila- 
delphia, Pa. 

New England Manufacturing Jewelers & Silversmiths Association—Howard H. Sweet, 
84 Dunham St., Attleboro, Mass. ; George R. Frankovich, Exec. Secy., Sheraton- 
Biltmore Hotel, Providence, I. 

Platinumsmiths Association of New York—Jacob Mehrlust, 6 West ™~. St., New 
York, N. Y.; George F. Brecht, 17 West 45th St., New York, 

a Silversmiths Guild of America—Donald W. Leach, 340 acon St., Wal- 
lingford, Conn. ; John F, Ambrose, Exec. V. P., 551 Fifth Ave., New York, N. Y. 

United ~~ Association of America—Norman D. Luth, 7014 Seville, Hunting- 
oe a , Calif.; Orville R. Hagans, Exec. Secy., 1901 E. Colfax ‘Ave., Denver, 

010, 
nes kage ng Stone & Bead Importers Association — Saul R. Siegel, 15 West 
h St., New York, N. Y.; Ben Blank, Exec. Secy., 171 Madison Ave., New 
Fork, N. » a 

Watch Material Distributors Association of America—Eugene J. Sobel, 930 E. St., 

N.W. Washington, D. C.; Stanley G. House, Exec. Dir., 1614 K St., N.W., 


Washington, D. C 
STATE 


Names given in each case are those of president and secretary. 


an ont Jewelers Association—Garfield Goodwin, 323 N. 19th St., Bessemer; 
Paul M. Byrne, 123 N. 20th St., Birmingham. 

Arizona Retail Jewelers +. ary eo Rosenzweig, 35 N. Ist Ave., Phoenix; 
Dean Richards, 1388 N. 1st St., Phoenix. 

Arkansas Retail Jewelers Association —Martin Fleischner, Hot Springs; Charles S. 
Sheppard, Jr., Russellville. 

California, en Association of—Leonard Willoughby, 434 N. Brand Blvd., 
Glendale; Norman D. Luth, 107 N. Long Beach Blyd., Compton. 
California Retail Jewelers Association—Martin R. Thomas, 423 S. ‘Hin St., Los 
Angeles; Robert G. Seamans, Exec. Secy., 657 Mission St., San Francisco. 
Colorado, Master Watchmakers Association of—John E. Sutton, 223 Colorado Bldg., 
Denver; Edward M. Hewitt, 423 Colorado Building, Denver, Colo. 

Connecticut Retail Jewelers Association—Howard I. Michaels, oll St., New 
Haven; Lee E. Isenberg, Exec, Becy.. 800 Main St., Hartfo 

Florida Retail Jewelers A iati Ss 1 Owen, 273 Central a St. Petersburg; 
Robert L. Bechtel, 228 Datura St., West Palm Beach. 

Florida State Watchmakers Association—Paul Turner, 102 S. Monroe &t., Talla- 
hassee; O. H. Thornburg, Exec. Secy., 608 Temko Terrace, Daytona Beach. 
Serete SS Association—Dozier Wynne, Wynne Building, Griffin; Tom 

ouglas 
Hawaii Jewelers Association—Mark Seastrom, 184 S. King St., Honolulu; Thomas 
R. Shields, Exec. Secy., 201 Dillingham Building, Honolulu 
{daho Retail Jewelers Association—M. G. Sexty, 215 N. 8th St., Boise; Earl W. 
Murphy, Exec. Secy., Idaho State Chamber of Commerce, 524 Idaho Bulla: 
ing, Boise. > 
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Illinois Retail Jewelers Association—Russel L. Vernor, 37 South Side Squ: 
ville; C. H. Barker, Exec. Secy., Leland Office Building, Soren Jackson. 
Illinois Watchmakers Association—Harold L. Herron, 314 S, 4th St., Dundee: Herp 
Johnson, 4403 N. Clark St., Chicago. 
Indiana Jewelers Association—Earl F. McConnell, 238 N. Main St., Oaklang City: 
Roy John, Exec. Secy., 808 State Life Building, Indianapolis. Wy; 
Indiana, Watchmakers Association of—Donald R. Troxel, 522 Broadway, Gary; LR 
Douglas, 921 State Life Building, Indianapolis. ® 
lowa, Horological Association of—Milton E. Roth, 227a E. Fifth St., Waterloo; Hoyt 
D. Snyder, Humeston. 
lowa Retail Jewelers Associatiomn—Mark Svacina, 21 West Main i y latshalltown; 
Howard W. Dresser, Exec Secy., 19% E. State St., Mason Ci 
anes” — Jewelers Association—William E. Sellers, 813 euoieeha St., Emporia; 
. George McMahon, Exec. Secy., 609 N. Old Manor, Wichita 
rm. ‘State Horological Association—Eugene P. Wetzel, 209 S. Broadway, Wichita; 
Robert Fisher, Topeka. 
Kentucky Retail Jewelers Association—Mark J. Scearce, Shelbyville; W. Kendricg 
Ewing,.330 W. Chestnut St., Louisville. 
—— Watchmakers Association—George M. Montgomery, 570 S. 4th St., Louis. 
ville; George W. Kotheimer, 607 S. 4th St., Louisville. 
Louisiana Horological Association—J. P. Roumain, 1719 Spain St., Baton Rouge; 
Clifford Brandt, 3702 Byron Ave., Baton Rouge. 
Louisiana Retail Jewelers Association—L. J. Bernard, 108 Baronne St., New Orleans; 
S. Goldberg, 829 Ryan St., Lake Charles. 
Maine Retail Jewelers Association—Henry Nolin, 79 Lisbon St., Lewiston; Liong| 
Tardif, 40 Main St., Waterville. 
M —_ Delaware-District of Columbia Jewelers Association—David R. Lakein, 
es 5 S. Broadway, Baltimore; John Fetting, Jr., 314 N. Charles St., Baltimore, 
I se nc Island Retail Jewelers Association—William H. maaers, 330 
Boylston St., Boston; Russell I. Ferguson, 58 Main St., Ware, Mass 
Michigan Horological Association—Walter Jaquith, 224 So. Burdick, Kalamenee; 
Lemuel Boss, 1452 Jefferson, Kalamazoo. 
etail Jewelers Association—Cal Seyfried, 304 S. Main St., Ann Arbor; 
aay 3 “4 Goldey, Exec. Secy., 1504 Michigan National Tower, Lansing. 
wm i, Retail Jewelers Association—William P. Stiles, Wells; William C. Walsh, 
Exec. Secy., 1006 Northwestern Bank Building, Minneapolis. 
Minnesota Watchmakers Association—V. J. Erickson, Ortonville; Bruce Boyer, 1615 
36th Ave., N. E. Minneapolis. 

Mississippi Retail Jewelers Association—John Juniker, Heidelberg Building, Jackson; 
Bill Lerner, 508 22nd Ave., Meridian. - - . 
Missouri Horological Association—Walter G. Stephenson, 7365 Fairham St., &, 

Louis; Robert W. Pleschel, 4435 Grace St., St. Louis. 
Missouri — F gag = Association—Victor L. Esser, Marshall; Clinton Holt, 110 
, Jefferson City. 4" any” 
patty poo Association—Robert W. Meyer, 420 S. Eighth roken 
eS E Gone McMahon, Exec. Secy., 112 S. Market St., Wichita. 
Nebraska, Horological Association of—Michael J. Hansen, 626 Kilpatrick Building, 
Omaha; Wm. J. Yost, 905 4th St., Milford. on i ‘ 
shire Retail Jewelers Association—Herman D. Page, , 105 Congress St, 
_ a: Mrs. Charlotte M. Page, 105 Congress St., oo“ : 
Retail Jewelers Association—Ralph M. Fava, 63 Van Houten St, 
~— fee: David Lebson, 13a E. Palisade Ave., Englewood. “a 
, Watchmakers Association of—Robert Halpern, 368 Washington ew: 
_ sg Thomas W. Armstrong, 287 Madison Ave., Irvington. 
New Mexico Retail Jewelers Association—Adair Gossett, Carlsbad; Sam Rankin, Hobbs. 
New Mexico Watchmakers Association—E. Butterfield, 2314 E. Central Ave., 
Albuquerque; E. N. Click, Albuquerque. eo ~ eee 
ew Jerse Associated Credit Jewelers—Jay ghterman, i 
— YPepth St. New York, N. Y.; William Wagner, Exec. Secy., 545 Fifth Ave., 
New York, ¥. ? a 
New York State Retail Jewelers Association—J. Francis Thibault, 234 Genesee 5t., 
Utica; Malcolm Campbell, 130 S. Main St., Canandaigua. aie ale 
k State Watchmakers Association—Paul O. Beckes, 210 Armor Road, 
me coh Richard A. Robbins, Exec. Secy., 43 Mill St., Binghamton. ; 
North Carolina Retail Jewelers Association—Lloyd Collier, Whiteville; Ned W. Cohen, 
831 Jefi'erson Building, Greensboro. “ld 
North Dakota Jewelers and Watchmakers Association—Kenneth Helmers, Lisbon; 
Arthur B. DeGree, 319 Main, Williston. 
North Dakota Retail Jewelers Association—Iver Larson, Mandan. ; 
Ohio Retail Jewelers Association—Edward Spitznagel, 100 West 4th St., Cincinnati; 
Hugh N. Beattie, 1117 Euclid Ave., Cleveland. : 
Ohio Watchmakers Association—Sutton C. Girod, 452 E, 152nd St., Cleveland; Howar 
Glass, 415 Wells Ave., N.E., Canton. : ‘i pee 
Oklahoma Horological Association—Sam Clements, Norman; W. C. Smith, 2602 8. 
Robinson St., Oklahoma City. stilts — ee 
ma Retail Jewelers Association—Robert J. McCurley, i 3 * 
a Norman; Hugo F. Kofmehl, 814 Main St., Duncan. ss dite 
etail Jewelers Association—William R. Johnson, Ai ag Ss. 3ran 9 
a: Edward N. Weinbaum, Exec. Secy., 824 S. eg ge : a 
Retail Jewelers Association—Kenneth L. May, 626 -Market St., 
rn ice J. Mulherin, Jr., Exec. Secy., 5 S. 40th St., eager re 
ttsburgl 
nnsylvania, Watchmakers Association of—George Niesslein, 519 Ivy St., Pi 
” "Genus W. Meyers, 4740 Mossfield St., Pittsburgh. . el 
e Island Watchmakers Association—Henry Carette, 292 Westminster St., 
_— Pn og Brydon Mansfield, 34 Arcade Building, Providence. 
South Retail Jewelers 0 guaealiaaa L. Riddle, Main St., Lourens, 
. C. Thomas, Main St., Clinton. er 
South pot Retail Jewelers Association—L. A. Horwitz, : es 
Sioux Falls; Ivan Landstrom, 620 St. Joe St., Rapid City. ; é 
Tennessee Horological Society—B. E. Anthony, 2209 Elliston Place., Nashville; H. 
Johnson, 2210 Bennett Ave., Chattanooga. ee 
ee Retail Jewelers Association—William P. Griffin, 2» Ne 
mee Joseph M. Williamson, 214 Sixth Ave., N., a oe, ae 
Jewelers Association—B. O. Perdue, Crockett; H. . . 
sae Ln" Southland Annex Building, 209 Browder St., Dallas. 
Texas Watchmakers Association—Lucian Thomas, 1301 College Ave., Lubbock; R. B. 
Raymond, 508-A West Jefferson Ave., Dallas. ; 
Vermont Retail Jewelers Association—John E. Mitchell, 119 N. Main St., Barre; 
Ivan Burnham, Waterbury. ‘ 
ere ne Jewelers Association—Walter Baumgardner, Wytheville; Frank 
207 S. Henry St., Roanoke. ne suis 
er . an ton (D. C.) Retail Jewelers Association—Dav ann, Pen 
Great Building, S Washington, D. C.; Henry H. Brylawski, Exec. Secy., Woodward 
Building, Washington, D. C 
Washington Retail Jewelers Association—Lee Solomon, 611 W. Riverside Ave. 
Spokane; Ed Smith, Exec. Secy., 512 st No. Seattle. oe 
inia Retail Jewelers Association—Charles Shaffer Dodge, 5 N. Kana 
_ ne , Buckhannon; Robert L. Williams, 209 W. Main St., Clarksburg. ile 
— Retail Jewelers Association—Harry Thomas Blum, 128 State St., Madison; 
a W. Heald, Exec. Secy., Rt. 2, Box 392 A, Thiensville. : 
Wisconsin Watchmakers Association—Alvin F. Loose, 4711 W. Lisbon Ave., Milwaukee; 
Ed Medla, Kenosha. 
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NATIONAL JEWELRY WEEK--APRIL 22-28. Milton Freudenheim, president of the National 
Wholesale Jewelers’ Association, has announced that his association is sponsor- 

in, ing National Jewelry Week, which is to be celebrated April 22 to 28. Leading 

330 manufacturers and retail jewelry stores are cooperating with the NWJA. A com- 

prehensive merchandising program will be supported by a double-page spread in 

"Life" magazine's April 25 issue. 


POST OFFICE REVIEWING DIAMOND CONTESTS. The Post Office Department is conducting an 
investigation of contests offering free diamonds as prizes. Referring to these 
promotions, Postmaster General Arthur Summerfield said, "A main objective of 
the promoter is to get him [the contestant] to trade-in this small diamond, 

0 represented as being worth $50, on a more valuable piece of jewelry. If the 

ken winner agrees to this, he is sold a ring or other jewelry which is represented 

ing, as being worth about $50 more than its actual value. In other words, the con- 

testant actually gets little or nothing despite the representation he is re- 
ceiving a valuable prize." 


FTC TO CURB DIRECT SELLING "ABUSES." The Federal Trade Commission will make a new 
We, attempt to curb some of the "abuses" connected with the direct selling industry 
Vest by revising and extending trade practice rules for "door-to-door" merchants. 

” First step in the procedure was a trade practice conference in Chicago on Jan- 


St., uary 14. Proposals were made for new rules to prevent unfair methods of com- 
pand petition, such as "deceptive recruiting," "substitution of products," "decep- 
wit tive use and imitation of corporate names and trademarks," etc. 


HAMILTON EFFECTS MERGER. The Hamilton Watch Co., Lancaster, Pa., acquired last month 
atl; all the stock of the Hathaway Instrument Co., Denver manufacturers of electronic 
wand instruments. The transaction involved exchange of an undisclosed number of 
8, Hamilton common shares for the Hathaway shares. Arthur B. Sinkler, Hamilton 
president, predicted that the combination would develop new and unusual minia- 
ture electronic and electro-mechanical instruments for industry and government. 


\ve., 
and, 


TAX COMMITTEE MEETS IN NEW YORK. The Jewelry Industry Tax Committee met last month 
at the Waldorf-Astoria Hotel in New York City. The chairman, Fred Dreifus, 


rgh; 


oni: Memphis retail jeweler, appointed a committee to formulate a plan of action for 
en, the coming year. Another committee was appointed to submit nominations for next 
Ave., year's officers. There was much discussion of the potential dangers to the in- 
LC. dustry in the Government's search for additional revenue necessary to offset the 


anticipated deficit in the budget. 


a SIMPLIFIED ADDRESS SYSTEM DISCONTINUED. Jewelers using the simplified address system 
in circularizing advertising material will have to discontinue the practice 
after March 31, the Post Office Department rules. In announcing the end of the 


arte; 


:& 15-month experiment, Postmaster General Arthur E. Summerfield claims that re- 
ward sults have not satisfactorily met the original objective of reducing huge losses 


incurred in handling third-class mail. The (now to be discontinued) simplified 


i: address system permitted stores and larger mailers to omit street address and 


awh name from circulars and other mail and simply mark it "householder," "patron," 
ison; or "box holder." This does not affect the delivery of simplified address mail 
odd on rural routes or to boxholders at post offices. Mailers may still use the 


term "occupant" with a street number in cities and villages. 
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Watch Import Controversy 
Stirred Anew by U. S. 


Action to Tighten Curbs 


United States and Swiss watch manu- 
facturers are embroiled in another tug- 
of-war with the government in the middle 
over tariffs on imported watch movements. 
The flareup was touched off by a proposal 
of the U. S. Customs Bureau to reclassify 
imported watches for customs duty pur- 
poses where they include “substitutes for 
jewels.” 

The ill-feeling wasn’t helped by a simul- 
taneous announcement that the Office of 
Defense Mobilization is forming an ad- 
visory committee on the watch industry, 
the first such commodity committee estab- 
lished by the agency. Its function will be 
to recommend to the Defense Mobilizer 
any measures “which should be taken to 
maintain the domestic watch industry in 
a healthy condition over a long period .. .” 

Swiss diplomats and American importers 
see the decisions as “further restrictions” 
against the Swiss. 


FORMAL DECISION EXPECTED SOON 


Customs officials should in the next few 
days make formal decision on the reclassi- 
fication proposal. If adopted, it will take 
effect 90 days later. There were no hear- 
ings held on the proposal. 

Government officials are aiming the re- 
classification at an alleged practice of 
Swiss manufacturers of sending movements 
with “Duo-fix” mechanisms or other “jewel 
substitutes” into this country for “upjewel- 
ing” here. Effect of the reclassification 
would be to raise the duty on watches 
with jewel “substitutes” to the highest 
classification by counting each “substitute” 
as a jewel. This would mean that the duty 
on a 17 jewel movement with some “sub- 
stitutes” would jump from $3.85 to $10.75. 

Paul F. Mickey, vice-president of the 
American Watch Manufacturers Associa- 
tion, applauded the decision. He charges 
that “upjeweling” was placed on “an or- 
ganized basis last September 9 when the 
Swiss watch cartel changed its regulations 
to permit the practice.” That date was 
shortly after President Eisenhower’s de- 
cision to increase the duty on watch im- 
ports by 50 per cent. 

The Customs Bureau proposal was as- 
sailed by William H. Fox, executive secre- 
tary of the American Watch Association, 
as “one more step in the program of un- 
precedented interference by Federal agen- 
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cies in the normal development of the 
American watch assembling industry.” 

Mr. Fox termed the present Government 
policy respecting the American watch as- 
sembling industry as one which favors the 
minor segment of the United States jeweled 
watch manufacturing industry, namely, the 
four domestic watch manufacturers, to the 
disadvantage of the major segment of the 
industry consisting of several hundred 
American assembler-importer companies 
that produce watches in this country. 

He stated that a continuation of the 
present Government policy of harassment 
of the assembler-importer segment of the 
watch industry inevitably would result in 
decreased efficiency and production, and 
much higher watch costs for consumers. 
Furthermore, Mr. Fox stated, it will not 
improve the defense potential of the do- 
mestic jeweled watch manufacturing in- 





dustry, and might very well result in harm 
to it. 

Customs officials stress that the practice 
of re-assembling a movement here to give 
it more value is not unusual or considered 
unethical. They also expect the reclassif. 
cation order, if approved, to be tested in 
the courts. In the 1930’s, a court ruled 
that other bushings in conventional move. 
ments which might have jewels stamped 
into them are not “substitutes” for jewels 
for customs purposes. 

Key to the latest in the watch fight 
seems still to lie in the “national security” 
argument. An ODM report last year termed 
a healthy domestic watch industry essen. 
tial to this country’s preparedness program. 
An ODM spokesman says that a minimum 
of 2,000,000 movements a year should be 
produced in this country to keep the in. 
dustry “healthy,” but production dropped 








NWJA to Sponsor 
‘National Jewelry Week’ 


Retail jewelry stores throughout the 
country are scheduled for a husky sales 
boost from the National Wholesale 
Jewelers’ Association. According to an an- 
nouncement made recently by Milton Freu- 
denheim, president of the NWJA, the 
association is sponsoring the first National 
Jewelry Week in history to be celebrated 
April 22-28. Leading manufacturers and 
retail jewelry stores from coast to coast 
are cooperating with NWJA wholesalers in 
the program. 





- NATIONAL - 
JEWELRY 
me WEEK . 


April 22nd to 28th 














Retail jewelers will be provided with mer- 
chandising kits to help them make the 
most of the potentialities created by the 
national program. Included in the kits will 
be this "National Jewelry Week" sticker. 





A comprehensive merchandising _pro- 
gram will support top-level advertising 
and publicity campaigns leading up to the 
event. Materials of all kinds to help the 
retailer make the most of the potentiali- 
ties created by the national program are 
included. 

National Jewelry Week is the climax 
of a two-sided campaign to stimulate 
jewelry store sales early in the spring 
season. One aspect will be directed 
straight at the customers via publicity and 
consumer advertising; the other starts 
with the manufacturer, reaching down 
through the wholesaler to center on the 
individual retailer. 

Lewin, Williams and Saylor of New 
York have developed a dramatic advertis- 
ing campaign, including coverage in the 
jewelry trade press, that will culminate 
in a double-page spread in Life magazine’s 
April 25 issue. The advertisement will 
reach Life’s 26 million readers, while 
reprints of the double page and window 
display streamers featuring it will greatly 
multiply that figure. 

All this will be supplemented by a solid 
merchandising program for retailers. Mer- 
chandising kits will contain _ stickers, 
buttons, newspaper mats, sample ads for 
local use, counter and window display 
items, sample direct mail promotion, brief 
sample talks that can be adapted for 
presentation before local groups and 
clubs, and other suggestions for cementing 
the national build-up where it really 
counts—at the point of sale. 

Conant and Co. of New York are 
directing an intensive publicity and public 
relations campaign providing material for 
national magazines, radio and television, 
and newspaper coverage. 
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to 1,750,000 last year. At the same time, 
the Swiss industry was booming, the ODM 
spokesman asserted. 7 . 

The new watch advisory committee is 
composed of Assistant Secretaries of State, 
Treasury, Defense, Commerce, Labor, and 
an ODM assistant director. 





Two National Watch Promotions 
Are Scheduled for This Fall 


After consultation with leaders of the 


jewelry and horological industry, dates 
have been set for two important 1955 
promotional events—Watch Inspection 


Time and the Watch Fashion Parade. 

Watch Inspection Time this year will 
take place September 8-17, with the Watch 
Fashion Parade following October 27- 
November 25. This will mark the seventh 
consecutive year the promotions are to be 
held as an aid to retail jewelers and 
watchmakers throughout the country. 
Further details will be released to jewelers 
and watchmakers in coming months as 
complete plans develop. 

Paul A. Tschudin, director of The Watch- 
makers of Switzerland Information Center, 
Inc., has again pledged support for the 
promotions. Mr. Tschudin indicated that 
retailer enthusiasm for these presentations 
is high because of the considerable con- 
sumer attention and traffic they stimulate. 


NRDGA Report Urges 
Manufacturers to Enforce 
Fair Trade Prices 


Washington (D. C.) businessmen will 
again make a bid to bring fair trade to 
the nation’s capital, but are not sure yet 
what the prospects for success may be in 
the reorganized legislative set-up. 

They believe they have several friends 
on the all-important Senate District of 
Columbia Committee—but several enemies 
also. Backers are also apprehensive as to 
what effeet the Attorney General’s recom- 








mendation regarding the Miller-Tydings 
and McGuire Acts will have in their 
efforts. Possibilities are that a_ strong 


recommendation for repeal of the two 
enabling acts may cause such a stir that 
their move will get lost in the excitement. 

A special report has been released by 
the National Retail Dry Goods Association 
which virtually contains a mandate to 
manufacturers: “enforce your fair trade 
prices—or face abolition of all fair trade 
laws.” 

The report covers 42 retail outlets in as 
many cities. Only three favored fair trade 
and opposed repeal under present con- 
ditions. 

The others all said the first, and best, 
method of fighting discounters was to fight 
fire with fire and meet the discount house 
price “right on the nose.” Second best 
solution, they said, was manufacturer en- 
forcement of fair trade contracts. 

The survey reported that discount house 
competition cut heavily into Christmas 
business, particularly in small appliances 
and toy departments, as well as major 
appliances, television sets, furniture, elec- 
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tric razors, jewelry, watches, housewares, 
cameras, silverware, rugs, fountain pens, 
sporting goods and luggage, in that order. 
The reporting dealers said they used 
liberal trade-ins, general credit terms, 
warehouse sales and de-emphasis of cut- 
priced lines to offset the discounters, as 
well as introduction of private brands to 
compete with those being footballed. 


CLOSER COOPERATION SOUGHT 


The retailers are seeking closer coop- 
eration with sympathetic manufacturers; 
direct purchases from manufacturers; de- 
emphasis of national brands continually 
found in discount channels, and appeal- 
ing to better business bureaus for greater 
watchfulness over retailers claiming to be 
wholesalers, as new weapons in the fight 
in 1955. 

But as reported last month in THE 
JEWELERS’ CiRCULAR-KEYSTONE, there is in- 
creasing talk in Washington by former 
fair trade supporters that Congress should 
repeal the fair trade laws and “throw the 
market open” in order to permit all-out 
war on the discounters and _ eventual 
restoration of price stability. 








* 


Sterling Silversmiths Guild 
Re-elects Leach as President 


Donald W. Leach, chairman of the 
board of R. Wallace & Sons Mfg. Co., of 
Wallingford, Conn., was re-elected presi- 
dent of the Sterling Silversmiths Guild 
of America at the organization’s annual 
meeting on January 15, at The Waldorf- 
Astoria, New York, N. Y. Mr. Leach is 
also active in the work of many other 
jewelry industry organizations. 

Roger H. Hallowell, president of Reed 
& Barton, Taunton, Mass., was re-elected 
vice president of the Guild, and George L. 
Stringer, treasurer and controller of The 
International Silver Co. of Meriden, 
Conn., was re-elected treasurer. 





Flyer Bros. Move to New Site 


Louis Flyer of Flyer Bros., manufac- 
turing jewelers of New York, announced 
recently the removal of the firm’s plant and 
offices from 83 Canal St. to new, larger 
and modern quarters at 74 W. 46th St. 

Flyer Bros. have been serving the trade 
for 30 years and are well-known for their 
distinctive line of fine diamond jewelry. 





GORDON BROTHERS MOVE TO NEW BOSTON LOCATION 


A number of up-to-date innovations are incorporated in the new Gordon Brothers wholesale. 

jewelry store in Boston. Features of the display area are a plastic daylight ceiling and 

built-in storage drawers and cabinets behind the showcases. Above the ceiling are fluores- 
cent lights and the sprinkler system. 


Gordon Brothers, wholesale jewelers 
and liquidation specialists of Boston, 
Mass., officially opened their new and 
larger quarters at 38 Bromfield St. on 
January 15. 

The move, brought on by a need for 
additional space, was the first for Gordon 
Brothers since 1930. The firm was estab- 


lished in 1903. 


There is almost four times as much 
area in the new quarters, which include 
the main floor, a balcony, a basement and 
a second floor, as in the former location 
at 18 Province St. Of the total of 8750 
square feet, the display area uses 1200 
square feet and the balance is used by a 
diamond room, offices, a conference room, 
five stock rooms and a shipping department. 





' 


This total compares with 2300 square feet 
in Gordon Brothers’ old store. 


A large portion of the stock rooms 
presently is devoted to merchandise 
brought to Boston early last month after 
Gordon Brothers purchased the assets 
of the Engel-Pack Co., Baltimore whole- 
sale jewelers. According to J.B. Gordon, 
senior member of the firm, the Baltimore 
merchandise will be sold on a close-out 
basis among the New England trade. 

One of the two show windows which 
the store originally had was blocked off by 
Gordon Brothers because, according to 
J. B. Gordon, there is little need for show 
window display for a wholesaler. The other 
window is being retained to show specials 
and promotions to the trade. 
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Jewelry Industry Leaders From All Parts of U. S. 


Converge on Conrad Hilton for Annual CJA Banquet 


The grand ballroom of the Conrad Hil- 
ton Hotel was the scene of a distinguished 
affair on the evening of January 8, one 
that reflected credit upon the members of 
the jewelry industry of Chicago and its 
surrounding area. The occasion was the 
8lst anniversary banquet of the Chicago 
Jewelers Association and more than 1200 
members and their guests were sumptu- 
ously fed and lavishly entertained. 


The customary prescribed evening dress 
was observed by practically everyone at- 
tending this annual stag event, adding 
pomp and ceremony to the convivial good 
fellowship that prevailed throughout the 
evening. The festivities began early in the 
evening with a cocktail party that over- 
flowed the lounges, corridor and foyer of 
the ballroom. 


Following the dinner, a stellar program 
of entertainment was climaxed by the ap- 
pearance of Georgie Jessel, whose ageless 
wit and reminiscent songs wound up the 
evening with a good measure of humor. 

The traditional surprise souvenir was 
presented to each person attending, this 
year’s gift being a luxurious ladies’ fitted 


handbag of black calfskin by Evans. 


Prominent guests at the head table, 
which was presided over by CJA Presi- 
dent James H. Swartchild, were Chicago 
Mayor Martin Kennelly; State’s Attorney 
John Gutknecht; Captain J. D. McLean, 
commander of Great Lakes Naval Training 
Center; G. H. Niemeyer, chairman of the 
Jewelers’ Vigilance Committee; Lester S. 
Wall, president of the Jewelers’ Board of 
Trade; Milton Freudenheim, president of 
the National Wholesale Jewelers’ Associa- 
tion; H. James Stern, president of the 
Twenty-Four Karat Club of the City of 
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New York; Ellsworth W. Read, president 
of the Boston Jewelers’ Club; Oscar Kind, 
Jr., president of the American National 
Retail Jewelers’ Association; Howard H. 


. Sweet, president of the New England 


Manufacturing Jewelers’ & Silversmiths’ 
Association; and Howard S. Schrantz, 
president of the Horological Institute of 
America. 

Also seated at the head table were four 
honorary members of the CJA. They are 
David E. Newman, Harry E. Radix, How- 
ard D. Schaeffer and Gus Weinfeld. 


Much of the undisputed success of the 
banquet was due to the efforts of the 
banquet committee under the chairmanship 
of Alvin Lauschke (Handy & Harman, 
Inc.). Assisting him as committee mem- 





This elegant black calfskin handbag, made 

by Evans Case Co., North Attleboro, Mass., 

was presented to each diner at the 8Ist 

annual banquet of the Chicago Jewelers 
Association, 


Chicago Jewelers 81st Banquet A Huge Success 








bers were: Webb C. Ball, Charles 6, 
Brown, Charles D. Ellbogen, Albert 4, 
Greene, R. Schell Hulbert, David E. Ney. 
man, William E. O’Brien, Andrew L. Rowe, 
Marshall R. Spies, and Francis V. Healy, 


CJA secretary. 





N. Y. Horological Society 
Re-elects Frie? as President 


The Horological Society of New York 
held its first meeting of the year on Jan- 
uary 3 at the Capitol Hotel in New York. 
Henry B. Fried, president, opened the 
meeting with a short business session 
which dealt with plans that the group is 
making for its joint convention with the 
Horological Institute of America in Oc- 
tober at the McAlpin Hotel, New York. 

An election of officers was held during 
the meeting. Re-elected for the ensuing 
year were Henry B. Fried as president; 
Jean-Pierre Savary, vice president and 
executive secretary; Paul Roth, recording 
secretary, Felix Klein, financial secretary, 
and Frank Knoll, treasurer. 

Samuel Worsley was named _ sergeant- 
at-arms; Isadore Leimer, trustee, and Hugo 
Arn, Charles Whitman and Hans Thorgen- 
sen, librarians, 

Elected to the executive committee were: 
Harold Rapp, Seymour Greenleaf, Edward 
Meister, Dr. Marston Hamlin, Hartley 
Satnick, Morris Bernstein, and Jules 
Durlacher. 

After the election a new film on chrono- 
graphs, edited and made by Ebauches 
S. A. in Switzerland, was shown for the 
first time. “Incabloc”, a film on_ the 
manufacture of the famous shock-protect- 
ing device, was shown and _ presented 
through the courtesy of the Incabloc Corp. 
of New York. 
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53rd Successful 24 Karat Club Dinner Goes Into Record 





New York 24-Karat Club Maintains Old Tradition 
With 53rd Annual Banquet; Approximately 1600 Attend 


Every year it gets a little more difficult 

dificult, that is, to find still greater 
superlatives to use in describing the most 
recent banquet of the 24 Karat Club of 
New York. 

The Chinese say that “No tree grows to 
heaven”, yet there certainly was every 
evidence that this year’s event represented 
additional growth on the already fabulous 
traditions associated with this—*“the” 
social event of the American jewelry 
industry. 

Held at the Waldorf-Astoria under the 
direction of banquet chairmen, G. H. 
Niemeyer (honorary) and Norman M. 
Morris, the faultless timing and_ perfect 
maintenance of the schedule produced a 
smooth flowing program which furthered 
the purpose of the evening. 

From the gold-cloth draped ceiling, 
down the golden smilex draped boxes, 
throughout the room with its flower decked 
candelabra-mounted tables, up to the dais 
banked with yellow roses, the banquet 
hall presented a spectacle to stun those 
unprepared for the sensational. 

H. James Stern, president of the club, 
gave a short address of welcome to the 
some 1600 guests. This, traditionally, 
was the only “speech” at the banquet. 

Following the dinner, there were several 
fine acts of entertainment climaxed by a 
full program by Phil Spitalny and his all- 
girl orchestra. 


Equally spectacular was the souvenir 
gift of the evening, a handsome, fountain 
pen desk set by Sheaffer; two “Snorkel” 
pens and mounted on a selected Brazilian 
onyx base which also carried a perpetual 
daily calendar. 


The guests of honor seated on the dais 
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were: Lester S. Wall, president, Jewelers 
Board of Trade; Ellsworth W. Read, pres- 
ident, Boston Jewelers Club; Donald W. 
Leach, president, Sterling Silversmiths 
Guild of America; Irving N. Chayken, 
chairman, Jewelry Industry Council; 
Oscar Kind, Jr., president, American 
National Retail Jewelers Association; Rev. 
Jacob K. Shankman, Temple Israel, New 
Rochelle, N. Y.; H. James Stern, president, 
The Twenty-Four Karat Club of The City 
of New York; G. H. Niemeyer chairman, 
Jewelers Vigilance Committee, past pres- 
ident, The Twenty-Four Karat Club of The 
City of New York, 1921; Donald F. Smith, 
president, Canadian Jewellers Association ; 
Milton B. Freudenheim, president, Nation- 
al Wholesale Jewelers Association; James 
H. Swartchild, president, Chicago Jewelers 
Association; Seymour Greenberg, pres- 
ident, National Jewelers Association and 
Howard H. Sweet, president, New England 





The handsome fountain pen desk set shown 
here was presented as a souvenir to diners 
at the 24-Karat Club banquet. Made by 
the W. A. Sheaffer Pen Co., the set con- 
sists of two "Snorkel" pens mounted on a 
Brazilian onyx base which also carries a 
perpetual daily calendar. 
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Manufacturing Jewelers’ & Silversmiths’ 
Association. 

The past presidents also on the dais 
were: William I. Rosenfeld, Harry P. 
Dickinson, Benjamin Lazrus, Albert E. 
Levy, Norman M. Morris, P. Irving Grin- 
berg, Jacob Mehrlust, Walter N. Kahn, 
Reginald Reichman, W. Waters Schwab, 
P. M. Fahrendorf, Harry J. Bromley, 
Howard W. Boynton, Walter Eitelbach, 
Charles W. Sommer, Charles H. Church 
and William B. Ogush. 

Other members of the banquet committee 
were: Jerome T. Agate, Harry J. Bromley, 
P. M. Fahrendorf, William B. Ogush, 
Reginald Reichman, W. Waters Schwab 
and Carl Van Dam. 

The reception committee was composed 
of: Craig D. Munson, chairman, Harold 
Alberts, Alexander E. Arnstein, John H. 
Ballard, Frederick A. Ballou, Jr., Charles 
G. Brown, William J. Carey, Leon _J. 
Engel, Herbert L. Gardner, William A. 
Kinsman, Jerome Richheimer, Robert W. 
Schick and Milton Weill. 


Ruling Subjects Leather Zipper 
Notebooks to Leather Excise 


Sales of zipper notebooks made of 
leather or simulated leather and which 
may be closed on all four sides are subject 
to the retailers’ excise tax on luggage, 
even when sold to students for educational 
purposes, the Internal Revenue Service 
rules. 


IRS rules that such notebooks are 
classed as brief cases, and there is no 
provision for exempting them from the 
excise tax when sold to students. However, 
IRS notes, they are exempt when sold 
for the exclusive use of a state or 
municipality, which includes a board of 
education or other agency. 
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JSA Advisory Board Hears of Difficulties 


In Protecting Trade From Criminals 


The value—the essentiality—of an in- 
dustry service performing the functions of 
the Jewelers Security Alliance was made 
dramatically evident by the speakers at 
the annual meeting of the organization’s 
Advisory Board. 

Held at the Waldorf-Astoria on the 
afternoon of January 15, the meeting was 
opened by Walter Eitelbach, who intro- 
duced Victor A. Lambert who gave a short 
talk on the health of the JSA and its 
need for still more members to extend 
its usefulness. 

Richard C. Murphy, the executive secre- 
tary, gave a brief talk on the increasing 
need for the services of the Alliance, which 
was later supported by remarks from Leo 
Davidson, of Davidson & Sons Jewelry Co., 
New York. 

Mr. Davidson recounted the experiences 
his firm had had in dealing with losses 
over the years, explaining the help that 
had been rendered by the Alliance in ap- 
prehending thieves, locating lost shipments 
and recovering stolen goods. Said Mr. 
Davidson: 





“Our dues as members of the Jewelers 
Security Alliance are one of the best busi- 
ness investments we have made.” 

William E. Myers of the Commercial 
Union Assurance Co. of New York spoke 
of the excellent work of the JSA and what 
a contribution it had made toward keeping 
the cost of insurance from rising. 

J. W. Midgley of the St. Paul Fire and 
Marine Insurance Co. gave case histories 
to demonstrate the increasing difficulty of 
protecting jewelers’ sample lines in hotels. 
He gave figures to show how such cases 
have increased and the need for greater 
precautions by traveling men. He warned 
that if the present rate of increase con- 
tinues in such loss-cases the rate for pro- 
tective insurance will have to be increased. 

The principal speaker was the Honor- 
able Louis G. Andreozzi, Chief Assistant 
District Attorney of Kings County, N. Y., 
who recounted some interesting “inside 
stories” on cases which were handled by 
his office. All bore on the need for citizens’ 
cooperating in helping on identification and 
prosecution of criminals. 





Pictured here are members of the Advisory Board of the Jewelers Security Alliance, and 


their guests, at a luncheon meeting held January 15 at the Waldorf-Astoria, New York. 
JSA officers shown in the inset are, left to right: Richard C. Murphy, executive secretary and 
counsel; Victor A. Lambert, vice president, and Walter Eitelbach, president. 





Harry Greenwold Combines 
Name With Wallenstein-Mayer 


Two leading Cincinnati jewelry whole- 
salers, who last year combined forces, are 
now operating under a combined trade 
name. 

The Harry Greenwold Co., and _ its 
wholly-owned subsidiary, the Wallenstein- 
Mayer Co., have combined both company 
names and are known now as the Harry 
Greenwold, Wallenstein-Mayer Co. 

The Harry Greenwold Co. was estab- 
lished 43 years ago, while the Wallenstein- 
Mayer Co. has been in business for 54 
years. It was stated that officers and per- 
sonnel are determined to continue provid- 
ing fine service, and to pass along this 
rich background of experience to their 
customers. 

Announcement was also made that no 
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change in either officers or personnel is 
anticipated. Present officers are Harry 
Greenwold, president; Cherrington  L. 
Fisher, vice president, and Charles K. 
Stern, vice president. 


A. L. Zeitung to Retire 
From International Silver Co. 


The International Silver Co. has an- 
nounced that A. L. (“Peck”) Zeitung, 
member of the executive committee and 
the board of directors. will retire from 
active participation in the management of 
the company on March 31. Mr. Zeitung 
will, on that date, have completed 43 years 
of service. He has already passed the re- 
tirement age of 65. 

Mr. Zeitung, a native of San Francisco, 
joined the sales promotion department of 








International in 1912. He has since played 
an important part in the progress and 
success of the company. For many year 
he occupied the key position of director 
of flatware sales. He will continue on the 
board of directors after his retirement anq 
will do sales consultative work in an inde. 


pendent capacity. 





Mountain Climbing General 
Praises Universal Watch 


The Henri Stern Watch Agency, Ine. 
N. Y., representatives for Universal Ce. 
neve, recently announced that there is 
a new and highly prized exhibit in jts 
offices. It is a letter from a high-ranking 
officer in the Pakistan Army who espe. 
cially wanted to commend his Universal 
watch. 

Maj. Gen. M. Hayaud Din, M. B. E, 
M. C., Chief of the General State Pakis. 
tan Army, wore the watch last summer op 
the Cambridge University Mountaineering 
Expedition up Mt. Rakha Poshi (25,500 
feet high) in Pakistan. Though bad 
weather halted the expedition short of 
the top, it went higher than any previous 
attempt. Maj. Din reported that his watch 
performed perfectly under the abnormally 
cold conditions. 


Trade Leaders Donate $25,000 
To Fund for Israel Institutions 


Twenty-five thousand dollars was raised 
for the American Fund for Israel Institu- 
tions at a dinner given recently by the 
Jewelry, Diamond and Watch Division. 
The annual event was held December 15 
in the Perroquet Suite of the Waldorf. 
Astoria, New York. 

Paul Wyler (Wyler Watch Agency), 
dinner chairman, stated that the money 
raised at the dinner will be used to sup- 
port many of the leading educational and 
cultural institutions of Israel. 

Co-chairmen of the dinner were Herman 
Elkon (Elkon Co.) and Max Jacoby 
(Jacoby-Bender, Inc.). Oscar M. Lazrus 
(Benrus Watch Co.) is chairman of the 
American Fund’s Greater New York cam- 
paign. 





Copper Supplies Are ‘Adequate’ 
Despite Increased Demand 


Copper and copper-base alloys should 
be in supply adequate to meet consump- 
tion in 1955, even though there will prob- 
ably be a greater demand for copper fab- 
ricated products, the U. S. Commerce 
Department says. 

Barring unforeseen work stoppages, oF 
an upsurge in demand because of a war or 
increased defense orders, supplies should 
meet new orders for copper for durable 
goods as well as other products. Four 
major new mines are now in production, 
and when in full operation, will add some 
9,500 net tons a month to domestic sup- 
plies of the red metal. 

Shipments of copper-base mill and foun- 
dry products in 1954 were down 15 percent 
below the records set in 1953. Prolonged 
strikes played some part in the decline, as 
did a reduced demand for durable goods. 
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Second Annual Awards 
Offered for Gem Designs 


The schedule for the second annual 
Diamonds U. S. A. Awards for excellence 
in diamond jewelry design was announced 
recently by N. W. Ayer & Son, Inc. 

A selection committee has been named 
representing the fashion press, the fields 
of fashion and industrial design, the art 
world and the consumer. The members 
are Virginia Pope, noted fashion reporter 
recently retired as fashion editor of The 
New York Times; Don Loper, leading 
Hollywood fashion designer; Raymond 
Loewy, one of the world’s outstanding in- 
dustrial designers; Pierre Matisse, di- 
rector of the Pierre Matisse Galleries in 
New York City and son of the great 
French painter, Henri Matisse; and Irene 
Dunne, motion picture star internationally 
famous as one of the best-dressed women 
of screen and society. 

Diamonds U. S. A. Awards are open to 
anyone who wishes to submit designs and 
who produces the pieces of jewelry finished 
according to any of his designs that may 
be selected by the Committee. 

All entries, in the form of sketches or 
renderings, must be in the hands of N. W. 
Ayer & Son before April 18. The awards 
will be presented at the annual Diamonds 
U. S. A. luncheon for the fashion press 
at the Plaza in New York City on October 
19, when the award-winning jewelry will 
be displayed. 


NEMJ&SA Banquet to be 
Held at Statler in Boston 


Again this year, the annual banquet of 
the New England Manufacturing Jewelers’ 
& Silversmiths’ Association will be held 
in the ballroom of the Statler Hotel, 
Boston. 

Three years ago, the large attendance at 
this outstanding social event on the asso- 
ciation’s calendar, necessitated the shift 
from Providence to Boston. 

A committee headed by William E. 
Smith of Irons & Russell Co., Providence, 
has arranged for a new record attendance 
this year. The event will be held on 
Saturday, February 19. 

A “Jewelers’ Special” train will provide 
transportation for the majority of the 
group. It will leave Providence and stop 
in Attleboro en route to Boston. Enter- 
tainment will be provided during the trip 
and upon arrival at Boston taxis will shut- 
tle the passengers from Back Bay station 
to the Statler. 


Last year’s attendance of slightly over 


800 is expected to be surpassed this year. - 


Following the dinner, a full evening of 
entertainment will be presented, culminat- 
ing in the distribution of the banquet 
favor—a top secret up to the moment of 
distribution. 

Receptions will be held by the asso- 
ciation for head table guests, and by a 
group of firms for the Boston wholesalers. 

Guests will include Dennis J. Roberts 
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and Christian A. Herter, governors of 
Rhode Island and Massachusetts respec- 
tively, Mayor Cyril K. Brennan of Attle- 
boro, Mayor John M. Hynes of Boston, 
Mayor Walter Reynolds of Providence, 
U. S. Senators Theodore F. Green and 
John O. Pastore of Rhode Island, and 
John W. Kennedy and Leverett Salton- 
stall of Massachusetts, Rep. Joseph W. 
Martin, Rep. Aime Forand, Rep. John 
Fogarty, presidents of all the major trade 
associations in the jewelry industry across 
the country and presidents of jewelry 
clubs in Providence, Boston, Chicago and 
New York. 

On the committee with Chairman Smith 
are Olof V. Anderson, Donald S. Bishop, 
Robert L. Brennan, Howard F. Chilson, 
Philip F. Leach, Thomas T. Pryor, Ken- 
neth E. Randall and Charles W. Rice. 





Benrus Appoints Zeitung to 
Aid Retailers’ Watch Sales 


A. L. “Peck” Zeitung, formerly director 
of customer relations at International 
Silver Co., has been appointed personal 
assistant to S. Ralph Lazrus, president of 
the Benrus Watch Co. 

Concurrent with the announcement of 
Mr. Zeitung’s appointment, Benrus an- 
nounced that it is launching a half-million 
dollar campaign whose sole purpose is to 
help the legitimate retail jeweler win back 
his watch volume which has declined 
steadily in the post-war, and, especially, 
the post-Korea period. 


A. b.. “PECK” 
ZEITUNG 


Joins Benrus 
as Assistant 
to the 
President 





The new Benrus campaign will use 
Life, Saturday Evening Post and other 
mass-circulation magazines as well as 
publicity, mailings, displays, point-of-sale 
material and assorted dealer helps to drive 
home its message. The promotional theme 
is “A Watch is Fine Jewelry . . . Buy It 
From Your Jeweler.” 

In a statement to the press, S. Ralph 
Lazrus, Benrus president, emphasized the 
importance of the new “jeweler” campaign 
to the industry at large and invited all 
other major watch manufacturers to join 
with Benrus in accomplishing its objective. 
He stressed the fact that the Benrus name 
will appear only incidentally in the 
campaign ads and not at all in pro- 
motional material. 





Industry Provides Stars 
For Arthritis Telethon 


Leaders of the jewelry industry made 
an outstanding public service contribution 
when they appeared on the second Arthritis 
and Rheumatism Foundation Telethon 








held Saturday night and Sunday, December 
1l and 12, according to general public 
reaction. 

Members of the jewelry industry, spear- 
heading representation from major com- 
merce, labor and industry groups, succeed- 
ed in helping raise 20 percent more funds 
than last year for rheumatic disease 
victims, during the 17-hour TV marathon 
show. Hundreds of stars from the enter- 
tainment world appeared on the show. 

Among those representing jewelry were 
Henry Lambert, Lambert Brothers, and 
Louis Krussman, vice president of Trifari, 
Krussman & Fishel Inc. 





New FTC Rule to Legalize 
Certain 'Loss-Leader’ Sales 


Federal Trade Commission attorneys are 
now drafting a new “selling-below-cost” 
rule which will make it clear that this 
practice is not always unlawful. When 
completed, the new rule will become stand- 
ard for inclusion in future trade practice 
rules for industries which need such a 
regulation, and standard policy for de- 
ciding complaints. 

The new rule will spell out that selling 
below cost must be accompanied with a 
clear-cut “wrongful” purpose—such as 
eliminating competition—before it is il- 
legal. 

In addition, the FTC staff is working on 
standards businessmen can follow in at- 
tempting to justify their costs in pricing 
cases of all kinds, including selling below 
cost. These standards, however, will prob- 
ably follow the selling below cost regu- 
lation. ; 





Niagara Falls Jewelry Store 
Runs Clever Institutional Ad 


“It's Nice To See Better Jewelry.” 

That was the theme of an institutional 
newspaper ad used by E. C. McKelvey 
Jewelers, Niagara Falls, N. Y., to stress 
the quality of merchandise carried by the 
store. 

Said ad copy: “It’s nice to see better 
jewelry. So stated a customer who was 
browsing at McKelvey’s while his watch 
was being regulated. 

“This was music to the ears of the staff 
at McKelvey’s. True, it is not the first 
time we have heard such a statement. 
However, it gave us a boost because we 
know where that man is going to do his 
shopping. 

“It makes us feel good for another rea- 
son. It proves the good taste of the selec- 


tion of jewelry, rings, silver, watches and 


diamonds we have to offer, for it has never 
been the policy of McKelvey’s to tie up 
our stock with only one manufacturer, but 
to see all of the lines and pick out the 
cream of the crop.” 





Jack C. Sawyer, Laconia, N. H., jeweler, 
moved to a new location across the street 
from his old store, and held an open house 
on January 26, the eve of the formal 
opening of the new place on January 27. 
Among those assisting in the opening were 
Bernie Smith and Oscar Zaff, of Smith 
& Zaff, Jewelers Building, Boston. 
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Executive Appointments 








Corr and Miller Promoted 
To New Posts at Elgin 

Harold E. Corr, director of purchases 
for Elgin National Watch Co. since 1935, 


has been named assistant to the president. 
He will handle general administrative 


duties as assigned by the president, as 
well as overall supervision of the purchas- 
ing department. 





/ = 


HAROLD E. WILLARD E. 
CORR MILLER 
Named Promoted 
Assistant to Position 
to the of Purchasing 

President Agent 


an- 
nounced promotion of Willard E. Miller 
to the position of purchasing agent. He 
has been assistant purchasing agent since 


1951. 


At the same time, the company 


Named 
Sales Mgr. 
of Traub 
Mfg. Co. 


FRANK H. 
SMITH 





L. E. O'Dell, general manager of the 
Traub Mfg. Co., Detroit, Mich., announced 
recently the appointment of Frank H. 
Smith as national sales manager. Mr. 
Smith was formerly southeastern regional 
sales director. , 

Well-known among jewelers throughout 
the south and eastern states, Mr. Smith 
traveled that area for the past seven years. 
He is actively in charge of Orange Blos- 
som’s national sales and promotion pro- 
gram. 





Weinseimer Named V. P. of 
North American Philips Co. 


Philip C. Weinseimer, Jr., formerly man- 
ager of the Electric Shaver Division, has 
been elected vice president in charge of 
the Consumer Products Division of North 
American Philips Co., Inc., New York. 
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His appointment was announced by Pieter 
van den Berg, president. 





Promoted 
to New 

Post at 

National 

Silver Co. 


ARTHUR J. 
FRANKLIN 


Morton Bernstein, president of the Na- 
tional Silver Co., announced recently the 
appointment of Arthur J. Franklin as vice 
president in charge of sales. 

Mr. Franklin joined the chain store divi- 
sion of the company in 1948 and occupied 
successive positions as divisional sales 
manager, assistant general sales manager 
and general sales manager. 


Amity Leather Products Co. 

Announces Two New Promotions 
Amity Leather Products Co., West Bend, 

Wis., announced recently the promotion 


of Robert T. Rolfs, Jr., to vice president 
in charge of sales of the Amity Division. 





RICHARD H. 
BENNETT 
Appointed to 
Post of Sales 
Mor. of Amity Division 


ROBERT T. 
ROLFS, JR. 


Named V.P. in 
charge of sales 
of the Amity Division 
Richard H. Bennett has been appointed 
to fill the vacancy of sales manager of the 
Amity Division. Mr. Bennett was formerly 
sales manager of the United States Time 
Corporation, New York City. 


import Specialties Co. 
Names Dallas Representatives 


The Import Specialties Co. of Milwau- 
kee, Wis., creators of fashion jewelry, has 
appointed George Mangelsdorf and _ his 
associate, Mrs. Loretta Seltzer, as their 
representatives in Dallas, Texas. 

The firm’s complete costume jewelry 
line will be displayed permanently at Mr. 
Mangelsdorf’s showroom in the Dallas 
Merchandise Mart. 








Riverside Metal Co. Names 
Two New Vice Presidents 


W. Harvey Thompson and H. 
dor, Jr., have been named yice 
of the Riverside Metal Co., 
H. K. Porter Co., Inc., 
Chandor also will be 


A. Chan. 
Presidents 
©., Division of 
New York. Mr. 
Sales 


general 


manager. 





W. H. THOMPSON H. A. CHANDOR, JR. 


Mr. Thompson, who will be in charge 
of all activities at Riverside Metal and its 
Keystone Watch Case Division, joined 
Porter in early 1954 as assistant to the 
executive vice president. 

Mr. Chandor was vice president and 
treasurer of the Carteret Rod & Wire Co, 
and previously had been general sales 
manager of the Volco Brass & Copper Co. 





Parker Pen Names Matthay 
V.P. in Charge of Export Sales 


Frank W. Matthay, formerly export 
manager of the Parker Pen Co., was 
elected recently as vice president in charge 
of export sales. The action took place at 
the November meeting of the board of 
directors, and is effective immediately. 

Mr. Matthay assumes the second vice- 
presidency concerned with Parker’s over- 
seas markets, joining Norman Byford, 
operating head of the company’s English 
subsidiary. He joined the Parker organiza- 
tion in December, 1927, serving the en- 
suing 27 years in the export division. 

Mr. Matthay’s office will remain in the 
firm’s Janesviile, Wis., headquarters loca- 
tion. 





United States Gold Exports 
Top Imports by $171.8 Million 


Gold leaving the United States during 
the third quarter of last year topped im- 
ports by $171.8 million, the U. S. Treasury 
Department reports. 

In the first nine months of 1954, U. S. 
gold purchases amounted to $101.1 million 
while sales amounted to $355.5 million, 
bringing to $254.3 million the net outflow 
of gold. Net sales—exports over imports— 
were $35.6 million in October and $36.7 
million in November, a relatively low rate, 
the Treasury says. 

Largest buyer of gold from this coun- 
try is Germany. Net sales to that country 
for the first nine months this year totaled 
$195.6 million. Last year, Germany pur- 
chased only $130 million worth. Other 
large sales have been to Mexico, Portugal, 
United Kingdom and Venezuela. 
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Obituaries 





Monroe Block, 72, president of Mon- 
roe Block & Co., costume jewelry manu- 
facturers with sales offices at 307 Fifth 
Ave., New York, died December 23 at his 
New York home. Mr. Block was born in 
Baltimore and had been in the costume 
jewelry business since 1915. His com- 
pany’s main offices and factory were 
located in Providence, R. I. His widow 
survives. 

Mrs. Dewey H. Dean, Sr., a partner 
with her husband in the firm of Royal 
Jewelers, Inc., 1020 Elm St., Dallas, Texas, 
died recently at a Dallas hospital. A 
native of Donalds, S. C., she lived in 
Dallas for the last 33 years. Survivors 
besides her husband are two sons and 
four grandchildren. 

John Fuhrman, proprietor of Fuhr- 
man’s Jewelers & Silversmiths, 57 State 
St., Albany, N. Y., died January 8 after 
a brief illness. A native of Albany, Mr. 
Fuhrman is survived by his widow and 
two sons. 

Mrs. Emilie Thauwald Gruen, 77, 
widow of the late George J. Gruen, son 
of the founder of the Gruen Watch Co., 
died December 20 at her home in Cincin- 
nati, Ohio. A graduate of the University 
of Cincinnati, she had married Mr. Gruen, 
former chairman of the Gruen board, in 
1904. Survivors are two sons, George T. 
and Robert D. Gruen, a daughter, sister 
and six grandchildren. 

John M. Hartzberg, 68, partner with 
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his brother, Louis, in the jewelry manu- 
facturing firm of J. & L. Hartzberg, 665 
Fifth Ave., New York, died December 29 
after a brief illness. His brother survives. 

John Katz, 85, chairman of Katz & 
Lourie, Ltd., leading jewelers of Johan- 
nesburg, South Africa, died December 15. 

Maurice Tishman, 68, New York 
manufacturing jeweler with offices at 607 
Fifth Ave., died January 9 after a brief 
illness. A former president of the Maiden 
Lane Historical Society, he was a member 
of Citizens Masonic Lodge, No. 628, a 


MAURICE 
TISHMAN 





trustee of the American Jewish League 
Against Communism, and a member and 
former director of the Men’s League of 
Tranquility. He was also a member of long 
standing in the Twenty-Four Karat Club 
of the City of New York. Mr. Tishman 
is survived by his widow, a sister, and a 
brother. 








‘Patron’ and 'Box Holder’ Mail 
To be Discontinued March 31 


Jewelers using the simplified address 
system in circularizing advertising material 
will have to discontinue the practice after 
March 31, the Post Office Department 
rules. 

Postmaster General Arthur E. Summer- 
field. in announcing the end of the 15- 
month experiment, claims that results have 
not satisfactorily met the original objective 
of reducing huge losses incurred in han- 
dling third-class mail. 

The only answer, he says, is increased 
postage rates, which will be sought in the 
new Congress. 

The simplified address system permitted 
stores and other large mailers to omit 
street address and name from circulars 
and other mail and simply mark it “house- 
holder,” “patron,” or “box holder.” 

Mr. Summerfield says liquidation of the 
system from city and village delivery ser- 
vice does not affect the delivery of simpli- 
fied address mail on rural routes or to 
boxholders at post offices. Mailers may 
still use the term “occupant” with a street 
number in cities and villages, he adds. 

Proponents of the plan claim it has 
saved the Post Office some $12 million by 
eliminating sorting processes. A similar 
experiment in permitting “junk” mail was 
tried in the 1930’s, but abandoned after 
about six months. 


Mr. Summerfield also announces that 
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the Post Office will discontinue selling 
rural delivery and post route maps. Sales 
of the maps have cost the Department 
more than $12,000 a year, he says. For 
the most part, he adds, the maps are avail- 
able from commercial map-making con- 
cerns and the maps will be available at 
the post offices for inspection. 





A. H. Sauer, Jr., 59, Dies: 
President of A. Sauer & Co. 


Albert H. Sauer, Jr., 59, president of 
A. Sauer & Co., manufacturers in Cincin- 
nati, Ohio, died December 13 at his home, 
following a long illness caused by a heart 
ailment. Born in suburban Newport, Ky., 
Mr. Sauer was a son of one of that city’s 
prominent pioneer retail jewelers. 


ALBERT H. 
SAUER, JR. 





After serving in the Navy during World 
War 1, he opened a retail store, and 





founded his manufacturing firm in 1921. 
During succeeding years, he expanded his 
retail outlets to five stores in the Greater 
Cincinnati area, and in 1942, he separated 
the businesses by organizing the J. C. 
Hockett Co. to operate the retail stores. 

Mr. Sauer was a former president of the 
Cincinnati Wholesale and Manufacturing 
Jewelers Association, and he was a director 
of Miami Systems, Inc., Norwood, Ohio, 
and Uarco Co., Chicago, IIll., both engaged 
in printing business forms. 

Survivors include his widow, three 
brothers, Carrol, vice president of the 
Hockett Co.; Clarence, owner of a retail 
store in Newport, and Edwin, a director 
of the Sauer firm, and three sisters. 





Louis Friedlander, 68, Dies; 
Prominent Seattle Jeweler 


Louis Friedlander, 68, active in the 
business and civic life of Seattle, Wash., 
for half a century, succumbed to a heart 
attack January 3 shortly after he was 
stricken in his jewelry store at 501 Pike 
St. 

Mr. Friedlander had remained active to 
the end, in the business founded by his 
father, the late Samuel Friedlander, in 
1904. It began modestly with a small store 
on First Ave., near the Totem Pole, which 
at that time was the heart of downtown 
Seattle. 

Louis Friedlander was with his father, 
as clerk, from the beginning, and took 
over the management when his father 
retired in 1928. In the father-and-son 
tradition, Louis Friedlander’s own sons, 
John and Paul, joined him in the business, 
John in 1930; Paul in 1933. 

Louis Friedlander was born in Roches- 
ter, N. Y., in 1886. He was educated at 
Ohio State University. The family home 
was in Columbus, O., before the move to 
Seattle 50 years ago. 

Besides his two sons, John and Paul, 
he is survived by his widow, a sister, and 
four grandchildren. 


MJSA Combines Business With 
Pleasure at December Meeting 


The Manufacturing Jewelers Sales Asso- 
ciation held a combination general meeting 
and Christmas party on December 15 in 
the Sheraton Room of the Sheraton-Bilt- 
more Hotel, Providence. 

It was the consensus of all who attended 
that Lou Jaron, chairman of the entertain- 
ment and publicity committee, had done 
an outstanding job in making the affair 
such a huge success. 

The evening started off with a cocktail 
hour, followed by a buffet supper, before 
the meeting. Souvenirs were presented to 
the members. 

During the meeting three associate 
members were unanimously voted to the 
board of directors. They are: Morris Spit- 
zer, Murray Natbony, and Henry Cohn, all 
of New York City. The revised by-laws 
of the association, drawn up by Hy Lisker, 
chairman of the advisory committee, were 
unanimously approved at the meeting. 
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Handy & Harman Notes 
Stability of Silver 
Market in Annual Review 


“Stability was the outstanding char- 
acteristic of world silver markets through- 
out 1954,” according to Handy & Harman, 
refiners and fabricators of precious metals, 
in their Review of the Silver Market for 
1954. 

“Not since World War II has the New 
York silver market seen such a long period 
of price stability,” states Handy & Har- 
man. “Furthermore, this unusual stability 
has been experienced under essentially 
free market conditions, although the price 
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has been subject to considerable indirect 
influence by the silver policies of the 
Mexican and United States Governments.” 

The annual report points out that con- 
sumption of silver in the arts and 
industries in the United States was about 
85,000,000 ounces in 1954, 19 per cent 
below 1953, and the lowest level of trade 
demand since 1941. 

“The drop in demand in 1954 was felt 
in all lines, including many of the more 
important industrial uses,” continues 
Handy & Harman. “These adverse develop- 
ments, however, resulted from adjustments 
in our economy which by nature are 
temporary. The advantages of silver, both 
for performance and _ economy, have 
brought about a steady expansion in the 
number and types of its applications in the 
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manufacture of a wide variety of products 
In recent years the consumption of Silver 
in industry has exceeded in volume the 
more traditional uses in the arts.” 

There has been no change in the price 
of silver for nearly two years, and the 
report comments that “one must continue 
to look to Mexico for the key to the 
stability of the silver market. Throughout 
1954 the Bank of Mexico maintained jts 
established policy of buying Mexican pro. 
duction as offered and of selling freely to 
buyers both here and abroad. The up. 
changing price in New York was the 
direct result of this policy. 

In discussing the market prospects for 
1955, Handy & Harman looks for 
continued stability. An improvement in 
trade demand is anticipated, but supplies 
are not expected to fall short of require. 
ments. 

“Once again,” concludes the report, “we 
must emphasize that our estimate of the 
silver situation is subject to legislative 
developments in Washington and to any 
change of policy on the part of Mexico, 
With this reservation it is our opinion that 
stability will continue to characterize the 
market.” 

Handy & Harman estimates world 
production at 214,000,000 ounces. The 
Western Hemisphere accounted for 149, 
000,000 ounces, and the largest producing 
countries continue to be the United States 
and Mexico. However, Canadian output 
has more than doubled since World War 
Il, and “Canada today is approaching the 
United States and Mexico in importance 
as a source of supply.” 

World consumption is estimated at 219, 
400,000 ounces, a drop of 8% from 1953. 
In the arts and industries about 152,100, 
000 ounces were consumed, and about 
67,300,000 ounces were used for coinage. 
Both categories were down from the 
previous year. 
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Survey on Consumer Income 
To Be Undertaken in 66 Areas 


The Federal Reserve Board will survey 
66 areas during January and February to 
determine how consumers changed their 
spending and saving habits in the past 
year and what their prospects are for 1955. 

Interviewers from the University of 
Michigan Survey Research Center will con- 
duct studies in the large metropolitan cen- 
ters of Baltimore, Boston, Chicago, Cleve- 
land, Detroit, Los Angeles, New York, 
Philadelphia, Pittsburgh, San Francisco, 
St. Louis and Washington, D. C., and in 
54 other smaller cities and rural areas 
throughout the country. Individual ad- 
dresses are selected at random and infor- 
mation is confidential, with names not even 
being requested. 

The survey will include questions re- 
garding consumers’ incomes, general finan- 
cial positions and attitudes about their 
current and prospective financial situation. 
Other questions relate to present housing 
arrangements and any changes which may 
be made in the future. Information will be 
sought about plans to buy cars and house- 
hold appliances in 1955, and amounts of 
savings and debts. 
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Armbrust Employees Receive 
Profit Share Dividends 


The 185 employees of Armbrust Chain 
Co., Providence, manufacturers of machine- 
made ornamental chains, participated in a 
quarterly profit-sharing dividend of 18% 
per cent of their base pay. This was the 
24th consecutive quarterly distribution of 
profit-sharing checks. hea 

Service awards were distributed to 21 
employees of the firm recently by Gottlob 
Armbrust, president. Mannie Levine, New 
York sales representative, headed the list 
and was presented with a gold watch. 
Two other employees who were honored 
for 10 years of service were also presented 
with gold watches and became the 60th 
and 6lst employees to join this distinct 


group. 


Rogers Jewelry Stores Present 
Award to Archbishop Cushing 


In recognition of his first decade as 
Archbishop of the Boston diocese and for 
his outstanding charitable and civic con- 
tributions to the community, Archbishop 
Cushing has been named the recipient of 
the first annual Rogers Diamond Award. 


A plaque with a mounted diamond was 
presented to the Archbishop recently by 
Louis Haims (left), general manager of 
Rogers Jewelry Stores. 

In addition to the plaque, presented by 
Mr. Haims in behalf of the committee 
comprised of Robert Markson, chairman; 
Louis Morgan, radio-television personality, 
and Lt. Gov. Whittier, a truckload of 
Christmas toys was donated to Archbishop 
Cushing for under-privileged children. 

The Rogers Diamond Award will be 
made annually to an outstanding Bostonian 
for civic and charitable contributions. 


Beehler Addresses N. J. Group 


The Watchmakers Association of New 
Jersey held its first meeting of the new 
year on January 11th at the Ivanhoe, 925 
Springfield Ave., Irvington. 

Guest speaker at the meeting was 
Howard Beehler, dean of the Bulova 
School of Watchmaking and a past presi- 
dent of the Horological Institute of Amer- 
ica. Mr. Beehler delivered an interesting 
talk on the actual lever escapement which 
he illustrated with a demonstration. 
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Golden Circle Club of N. Y. 
Installs Tuveri as President 


Installation ceremonies were capably 
handled by Harry Rodman _ (Londville 
Watch Co.) when new officers of the 


Golden Circle Sales and Executives Club 
of New York were inducted into office at 
the January 17 meeting of that group. The 
Club met, as usual, at the Hotel Del- 
monico. 

The installation procedure was reversed 
by Mr. Rodman who installed the sergeant- 
at-arms first and finally the new president, 
Arthur J. Tuveri (THe JeEWeELErs’ Cir- 
CULAR-KEYSTONE). 

After his installation, President Tuveri 
thanked the members for the confidence 
they placed in him by electing him to 
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head the group. He declared that with the 
fine slate of officers that were elected to 
assist him, the organization will prosper 
and progress to new and greater heights 
during the ensuing year. 

The meeting was highlighted by the 
presentation of a suitably engraved silver 
tray to retiring President Al Walden. Leo 
Davidson made the presentation. 

The evening’s festivities started, as 
usual, with a cocktail hour which was 
followed by a delicious dinner. After they 
had wined and dined, the members got 
down to the business end of the meeting 
which was conducted under the direction 
of Harry Rodman. 

In addition to Mr. Tuveri, other officers 
installed were: Herman Ostrin, vice presi- 
dent: Geo. Kramer, treasurer; Frank 


88 years of “know-how” in the 
refining of PRECIOUS METALS 


That is why you can ship to Goldsmith, who employ every 


modern facility, have the experience and ability to insure 
complete recovery of every grain of PRECIOUS METAL. 


111 N. Wabash Ave., Chicago 2, Ill. 
DETROIT 
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Join the many satisfied jewelers who continue to ship 
their accumulations of scrap, sweeps, polishings 
and sink settlings to Goldsmith. 


Soldamith Broo. 


SMELTING & REFINING CO. 


74 W. 46th St., New York 36, N.Y. 
OAKLAND 








Sheppard, secretary; Joseph Hornstein 
financial secretary, and Michael C. Fine 
sergeant-at-arms. 


Installed to the board of directors for 
a one-year term were: Charles Lesser 
’ 


ARTHUR J, , 
TUVERI 


New President 
of Golden Circle 
Sales and 
Executives 
Club 





Louis Waldman and Sol Roskin. Directors 
who will serve a two-year term are William 
Latin, Lansford F. King and_ Robert 


Carlin. 





Bulova Names H. Sengelmann 
‘Salesman of the Year" 


John H. Ballard, president of the Bulova 
Watch Co., climaxed the firm’s sales meet- 
ings by announcing the annual award 
winner of the Bulova “Salesman of the 
Year” contest. 


In a brief talk that preceded the actual 
award, Mr. Ballard stated: “We plan to 
honor the Bulova salesman who has done 
the most complete selling and merchan- 
dising job throughout the entire selling 
year.” 





John H. Ballard (left), president of Bulova 
Watch Co., presents "Salesman of the 
Year" award to Henry Sengelmann. 


Henry Sengelmann, cited just a week 
before upon his induction into the “25- 
Year Club” at Bulova, was the winner of 
this year’s competition. His sales territory 
includes Louisiana, Tennessee, and key 
cities in Arkansas and Kentucky. For his 
expert salesmanship, he was given an 
award of company stock and a beautifully 
illuminated scroll. 


Howard Foster, Bulova sales represent- 
ative for eight years in Oklahoma and 
portions of Missouri and Texas; and More 
Smit, on the Bulova sales force for only 
one year, traveling Utah, Montana and 
parts of Washington and Oregon, placed 
second in this annual contest. Sidney Vine, 
also on the Bulova sales force only one 
year, had the distinction of placing third 
in this contest. 
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4 Karlan & Bleicher, Inc., manufacturers 
of “Perfect” rings and ring findings, and 
their subsidiary, the Falcon Stone Ring 
Mfg. Co., are now in full operation at their 
new location, 136 West 52nd St., New 
York. Utilizing thousands of square feet 
of space, the new K & B factory has a 
modern and complete tool room, stamping 
room, precious metal refining department 
and assembling, polishing, and setting 
departments. 

4 Henry Peterson, president of the Feature 
Ring Co., 130 West 46th St., New York, 
has accepted the chairmanship of a 
soliciting committee which will seek 
support in March for the 1955 Red Cross 
Campaign from the jewelry and _ allied 
trades in Manhattan. Mr. Peterson’s com- 
mittee will serve as part of the merchan- 
dise section of the New York’ Chapter’s 
campaign organization. Enlisted so far as 
members of Mr. Peterson’s group are 
Harry Bromley (National jeweler), who 
will serve as chairman of the retail 
jewelry division; Dave Kay, as chairman 
of the watch attachments division, and 
Benjamin Ende (Jonell Mfg. Corp.), as 
chairman of the watch case division. 

q Martin J. Dattelbaum of Dattelbaum & 
Friedman, pioneer ring manufacturers at 
1 West 47th St., New York, announced 
recently that the 80-year-old firm is in the 
process of liquidation. The firm, which 
claims to be the oldest exclusive ring 
makers in America, manufactured a line 
of 10 and 14 karat stone set rings and 
mountings, and gold, platinum, and dia- 
mond wedding rings. 

q David Friedman & Sons, manufacturing 
jewelers formerly at 7 W. 45th St., New 
York, recently moved their factory and 
showrooms to new and larger quarters 
at 74 W. 46th St. 

4 Morris Landau of the Empress Diamond 
Cutting Corp., 20 W. 47th St., New York, 
left January 21 to visit the London and 
Antwerp diamond markets. He expects 
to ship merchandise to his New York 
office while abroad. 

q A new selling and promotional program 
for 1955 was presented to the sales staff 
of L. Luria & Son at its recent sales con- 
ference in New York. Manny Gould, 
Luria’s advertising manager, outlined the 
company’s plans to help its customers 
move more merchandise by taking ad- 
vantage of Luria’s expanded dealer aid 
program. Dinner at Luchow’s concluded 
the three-day get-together. 

4 Leichter & Slatin, New York stone deal- 
ers, moved recently to new quarters at 
71 W. 47th St. The firm was formerly at 
590 Fifth Ave. 

q The retail jewelry firm of Gura, form- 
erly at 542 Fifth Ave., New York, has 
moved their offices to 562 Fifth Ave. 
(suite 701). The Gura Designing Co., 
a division of the jewelry firm, is also 
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located at the new quarters. The latter 
concern provides design services for manu- 
facturers, retailers, diamond dealers, etc. 
4 A New York Police Station at Elizabeth 


and Canal Sts. was the center of Christmas | 
merriment on the morning of December | 


24 when 2500 children from East Side 
public and parochial schools and settle- 
ment houses attended the annual Christ- 
mas party tendered by the Bowery Jewel- 
Association. The families of the 
Jewelers’ Association members 


ers’ 
Bowery 
served as hosts. 
association, played the role of Santa Claus. 
In addition to individual gifts, the children 
were treated to refreshments and entertain- 
ment. 

q@ Wedding bells rang out December 26th 
for Miss Agatha Marie Schulz and Lieut. 


(j. g.) Gene Richard Schaefer, U. S. N. R., | 


who were married in St. Bede’s Chapel. 
Rosemary Hall, Greenwich. Conn. The 
bride is the daughter of Mr. and Mrs. 
James Schulz, prominent New York jewel- 
ers with offices at 304 E. 45th St. 





Buyers From All Parts of U. S. 
Attend N. Y. Accessories Show 


A carefully selected array of spring and 
summer fashion accessories were shown 
January 9 through 13 at the New York 
Main Floor Accessories Show, held at the 
Hotel McAlpin. 

Buyers from all sections of the country 
inspected a distinctive group of quality 
merchandise, in all price ranges. Among 
the profusion of costume jewelry, hand- 
bag, compact and cigarette case, belt, 
glove, personal leather goods, scarfs and 
neckwear lines exhibited, many of the 
items came from France, Italy, Spain, 
England, Scotland, Germany, Switzerland 
and Austria. 

The accessories show is a semi-annual 
event sponsored by Allen Bryson, who 
maintains offices at 551 Fifth Ave., New 


York. 





Maiden Lane Outing Club 
Completes Plans for Banquet 


A special bonus affair will take place 
this year at the annual Maiden Lane Out- 
ing Club winter dinner and show accord- 
ing to plans announced by President Dave 
Levy (Elgin National Watch Co.) and 
Secretary Joseph H. Frier, Jr. (Goldman 
& Frier). 

The feature attraction of this year’s 
affair will be an outstanding souvenir plus 
special entertainment in spite of the un- 
usual low admission price being charged. 
The Maiden Lane Outing Club winter af- 
fair will be held Thursday, February 24, 
at the lavish Baroque Room of the Brass 
Rail Restaurant, 40th St. and Park Ave., 
New York. 





Patrick Wiseman, of the | 


NECKLACES and EARRINGS 
at attractive prices 


JACK J. FELSENFELD, Inc. 
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Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 
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Synthetic & Semi-Precious 
STONES 
Synthetic Ringstones all sizes and shapes 
Diamonpe—All Sizes and Qualities 
JOSEPH BLANK 
COrtland: 7-3562 


87 Nassau St. New York 38, N. Y. 














Cultured Pearls — 


KIBITZ AND COMPANY 


IMPORTERS 


545 FIFTH AVE. NEW YORK 17, N. Y. 
MUrray Hill 2-3432 











Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 


18-20 W. 3ist St., New York 1, N. Y. 











EMCO SILVERCASE 


lined with tarnish-preventive Pacific Silver Cloth. 
Retails at only $3.95. Holds 56 pes flatware. Ex- 
cellent for starter sets. 


EUREKA MFG. CO., INC., Taunton, Mass. 
Makers of rolls, bags, cases and chests for silverware 
since 1926. Write for descriptive leaflets and price list. 
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A CLASSIC SYMBOL OF 


Good ob uck 


STERLING SILVER, DIE - STRUCK, RHOD. FIN. 
23 HAND-SET BRILLIANTS. 
No visible connection between 
chain and pendant. 






























Also available: 
PINS, SCATTER-PINS, EARRINGS to match 
Exclusive For Fine Retail Jewelers 


\WE AL 0p PAY 


204 WESTMINSTER ST. PRovinencé RHODE ISLANO. 








INTEGRITY DIAMOND RINGS 


Outstanding Values 
$62.50 to $500 Retail 


Announces 


One year free insurance against loss, etc. This 
mounted diamond ring and Lock Sets line, with 
supporting sales aids which include guarantees 
—displays, mat service, price tags, ring boxes, 
etc., is a proven seller. 


EXCLUSIVE FRANCHISES AVAILABLE 
LOUIS F. GUINESS, INC. 
Diamond Importers Since 1910 
373 Washington St. Boston, Mass. 
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of leather, nylon, cloth watch straps seeks 
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q.H. William Coulthurst (Anson, Inc.), 
president of the Providence Advertising 
Club, announced recently that the group 
is sponsoring an hour-long radio program 
over WHIM in Providence. The program, 
“Theatre of Melody”, features whole scores 
from leading Broadway plays and Holly- 
wood movies in addition to selected popu- 
lar song hits. : 

q Mr. and Mrs. W. Henry Burke of the 
Berklea Jewelry Co., Winthrop, Mass., va- 
cationed last month at Miami Beach, Fla. 
The Burkes spent three weeks at the Sherry 
Frontenac Hotel. 

q “Souvenirs of the occasion” of the 67th 
annual banquet of the Boston Jewelers 
Club were closely guarded and “under 
wraps” as this issue went to press. 
Invitations were out, and between 900 and 
1000 jewelers and their guests were ex- 
pected to attend the gala affair at the 
Hotel Statler on February 5. Plans for 
the affair, including an excellent entertain- 
ment program, had been completed by the 
committee—and full details with pictures 
will be included in the March issue. 

4 The fifth in the series of tape and 
recorded lectures prepared by the G. I. A., 
and entitled “Specific Gravity,” high- 
lighted the meeting of the New England 
Guild, American Gem Society, at the 
Hotel Statler on January 20. Those at- 
tending engaged in a short written quiz, 
followed by the usual laboratory session 
with stones and instruments on hand. 
Guests were welcomed. 

q Teams of the Boston Jewelers Bowling 
League have entered the second half of 
the 1954-55 season at the Boylston Bowla- 
drome, with the A. Stowell & Co. team 
five points in the lead as this issue went 
to press, and the Shreve, Crump & Low 
team in second position. 

q The return to America of the historic 
Davis Cup, one of the world’s great tro- 
phies of sport, furnished timely advertising 


| and window display material for Shreve, 


| Crump & Low—where 





the trophy was 
purchased a half century ago. “Well Done, 
Trabert and Seixas,” the ads read, “We 
feel a special tingle in your victory. We 


| also welcome the return to America of the 


Davis Cup, and offer our warmest con- 
gratulations!” Show-windows were deco- 
rated with news pictures and various types 
of trophies. ° 

q Strange how a chance remark often 
starts a controversy. “Tom” Reilly of the 
Bella A. Glass Co., 600 Jewelers Building, 
and “Dick” Moore, of the Edmund W. 
Kirby Co., 304-5 Jewelers Building, met 
recently in the presence of “Joe” Harring- 
ton, columnist for the Boston Post. The 
two exchanged their usual greetings— 


“Hello, Jelly-Belly; Hello, Melly Belly!” 
The term “melly” was a new one to Joe 
Harrington, always alert for material for 
his column, and he questioned the pair. 














NEW ENGLAND 


It was explained that the word was from 

the French and was spelled “melees” and 

had reference to diamond sizes, Mr. Hor. 

rington immediately consulted his “big 

dictionary” without too much in the way 

of results, coming finally to the con- 

clusion that the term came from “mjjj” 

a contraction of “millemeter,” However 

that gave Dick an opportunity to set Jes 

straight—and he referred the columnist 

to the definition contained in the well. 

known Jewelers Dictionary, published by 

THE JEWELERS CircuLar-Keystone, 

q Lester Wolfe of A. Frisch & Co., Inc, 

3rd floor, Jewelers Building, is now on the 

road for the firm, covering New England, 

“Mel” Cutler, formerly with the Frisch 

firm, is now with Waltham Watch (Co, 

covering the New England area, and 

“Chic” Lavan, salesman with the firm, jg 

now associated with the Herbert W. 

Stranger Co., 305-6 Washington Building, 

covering Connecticut, Rhode Island, and 

western Massachusetts. Meantime, a new 

watchdog, in flaming pink, with bright 
pink bow, stands guard at the entrance 
of the Frisch quarters. 

q Members of the sales staff of the 
Katherine A Murphy Co., 509-11 Jewelers 
Building, attended an International Silver 
Co. meeting at the Pierre Hotel, New 
York City, on January 17. 

q The firm of Martin A. Hill, Inc., Room 
648, Province Building, has moved to the 
store at 18 Province St., formerly occupied 
by Gordon Brothers, and planned a formal 
opening about the first of February. 

@ Mr. and Mrs. “Mike” Mahar, of Mahar 
& Engstrom Co., 404-412 Jewelers Build- 
ing, celebrated their 25th wedding anniver- 
sary on January l. 

4 PFC Gilbert White, one of the sons in 
the firm of I. White & Sons, Inc., 1005 
Jewelers Building, cabled his father and 
brother recently that he was on furlough 
at Hong Kong, following duty at Okinawa. 
4 Miss Mary Agnew, a student at Staley 
College, is clerking part time with the 
firm of Nathaniel I. Goodman, Inc., 1006-7 
Jewelers Building. 

4q Sgt. Henry J. Greene, son of Frank 
Greene, of the firm of the same name, 
610 Jewelers Building, was honorably dis- 
charged from the U. S. Air Force on 
January 12, and entered Boston University 
on February 1. ; 

q Edward Eskow, of Miami Beach, Fila. 
and well known in southern territories 
with Imperial Pearl Syndicate, has joined 
the sales staff of the Louis F. Guiness, 
firm, 711 Jewelers Building, and will repre- 
sent the latter’s line of nationally adver- 
tised Integrity Rings in six southern 
states—Florida, Georgia, Alabama, Missis- 
sippi, North Carolina, and South Carolina. 
Mr. and Mrs. Louis Guiness left Boston on 
January 25 for six weeks in Florida. Mr. 
and Mrs. Edwin Guiness are back follow- 
ing midwinter vacation at Concord, N. Y. 
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4 Louis Rosenblatt, of 908 Jewelers 
Building, has gone to Florida where he 
i ain until May. 
oe Marshall, head bookkeeper 
of the Travis, Farber Co., 909 Jewelers 
Building, is back at work after recovering 
from a recent illness. Oresto Dellafano, 
office manager of the firm, has purchased 
land in West Roxbury where he plans a 
ome. 
rea and Mrs. David Rosen, of Crown 
Jewelers, Bangor, Maine, are back follow- 
ing a two weeks’ trip to New York City 
and other points. 
4 Ben Rosenberg, of Boston Findings Co., 
503 Jewelers Building, has installed new 
fluorescent lights in his place. 
q Saul Goldberg, operator of the Bracelet 
Hospital, has moved from Room 503 
Jewelers Building to Room 302 in the 
same building. 
4 Edward S. Page, of the M. S. Page 
Co., Inc., 508 Jewelers Building, who suf- 
fered two broken legs in an auto accident 
last summer, is back on the job regularly, 
and “feeling o.k.” 
q Clyde Richardson, operator of Richard- 
son’s Jewelry Store, Farmington, Maine, 
has opened a new store in Wilton, Maine. 
4 Beal’s Jewelry Store, Inc., Ellsworth 
Maine, has remodeled its gift and repair 


departments. 
q Lionel Thilbault, formerly with L. 
Jerome “Jerry” Eno, in Skowhegan, 


Maine, for nine years, has purchased the 
William A. Archer jewelry store in Fair- 
field, Maine, and planned a_ formal 
opening about February 15. 

q Harvey Bowley, jeweler of Old Town, 
Maine, is out of the hospital and con- 
valescing at his home following a serious 
automobile accident. 

q Mr. and Mrs. Wallie P. Wilson, jewelers 
of Mars Hill, Maine, spent the month of 
January in Florida. 

q Ellsworth Read, of Kettell, Blake & 
Read, 201 Washington Building, attended 
the annual banquet of the Chicago 
Jewelers Association as president of the 
Boston Jewelers Club. 

q Traveling salesmen for D. C. Percival & 
Co., 2nd floor, Jewelers Building, are back 
from one and two-week winter vacations, 
spent at various spots. 

q Nazarian Brothers, 815 Washington 
Building, have added the initials, “Inc.” to 
their firm name, having been incorporated 
on January 1. 

q-Mr. and Mrs. Murray Schuster, of 816A 
Washington Building, planned to spend 
the month of February in Florida. 

q Patrick Marino, operator of the Ideal 
Engraving Co., 713 Washington Building, 
has installed two new Hermes engraving 
machines. 

q Mr. and Mrs. Harry A. Sanders, of 701 
Washington Building, planned spending 
February and March in Florida. 

q As this issue went to press, plans were 
completed for a gala birthday party at the 
Hotel Touraine, Boston, to mark the 90th 
milestone of Eugene Sanger, of Sanger & 
Co., 509 Washington Building. Mr. Sanger 
is on the job at his place every day. 

4 Mr. and Mrs. Bernie Mendelsohn of 
Mendelsohn & Terban, 412 Washington 


Building, are planning a spring trip to 
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the Caribbean, having won the trip for 
extensive sales of radios during the past 
season. 

q Stanley Bello, formerly with Joseph 
Gann, 404-7 Washington Building, and 
David L. Yafh, St. Petersburg, Fla., was 
recently discharged from the Navy, and 
will make his home in New England. 

4 Members of the sales staff of Barry & 
Epstein, 400-401 Washington Building, 
have each taken three weeks vacation 
during the winter season. 

4q William Durie is now covering Maine, 
New Hampshire, Vermont, and northern 
Massachusetts for the Herbert W. Stranger 
Co., 305-6 Washington Building. Formerly, 
he covered western Massachusetts. Robert 
McLaren has just returned from a winter 
vacation trip. 

4 Edwin Burnley, formerly representing 
the Seth Thomas Division of General Time 
Corp. in the Midwest, is now covering New 
England and New York State, taking the 
place of the late Edgar Brown. 

q Henry Kamlot of the firm of the same 
name, 307-1 Washington Building, has 
been doing considerable skiing in the 
Stowe, Vt., area, and reports conditions 
“excellent.” 

4 W. R. (Robert) Barnett, of Mattapan 
Square, Boston, has retired from the 
jewelry business and is in the process of 
selling out his store. 

q Mrs. Arthur Colitz, of Colitz Jewelers, 
Inc., Pawtucket, R. I., was on a Florida 
trip during January. 

q Paul Hill is the new watchmaker with 
the Roger Trembley jewelry store in 
Danvers, Mass. 

q R. W. “Romie” Nathan, for many years 





Rose Jewelers Open 11th Store 
In Detroit Metropolitan Area 


Emil Rose, president of Rose Jewelers, 
announced recently the opening of his 
11th store in the Detroit metropolitan area. 

Located in Lincoln Park, a_ bustling 
community on the western outskirts of 
Detroit, this addition to Rose’s operation 
will give the jewelry concern comprehen- 
sive coverage of the down-river area fring- 
ing Detroit. 





Shown here is the IIth store opened re- 

cently by Rose Jewelers in the Detroit met- 

ropolitan area. It is located in Lincoln Park, 

a bustling community on the western out- 
skirts of Detroit. 


Rose credits his rapid expansion to 
sound merchandising of nationally adver- 
tised products at popular prices under a 
careful credit program .. . and steady 
advertising via newspaper, direct mail and 
television. 


known as the “Mayor of the Third Floor, 
Washington Building,” and for some time 
now on the retired list, has been seriously 
ill at the Malden Hospital, Malden, Mass. 
4 Homer’s, 44 Winter St., held its 73rd 
annual markdown sale during January. 

q A. Stowell & Co., 24 Winter St., opened 
its semi-annual clearance sale on January 
12, continuing through the month. J. 
Gould Cook president, and Frederick 
Moynihan, watch department, both at- 
tended the 24-Karat Club dinner in New 
York City. 

4 Eugene Hunt, credit manager, Smith- 
Patterson Co., was married in Winooski, 
Vt., on January 29. Mrs. Joanne Gilker, 
artist, is back at work following several 
weeks’ illness. Donald S. Reaves, store 
manager, attended the 24-Karat Club din- 
ner in New York. 

q Leo Rosman, of Hub Material Co., 
Washington Building, served on jury duty 
at the Dedham, Mass., Courthouse for five 
weeks during January and early part of 
February. 

4 Mrs. Ernest Pearson, of Pearson’s 
Jewelry Store, Attleboro, Mass., fell on 
the ice recently, and was obliged to stay 
away from work on account of an injured 
leg. 











MANCHESTER 


manufacturers of 
Sterling, Flat and Hollowware 


Has Openings 
in Its Sales Force 
MICHIGAN 
WASHINGTON 
OREGON 
TEXAS 
OKLAHOMA 
LOUISIANA 
IDAHO 


Preference Given Those 
Already Traveling with 
Non-Conflicting Lines 
“If it's Manchester, It's Sterling” 


FOR INFORMATION WRITE 


MANCHESTER SILVER CO. 


49 Pavilion Ave. Providence 5, R. I. 




















DIAMOND S 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 


MARTIN |. HARMAN 


36 West 47 Street New York 36, N. Y. 
PLaza 7-2546 
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Serving Jewelers 
for nearly 50 years 
"JEWELERS BLOCK" 
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“ALL RISKS" FLOATERS 
WORLD WIDE 


PENDLETON & BERGER 


INSURANCE BROKERS 
15 William Street New York 5, N. Y. 
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q The January birthstone received a great 
deal of attention in the window of Bailey, 
Banks & Biddle at 16th and Chestnut Sts., 
where it was shown in unusual settings. 
One pin on display, using a garnet to form 
the body of a beetle, attracted inquiries 
from a number of window shoppers. Com- 
ments indicated many observers had never 
thought of using birthstones as settings 
for decorative jewelry pieces. 

q Kessler’s Jewelry Store, 4 N. 60th St., 
sent a Christmas gift check to customers 
and potential customers which was so suc- 
cessful the promotion will probably be 
repeated. The elaborate and colorful check 
was good for $10 on the purchase of $100, 
$5 on a $50 purchase, etc., down to $1 on 
a $10 purchase. This was preceded by and 
tied in with a campaign which was marked 
by a sign occupying one entire window 
for two weeks. It read: “We want 500 
new charge customers.” Mr. Kessler re- 
ports the results were gratifying. 

q A customer who bought a large clock 
from Kessler’s Jewelry Store requested the 
privilege of time payments. Mr. Kessler 
approved and the customer was informed 
that the purchase price would include a 
five dollar carrying charge. “Carrying 
charge!” he exclaimed. “Five dollars just 
for carrying charge! I only live across the 
street. [ll carry it myself!” 

q Grays Jewelers of 6 S. 15th St. are 
going out of business. By the time you 
read this, owner William Brooks will be 
ready to leave for Japan where he will 
engage in the import-export end of the 
jewelry business. He had been fourteen 
years at the central Philadelphia location. 
In Japan he already has five employees 
engaged in setting up his new business. 
4 Jagielky’s of 1603 Walnut St. have three 
additional sales ladies on their permanent 
staff: Miss Elizabeth Lieber, Miss Bar- 
bara Rocco and Miss C. Ferseheit. The 
former Miss Joan DeFeo of this store’s 
staff is now Mrs. S. Rocco. Mr. Jagielky 
tells us complete refurbishing of the store 
begins about the first of February. 

q John Goldman of 7 N. 60th St. has 
added cameras to his merchandise and is 
promoting religious jewelry with a special 
display in a prominent wall case. One 
dollar earrings—traffic builders on the 
counter—go faster with his new sign “2 
for $2.” 

4q Now that repainting and redecorating of 
the store at 817 East Allegheny Ave. is 
completed, Ringold’s will soon begin re- 
modeling their store at 4316 Germantown 
Ave. 

q@ Waring Jewelers of 1536 Sansom St. 
are concentrating efforts on repairing 
watches and jewelry and also on special 
order work. In keeping with this policy, 
the identification on the window and the 
store’s business card emphasizes the name 
of the owner: “Marion—yYour Personal 
Jeweler.” It will be remembered that this 
store recently became Waring Jewelers 





after being purchased from Ed Robert 

: s 
who operated it as “Hollywood Jewelers” 
and specialized in costume jewelry, 
q Prominent among the “Want to Buy” 
ads in local newspapers these days are 
those of Carlton’s, 135 S. 13th St. and 
Kelly & Co., 11th & Walnut Sts. Diamonds 
and jewelry are solicited in the ads, 
q The last meeting of the Retail Jewelers 
Association of Philadelphia & Eastern 
Pennsylvania was held Tuesday, January 
25th, at the Drake Hotel. The main event 
of the evening was election of officers, the 
results of which will appear in this col. 
umn next month, 
q The Robert. J. Snyder store at Norris. 
town, Pa., reports that it has been con. 
centrating lately on radio and using news. 
paper advertising but less direct-mail than 
in the past. 
q Ralph Huberman of Huberman’s, Inc, 
was recently elected president of the Jey. 
ish Family Service. 
q Mark Sohmer is planning to redecorate 
his 2]-year-old store at 5937 Lansdowne 
Ave., Phila., this spring or summer, 
q With the conclusion of the series ot 
coordinated radio shows and window dis- 
plays, folks at Cooper’s heaved a sigh of 
relief. Now they no longer have to make 
weekly window display changes. But Miss 
Elaine Cooper explains that the program 
was a beneficial one and they will want 
to do something like it again either in the 
spring or fall of 1955. Fred J. Cooper, 
Inc., is located at 109 S. 13th St. 
q The colorama section of The Philadel- 
phia Inquirer of Sunday, January 9th, 
gave jewelers a boost. One full page was 
devoted to colorful photos of 60 colored 
gemstones. The picture-story was cap- 
tioned: “Precious Stones From All Over 
the World” and included such _interest- 
breeding lines as: “Ever since the first 
caveman ... precious and semi-precious 
stones have been sought after, fought over 
and used as a standard for evaluating 
wealth.” 
4q Consumers welcomed the J. E. Caldwell 
& Co. ads making available famous inac- 
tive patterns of sterling flatware from 
January through March lst. Delivery of 
orders taken during this period will be 
in the fall. 
4 J. Hallman of the J. & E. Shop, 7710 
Ogontz Ave., started the new year off 
right—with a grand vacation. 
4 W. Heine of William Gibbons, 5 S. 40th 
St., celebrated his 65th anniversary in the 
business recently—quietly working. His 
personal professional anniversary almost 
coincided with the 66th anniversary of 
the store. Mr. Heine is the father of 
Charles H. Heine, who is a director of the 
Retail Jewelers Association of Philadel- 
phia and eastern Pennsylvania and a past 
president of the Pennsylvania Retail Jewel- 
ers Association. 
4 Lu Belle Jewelers have found it pays 
to offer costume jewelry matching what 
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spective customer is wearing and 
ro ‘ee a with the personality of the 
customer—for that extra sale. Lu Belle is 
located at 1237 Market St. 
q An item that appeared here in the 
December issue, concerning the newly- 
organized S. Kind & Sons Society, con- 
tained a number of inaccuracies. The 
report mentioned that 23 employees with 
a total service of 839 years were admitted 
to the new group at its first dinner- 
meeting. It also pointed out that Ernest 
Cramer, who is in his 40th year of employ- 
ment at Kind’s, is the oldest store 
employee. Actually, 25 people were so 
honored at the dinner, and while the total 
service of years is as was quoted, the 
oldest employee is Louis Bloch, who has 
served the firm 68 years. There are also 
ten employees who have been with the 
firm for a period of longer than 40 years, 
including Mr. Bloch. Mr. Cramer was 
honored at the Society’s first dinner 
because of his 40th year, it being the 
policy of Kind’s to present a gift to 
employees on their 25th, 40th and 50th 
year of association. 





Costume Jewelry and Gift Items 
To Be Exhibited at Paris Fair 


More than 250 French jewelry manufac- 
turers are expected to take part in an 
exhibition of costume jewelry and gift 
articles which will be held March 7 
through 14 in the exhibition hall of the 
“Grands Magasins Reaumur” in Paris, 
France. 

The annual event is sponsored by the 
Chambre Syndicale de la Bijouterie, Or- 
fevrerie Fantaisie, 176, rue du Temple, 
Paris 3e.—(costume jewelry professional 
association). It attracts a large number of 
dealers and buyers each year. 





Feature Ring Celebrates 
Twentieth Anniversary 


Marking the 20th anniversary of the 
founding of the Feature Ring Co., Inc., 
Henry Peterson, president and founder of 
the firm, was presented with a gold watch 
by 300 employees at a recent luncheon 
held at the Astor Roof in New York City. 

The watch was inscribed: “To Henry 
Peterson, for 20 years of inspired leader- 
ship. The employees of Feature Ring Co., 
Inc., December 17, 1954.” 

In making the presentation, Samuel 
Grobman, who has been with Feature Ring 
since the company’s start in 1934, said: 
“In my many years working for Henry 
Peterson, I’ve gotten to the point where I 
call him my friend as well as employer. 
I've watched him do a great number of 
things which have set the pace for this 
industry in which we work.” 

In accepting the watch, Mr. Peterson 
expressed his thanks to his employees and 
went on to say, “... indeed it has been team 
work, mutual understanding and goodwill 
which obtains at every level, to have made 
it possible for us to make the progress 
which we have.” 

Feature Ring Co. is best known in the 
trade for Feature Lock Rings, interlocking 
rings with a unique construction for lock- 
ing that keeps the diamonds in view at all 
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times. It was stated that almost two million 
of these patented rings have been pro- 
duced since their introduction in 1947, 
In addition, the firm designs and manu- 
factures a full line of popular ring 
mountings. 





Hall and Seibel Retire 
From Hamilton Watch Co. 


Twq veteran employees of Hamilton 
Watch Co., who retired January 1 after 
25 years with the firm, were honored at a 
banquet recently at the Hamilton Club in 
Lancaster, Pa. They are John Hall, 74, 
district sales manager in New York City, 
and Paul Seibel, 69, assistant to the vice 
president in charge of sales. The banquet 
was a highlight of the annual meeting of 
district sales managers. 

Hall received a sterling silver candelabra 
and Seibel a $100 gift certificate. The 
presentation was made by Lowell F. Hal- 
ligan, vice president-sales. In making the 
presentation Halligan praised both men 
and their long and loyal service and their 
outstanding performances in what he 


called a “critical period of the company’s 
sales history.” He noted that both men 
had worked beyond the normal retirement 
age of 65 and said that it was probably 
the last time the company would ask em- 
ployees to work beyond this age. 





JOHN HALL PAUL SEIBEL 
District Ass't. to V. P. 
Sales Mgr. in Charge of Sales 


During these critical two years, Halli- 
gan said, Seibel was responsible for the 
firm’s new and larger sales force while 
Hall supervised the difficult transition in 
the New York market. 

Hall, known as the “dean” of the jewelry 
industry in New York, represented a 
watch case firm there for 37 years before 
joining Hamilton in 1930. He established 
the New York office when Hamilton went 
into direct sales to jewelers in 1952. 

Seibel started with Hamilton as a sales- 
man and progressed to Lancaster district 
sales manager, export sales manager and 
sales manager before being named to his 
current post. 





Administration to Seek 
Restoration of Standby Controls 


The Eisenhower Administration, revers- 
ing an earlier decision, is, or soon will be 
seeking restoration of standby authority to 
freeze prices, wages, rents, and credit in 
case of a new war. 

Congress will get into quite a tussle 
over whether to grant the President’s re- 





quest for broad, nonspecific powers to con- 
trol the economy in an emergency. But, 
the legislative planners believe, there is 
a good chance that the new Congress will 
go along. 

Decision to seek the powers was made 
at a cabinet-level meeting early this year. 
The White House had asked for a legal 
interpretation on exactly how far the Presi- 
dent’s general powers go in case of an 
attack or similar emergency. He was told 
they are “fuzzy.” 

Tack to be taken is that the Administra- 
tion doesn’t want to invoke controls, but 
“if you (the Congress) thinks its neces- 
sary, we'll accept it.” 

Stabilization planners say it will be six 
months to a year before they are ready 
with a complete set of policies, regulations, 
and legislation to control the economy in 
case of war. Included is a rationing system. 

One scheme being considered it is un- 
derstood, calls for local Civil Defense 
units to be given a general set of control 
regulations and instructions to put into 
effect in a bombed city until national pro- 
grams become effective. Basis of the plan- 
ning now going on are old OPA and 
OPS regulations. 











ERNEST BURG 
Einal usive 


... for that hard- 
to - sell customer 
who has every- 
thing. Traditional 
imported German Filigree Jewelry — _ 
Necklaces, Earrings, Bracelets and Pins 
in Sterling Silver and Sterling Gold 
Plated (Non-Tarnishable). Only the ex- 
perience of Old-World Craftsmen can 
produce these breath-taking pieces of 
spider-web fineness. 


Memo Inquiries Invited 


ERNEST BURG, 29 East Madison Street 


CHICAGO 2, ILLINOIS 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 


used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


Jutius GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Stiverware — Gold and plated jeweiry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 
References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National inudon 
Boord of Trade; Dun and Bradstreet. 


ANTIN‘'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 











ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 


























N @ 
ANTEED WATCH CROWN 


THE GUAR 
ACON WATCH CROWN CO. 


50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Complete line including waterproots 
Sold through Wholesolers & Jobbers 
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q Edward Eskow, of Miami Beach, Fla., 
who has represented Imperial Pearl 
Syndicate in the south, has been appointed 
to the sales staff of the Louis F. Guiness 
Co., Boston, to represent this company’s 
line of nationally advertised Integrity 
Rings in six southern states—Florida, 
Georgia, Alabama, Mississippi, North 
Carolina, and South Carolina. 

q Everett Huggins, jeweler, is the new 
president of the Wilmington (N.C.) Mer- 
chants Association. 

q.H. K. Talkert, of Carthage, Ark., has 
opened a new jewelry store in the Lem 
Jones Building at Sheridan, Ark. 

q@ James B. Echols, owner of Tiftarea 
Jewelers and president of Echols Jewelers, 
Inc., Tifton, Ga., was recently elected City 
Commissioner of that town. Mr. Echols 
has also been recently appointed to the 
board of trustees of Norman College, Nor- 
man Park, Ga. 





Baltimore-Washington News 


q Jacob M. Paul, president of the 
Jewelers Association of Baltimore, reports 
that the committee in charge of the annual 
dinner-dance, capably headed by Richard 
Erlanger (S. & N. Katz, Inc.), has com- 
pleted arrangements for the event. It will 
be held in the main ballroom of the 
Emerson Hotel on Wednesday evening, 
March 9. A gala event is planned, featur- 
ing Joey Bishop, nationally known TV 
personality as master of ceremonies, plus 
other entertaining acts. 

q Dan Crone, vice president of S. & N. 
Katz, Inc., Baltimore, has been selected 
to serve on the board of directors of the 
National Jewelers Association for the 
coming year. 

q Henry Powell Hopkins, Jr., well-known 
Baltimore craftsman, is conducting a 
course in silversmithing at the Maryland 
Institute. 

q The board of directors of the Jewelers 
Association of Baltimore voted favorably 
on a measure to accept associate mem- 
berships in the organization from qualified 
applicants. 

4 Michael Weiss, jeweler at 3831 Liberty 
Heights Ave., Baltimore, has closed his 
store and has retired after more than 30 
years of service. 

q Trudy Jewelry Co., formerly at 3739 
Falls Road, Baltimore, is now located at 
1027 West 36th St., in more spacious 
quarters. 

q Norman H. Labowitz of Diamond Jim 
Brady Jewelers, 106 N. Eutaw St., Balti- 
more, has again been elected to serve 
as president of the Eutaw Street Associ- 
ation. 

q Al Fleisher of Fleisher Jewelers, 3181 
Queens Chapel Road, Mt. Rainer, Md., 
acted as master of ceremonies at a 
banquet tendered by the Mt. Rainer- 
Brentwood Boys Clubs. 

q Morstein’s Jewelers of Baltimore is 
represented by a top-flight team in the 
Baltimore Unlimited Soccer League. 





» THE SOUTH 


q Moses Michelson, who formerly 0 
per- 
ated a shop at 902 East Baltimore St 
Baltimore, has opened a new store at 143] 
Reisterstown Road, Pikesville, Md. 
q Mr. and Mrs. Jacob M. Paul, of Paul’s 
Jewelers, are enjoying a vacation at the 
Delano Hotel in Miami Beach, Fla, 
q Mel Hurwitz of Colonial Jewelry Co, 
Westminster, Md., is visiting a brother ie 
Miami. 
q John Russ of L. E. Kaiser Klock Co, 
321 N. Charles St., Baltimore, is almost 
completely recovered from a broken ankle 
sustained a few months ago. 
q Leonard Bers of Robert Bers Jewelers, 
1103 W. Baltimore St., Baltimore, js 
recuperating from an_ operation which 
hospitalized him recently. 
q Leon V. Carter operates the shop 
located at 211 Main St., Reisterstown, Md, 
His brother, A. Otis Carter, operates 
another shop in Cockeysville, Md. 
q Julian H. Hanley, formerly of 511] 
Baltimore Ave., Hyattsville, Md., is now 
located in larger quarters a few doors 
away at 5119 Baltimore Ave., in a building 
purchased by him. 
q Phil Franks, who formerly operated 
Harvey Jewelers, 908 F St., N. W., Wash- 
ington, D. C., recently purchased Scott 
Jewelers at 812 F St., and will conduct 
business from the latter address. A 
nephew, Jerry Franks, a recent arrival 
from London, England, has been as- 
sisting him in the new location. 
q Dr. Chao Ming Chen, authority on jade 
and Chinese antiques, gave an illustrated 
talk at a recent regular meeting of the 
Gem Cutters Guild of Baltimore. 
q Bob Roeth completed improvements at 
Roeth’s Jewelers, 3120 Greenemount Ave., 
Baltimore. The store was enlarged, a new 
upright showcase was installed and the 
premises were redecorated. 
4 A drive for new members in the Mary- 
land - Delaware - District of Columbia 
Jewelers Association is currently in pro- 
gress. Jewelers who are not now members 
of the group may apply for membership 
by contacting Edward Kibler, 3222 Green- 
mount Ave., Baltimore. 





Tri-State Jewelers Ass'n. 
Sets Dates for Convention 


The 42nd annual convention of the 
Maryland-Delaware-District of Columbia 
Jewelers Association, which has been set 
for Sunday and Monday, May 1 and 2, 
will be held at the Emerson Hotel in 
Baltimore. 

Entertainment, dinner and a dance in 
the main ballroom is scheduled to wind 
up the affair in gala style. 

David R. Lakein, president of the as 
sociation, has named the following mem- 
bers to comprise the general convention 
committee: Samuel Frayne, Harry Greene- 
baum, Walter Greenebaum, Jules Morstein, 
Jack Fetting, Jacob M. Paul, James H. 
Levi, Mrs. E. M. Justis, Howard C. Heiss, 
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Richard Erlanger and Edward Kibler. The 


committee is making plans to present an 


outstanding event. 





Strauss Joins Sobel Bros. 


Melvin Strauss, who has many years’ 
experience in the wholesale jewelry field, 
recently joined Sobel Bros., wholesale 
jewelers of Washington, D. C. 

Mr. Strauss’ former affiliations include 
fifteen years with J. Engel & Co., Balti- 
more, Md., and its successor firm—Engel- 


Pack Co. 





Elgin American Sales Meeting 
Addressed by Irving Chayken 


At the recent semi-annual sales meet- 
ing of Elgin American held in Elgin, II1., 
the sales staff was honored by the pres- 
ence of Irving Chayken, president of the 
Jewelers’ Association of Greater Chicago. 
Introduced by Allen B. Gellman, president 
of Elgin American, Mr. Chayken spoke on 
“How I, as the owner of a jewelry store 
located in the industrial city of Ham- 
mond, Ind., want to be sold by the sales- 
men who call on me.” 

Mr. Chayken described the kind of 
salesman he likes. Included in his compre- 
hensive description was the salesman’s 
strong interest in the jeweler and his busi- 
ness, his consideration of the jeweler’s 
stock at all times, keeping it well bal- 
anced and fast turning, and his supplying 
of fresh and effective sales promotions. 





AGS Awards 27 Titles 
In Last Quarter of '54 


Twenty-seven new titles were awarded 
in the last quarter of 1954 according to 
the American Gem Society Headquarters 
in Los Angeles. These are the Registered 
Jeweler titles awarded to retailers, the 
Graduate Member (Wholesale) awarded 
for equivalent accomplishments in the 
wholesale field, and the more advanced 
Certified Gemologist titles. 

The Registered Jeweler title is awarded 
to Society members upon completion of a 
number of requirements including a series 
of educational requirements. These courses 
are climaxed by a comprehensive exam- 
ination, including theory, the actual iden- 
tification of colored stones and accurate 
grading of a set of diamonds. The Grad- 
uate Member (Wholesale) title is awarded 
on the same basis in the wholesale field. 

The Certified Gemologist title is awarded 
to members after the completion of a more 
advanced course of study followed by ex- 
aminations on both theory and _ practice. 
The award of the titles also is dependent 
on the individual and the firm meeting the 
Society’s standards of business conduct. 





Veteran Wisconsin Jeweler 
Enters Into Retirement 


George Verbockel, who for 30 years op- 
erated a jewelry and watch repair shop at 
344 Main Ave., W. De Pere, Wis., retired 
from business the latter part of December. 

The 85-year-old watchmaker and repair- 
man doesn’t intend, however, to forget 
about his craft entirely. Although he ad- 
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mits his eyesight isn’t what it used to be, 
Mr. Verbockel intends to repair clocks and 
watches as a pastime at his home. 

Mr. and Mrs. Verbockel opened their 
jewelry shop in W. De Pere on April 16, 
1924, three months after their marriage. 

Mr. Verbockel started his career in the 
jewelry industry as an apprentice watch- 
maker at Escanaba, Mich., under John 
Novak, a local jeweler. Mr. Novak was 
also an astronomer and had a national 
reputation in the field of optical instru- 
ments. 

In 1907 Mr. Verbockel moved to Kau- 
kauna, Wis., and opened his own jewelry 
store. He later operated shops in Appleton 
and Milwaukee before settling in De Pere 
30 years ago. 





Hamilton Effects Merger 
With Hathaway Instrument Co. 


The Hamilton Watch Co. on January 
12 acquired all the outstanding shares of 
the Hathaway Instrument Co., 1315 S. 
Clarkson St., Denver, Colo. 

The transaction was completed in Hamil- 
ton’s executive offices between Hamilton’s 
president, Arthur B. Sinkler, and Claude 
M. Hathaway, president and former owner 
of the instrument company. The Hathaway 
company produces electronic instruments 
and measuring devices. 





Arthur B. Sinkler (right), president of the 
Hamilton Watch Co., exchanges stock with 
Claude M. Hathaway, president of the 
Hathaway Instrument Co., Denver, Colo. 
The transaction, which established the in- 
strument company as a wholly-owned 
Hamilton subsidiary, took place in Hamil- 
ton's executive offices on January 12. 


Mr. Sinkler predicted that the combina- 
tion would develop new and _ unusual 
miniature electronic and electro-mechanical 
instruments and systems for industry and 
government. 

Claude M. Hathaway, the founder of the 
company, will continue as president and 
John A. Connon, formerly assistant to 
Lowell F. Halligan, Hamilton’s sales vice 
president, will move to Denver to become 
general manager. The Hathaway organiza- 
tion will be retained in its present form 
except for the addition of Mr. Connon, 
who will handle general business admin- 
istration and help to expand the sales and 
marketing activity. 






NEW 
HERMES 
STANDARD 
RING 
SIZER 


Expanding mandrel for rings from 
size 1 to 15. Reducing die features 
16 sizing holes. Can’t scratch or mar 
plain rings. $99.50 


NEW 
HERMES 
7 — STONE 
RING 
SIZER 


Enlarges any stone ring safely with- 
out touching stone or mounting. 
Eliminates all cutting and soldering. 
Simple, fast operation. $69 


Time Payments 
Send for literature 


New Hermes Engraving Machine Corp. 


13-19 University Pl., New York 3, N.Y 
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“CUFFMASTER,” 


TRADE MARK 


the G@nest 
cuff link 
back ever 
made 
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Trade 





Patented Design [55,535. 
Patented Construction 2,472,958. 
Intringers will be prosecuted. 


Available in gold, silver, gold filled, brass 
and other metals. 
Send for price list. 
NIASH REFINING CO. 


116 Nassau St., New York 38 
COrtlandt 7-4496 
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then buy 


“SECURITY” MAINSPRINGS 


QUALITY 
for ¢ FINE WORKMANSHIP 
© BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 
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~, HEADQUARTERS 
sisi for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 





SESSIONS WATERMAN EVANS 
TELECHRON HAYWARD WESTINGHOUSE 
INGRAHAM LATAUSCA DOORMEYER 
VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Illinois 








Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 


WALTER S. ARNSTEIN 
1 W. 47th St. New York 36, N. Y. 


WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 


i ac iain 


Our work costs no more 
yiom Aseurpiouem © 


BECKER-HECKMAN COMPANY 
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q Handy & Harman, Inc., 1900 W. Kinzie 
St., held its annual service award dinner 
December 15 at the Graemere Hotel. 
Among those honored with service pins 
were Miss Jessie Christiansen, 35 years 
service; H. C. Long, 20 years; N. Stephens 
and H. Becker, both 10 years. 

4q Edwin P. Schultz'who has been Chicago 
representative for James H. Napier Co., 36 
S. State St., for the past 8 years, was 
promoted the first of the year and will 
cover an eastern territory for the firm. 
However, his new territory has not been 
assigned and Ed is still working out of 
Chicago. 

4q Plans have been completed and a record 
attendance is expected for the Golden 
Roosters’ annual ladies’ party to be held 
on February 12 at the Bal Taberin in the 
Sherman Hotel. George Engelhard will be 
installed as the new Chanticleer at the 
dinner, which will be followed by dancing. 
An outstanding souvenir gift will be pre- 
sented to every lady guest. 

q Albert H. Greene and Adolphe A. 
Gundee, both with Longines-Wittnauer 
Watch Co., 29 E. Madison St., are plan- 
ning to leave for New York January 19 to 
attend the company’s annual sales meeting. 
Mr. Greene, who is the midwest repre- 


| sentative, has recently returned to Chicago 


after a several weeks’ rest in Hot Springs, 
Ark. 

q The Jewelers’ Association of Greater 
Chicago will install its new officers at a 
dinner to be held in the Standard Club 
on January 19. Taking over the new duties 
will be: President, Irving Chayken, Arm- 
strong’s Jewelers, Inc., Hammond, Ind.; 
First Vice-President, Jerry Berger, Macy’s 
Jewelers, 55 W. Van Buren St., and 
Second Vice-President, Al Berke, Berke 
Jewelers, 7201 W. Grand, Elmwood Park, 
Ill. 

q Robert N. Gottlieb, secretary-treasurer 
of Frederick M. Gottlieb & Co., 55 E. 
Washington St. is planning to sail to 
Europe on the Ile de France in March. 
Accompanied by Mrs. Gottlieb, he expects 
to cover the various diamond markets, 
traveling into the interior of Holland, 
Belgium and covering Paris on the way 
back. If time permits, he hopes to fly to 
Tel Aviv, Israel, to visit the factory that 
supplies the company with most of its 
melee. In all they expect to be gone about 
six weeks. 

q Wechter Co., wholesale jewelers, 29 E. 
Madison St., announced the affiliation of 
Edward Johnson with the organization as 
general sales manager as of January 1. 
With this connection, Ed will be able to 
add the traditionally fine Wechter dia- 
mond service to his previous sales activi- 
ties in the retail jewelry field. He will 


| still carry the Ernest Borel watch line in 
| his former territory. 


| 


| 
29 East Madison Street, Chicago 3, Illinois 


4 Henry Nauer, 85, a clockmaker at 27 E. 
Monroe from 1908 until he retired in 1948, 
passed away January 6 in his home. Mr. 
Nauer, who was born in Switzerland, was 











one of the oldest members of the Sch. 
wabenverein and the Circle Club 
Surviving are two grandchildren and ‘ 
great-grandchild. 

q Emil Braude & Sons, 538 S. Wabash 
Ave., announce the addition of two new 
representatives to their sales staff. Arthur 
Baker will cover the south side of Chicago 
taking over the territory held by Nathan 
Kagan, who has left the company, Roy 
Jovien, Jr., will handle the northwest side 
of the city which is a newly created 
territory as far as the company is cop. 
cerned. Mr. & Mrs. A. Braude are 
pleasantly spending two weeks at White. 
hall in Palm Beach, Fla., at this writing, 
while Mr. & Mrs. Ben Braude will he 
leaving February 1 on a four-week plane 
trip through South America. 

q To start the new year off right, F. H, 
Noble & Co., 29 E. Madison St., have 
made a number of promotions in various 
departments. Dewey Conover will now 
concentrate all his efforts in promoting 
sales of custom-made jewelry boxes. J. A, 
Leonard became sales promotion manager 
of findings and the standard line of 
jewelry boxes. Fred A. Schaper was made 
promotional sales manager of the trophy, 
charms and medals department. Raymond 
Rushton was promoted to the position of 
planning manager with full authority to 
schedule and control production orders of 
the entire box division. Richard Thuringer 
was advanced to the planning management 
position with authority to schedule and 
control all production orders in the 
findings, trophies and medals divisions. 
q Max Jacoby and Bernard Kanter, both 
from the home office of Jacoby-Bender, 
Inc., in New York, were among the many 
jewelry industry members who enjoyed the 
festivities at the CJA 8lst anniversary 
banquet dn January 8. 

4q Mr. & Mrs. Mitchell J. Dimand, Gaines 
& Gaines, Inc., 5 N. Wabash Ave., have 
returned from a _ two-week vacation in 
Miami. And just in time to greet a mild 
snow storm that struck Chicago. Bet they 
wish they were back in Florida, basking 
in the sun! 

q At the annual Christmas Party held by 
the employees of the Imperial Pearl 
Syndicate, 5 N. Wabash Ave., the entire 
staff presented Mr. & Mrs. Joe Goldstone 
with a beautiful bronze plaque as @ 
symbol of their friendship and loyalty. 
Mrs. Terry Vavrusa, in charge of the 
receiving department in the Chicago office, 
is being transferred to the Los Angeles 
office. Miss B. Palumbo, secretary to Joe 
Goldstone, is vacationing in New Orleans 
and Florida. 

4 Pakula & Co., 218 S. Wabash Ave., has 
added a new salesman, Richard Hunter, 
to cover North and South Dakota. Richard 
is the son of Forrest Hunter who has been 
representing Pakula & Co. in Nebraska 
and Iowa for many years. This set up 
makes a good “father and son” team for 
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the company, and we wonder if Dick will 
measure up to or possibly beat his dad at 
the game. Mr. & Mrs. Harry Pakula are 
vacationing in Miami Beach, while the 
Milton Axelrods, Mr. & Mrs., are back 
from a Christmas holiday trip during 
which they attended a family reunion in 
s. 

bs E. Hargrave and Seymour Levin- 
thal, ‘operating Arrow Jewelers, Inc., 806 
E. 63rd St., announce the opening of their 
second store at 1164 E. 63rd St. under 
the name of Dayton’s, Inc., They have 
revised and renovated the optical depart- 
ments in both stores which are now under 
the supervision of Dr. Raymond A. Holt. 
4 Spritz Jewelry Co., Champaign, IIl., an 
affiliate of Brandt's, Inc., 1223 E. 63rd St., 
Chicago, has just completed an extensive 
remodelling of its store front with a facing 
of Italian marble. 

4 Mr. & Mrs. Al Appel, Carter’s Jewelers, 
Inc., 2 S. State St., are vacationing for the 
month of January at the Empress Hotel 
in Miami Beach. And Bob Appel is 
figuring on taking off on a European trip 
with Mrs. Bob around the first of April. 





Jewelry Training Service 
To Close End of March 


The annual board of directors meeting 
of the Jewelry Training Service was held 
on January 12 in the conference room of 
the Pittsfield Building, Chicago. 

All officers and directors were re-elected 
with the addition of directors Leonard 
Crane and William Cureton. Presided over 
by President Milton Axelrad, the meeting 
was devoted almost entirely to the problem 
of liquidating the school, a course recom- 
mended by a special finance committee at 
a director's meeting on April 27, 1954. 
This decision was announced to the mem- 
bership at a meeting on May 18, 1954, at 
which Mel Goldman, prominent industry 
attorney, was appointed to handle legal 
counsel and President Axelrad appointed 
a liquidation committee headed by A. C. 
Wilson and consisting of Webb Ball, Ira 
Marks and James Swartchild. 

Reporting to the directors on his com- 
mittee’s activities, Mr. Wilson described 
the various avenues they had explored in 
an effort to find a solution which would be 
as satisfactory as possible to all concerned. 
It was then voted by the board that the 
physical assets and operation of the school 
be liquidated by March 31, 1955. 

Mr. Wilson’s committee, augmented by 
the addition of President Axelrad and 
Charles Goldstein, executive director of 
Jewelry Training Service, will carry out 
the steps necessary to complete the liquid- 
ation after approval has been secured from 
the necessary majority of the general 
membership. Many problems remain to be 
solved and complete details on the prog- 
ress of the liquidation will be released in 
future meetings of the board of directors. 

The Jewelry Training Service, which 
went into operation on May 13, 1942, will 
be completing 13 years of valuable service 
to the trade, the last ten of which were 
under the able guidance of Charles Gold- 
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stein, executive director. Commenting on 
the proposed discontinuance of the school, 
President Axelrad paid high tribute to the 
unselfish and untiring efforts of Mr. Gold- 
stein who has done everything possible to 
keep the school on a sound financial basis. 
He pointed out, however, that despite 
every effort during the past few years to 
consolidate and reduce overhead and at- 
tract new students, the school’s enrollment 
has failed to keep pace with operating 
expenses. 





J. Milhening, Inc., Announces 
Election of New Officers 


J. Milhening, Inc., manufacturers of 
quality jewelry with headquarters in 
Chicago, Il, has announced the appoint- 
ment of Murl E. Vedder as president and 
treasurer of the company. 

Simultaneously, the firm named Tom 
Johnson as vice president in charge of 
sales, and Ralph Milhening as secretary. 

Mr. Vedder, an authority on diamond 
and precious stones, brings to his new 
position years of experience in the jewelry 


field. 


MURL E. 
VEDDER 


Appointed 
President 
and Treasurer 
of J. Milhening, 
Inc. 





Mr. Johnson is well-known among re- 


tail jewelers since he formerly was national | 


sales manager for a leading ring manu- 
facturer. 
associated with the manufacture of quali- 
ty jewelry. 

According to Mr. Johnson, the company 
will have a greatly expanded sales pro- 
gram from coast to coast. As a part of 
this expansion William Moore of Portland, 
Ore.; Harry Wiley of Topeka, Kan.; 
William Roberts of Decatur, IIl., and 
Robert G. Spaly of Flint, Mich., have 
been named regional sales managers. 





Jewelry Tax Committee 
Formulates Plans for ‘55 


On January 15, 1955, at the Waldorf | 


Astoria Hotel in New York City, the 
Jewelry Industry Tax Committee under 
the Chairmanship of Fred Dreifus, made 
plans for its activities during the coming 
year. 

A spirited discussion resulted from an 
analysis of the present situation created 
by the government’s search for additional 
sources of revenue. A committee was ap- 
pointed by Mr. Dreifus to formulate a 
plan of action which would guide the 
committee in its work during the coming 
year. 

Another committee was appointed to 
submit nominations for next year’s officers. 


Mr. Milhening has long been | 




















GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT. 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 











GOLD 


and 


SILVER 
PLATING 


(Before) Silverware Repaired 
Equal to NEW 





(After) 
Removing of Engravings 
Wm. Hertel & Co., Inc. 
Silversmiths & Platers 
17 W. 45th St. - 
New York 36, N. Y. 
“37 years at the same 
address”’ 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students may enroll at any time of the year 











HOLY LAND SOUVENIR 


Order directly from BETHLEHEM. Genuine 
Mother-of-Pearl: ROSARIES, Beads, Crosses, 
Medallions, Pendants, Brooches, Earrings, Neck- 
laces. Prices: 25¢ to $1.00 per piece. All hand 
made. 

Manufacturers and direct exporters: 


ELIAS M. FREIJ & BROS. 





Box 46, Bethlehem, Jordan. Established 1816 








Chil Raia inc. 


14 West 23 St., N. Y. 10, N. Y. 








Free! 32-page catalog of new 
jewelry window and store 
displays, fixtures, show case 
trims! Everything at low, low 
prices! Write or phone... 


WAtkins 4-6422 
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THE MARK OF FINEST QUALITY 


= Will Ecker’s Genuine Engraved 
SS Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
to coast. Distinctive order-taking sample 


book furnished to jewelers who can qualify 


in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 





WILL ECKER & CO. 
414 N. TWELFTH BLVD. 
ST. LOUIS 1, MO. 


























DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI . DALLAS 

















prison “ 
SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 
Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
434 ELM ST. CINCINNATI, O. 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 








325 E. Central Parkway, Cincinnati, Ohio 











You Can Buy With Confidence From 


HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


52 years of SERVICE PLUS 








Write for our new 1955 Catalogue 
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q Local wholesalers and manufacturers 
generally reported a very satisfactory vol- 
ume of holiday business, and good pros- 
pects for an active spring season, largely 
because of the high employment and wage 
scales now prevailing in the midwest and 
southern territories. Salesmen for most 
local firms spent much of January in the 
offices assembling their new lines before 
starting road trips. At the office of the 
Gerwe Brown Co., wholesalers at 817 Main 
St., the salesmen attended a semi-annual 
sales conference during the first week of 
January. 

4q January selling trips were made by W. R. 
Whitaker, president of the Cas-Ker Co., 
jewelers’ supplies at 229 E. Sixth St.; 
Lars Olsen of the Flanagan-Kovac Co., 
wholesalers in the Enquirer Building, and 
George W. Schwab, manufacturer at 534 
Vine St.; while salesmen William Jacobs, 
Norbert Meehan, Albert Wehry, Chester 
Stroud and Pete Andres of the D. Jacobs 
Sons Co., wholesalers at 325 E. Central 
Parkway, left for their respective terri- 
tories in late January. 

q On business trips recently were Walter 
Miller of Miller Brothers Watch Strap 
Mfg. Co., 817 Main St., to Chicago; Ralph 
Goebel, wholesaler in the Provident Bank 
Building, to Chicago for the banquet of 
the Chicago Jewelers Association, and then 
to New York City for the banquet of the 
Twenty-Four Karat Club, and Mr. and 
Mrs. C. E. Haberman of the Haberman 
Sales Co., on a buying trip to New York 
City and Providence, R. I. after which 
they vacationed for two weeks at Holly- 
wood, Fla. 

q The employment of a number of new 
salesmen by local firms have been an- 
nounced recently. W. Terrel Bethea, 
Hattiesburg, Miss., will cover the Louisiana, 
Mississippi, Arkansas, western Tennessee 
and western Kentucky territories for the 
Harry Greenwold, Wallenstein-Mayer Co., 
wholesalers at 31 E. Fourth St.; Edward 
Hennegan of this city will work in Ohio 
for the Klein Brothers Co., wholesalers at 
626 Vine St.; Hubert Hornung, Brook- 
ville, Ind., a former retailer and director 
of the Indiana Jewelers Association, will 
represent the Haberman Sales Co. in In- 
diana; John Q. Murphy of Pittsburgh, 
Pa., now is representing E. & J. Swigart 
Co. of Pittsburgh, jewelers’ supplies, a 
branch of the local firm of the same name, 
and Albert Archer of Chattanooga, Tenn., 
is covering southern territory for the Cas- 
Ker Co. A considerable number of local 
wholesalers and manufacturers are said to 
be seeking experienced salesmen, but are 
finding it difficult to find men with the 
necessary qualifications. 

q Lloyd Ross, who worked with his father, 
F. R. Ross, in their retail store in the 
Keith Building, was injured seriously in 
an automobile accident in early November, 
and will be hospitalized for several months. 
His jaw was broken in 12 places, and he 
is unable to talk. 


CINCINNATI 





q Three Minneapolis and St. Pay] busi. 

nessmen, Burton W. Joseph, Carlyle J 

Morey and Bernard M. S. Kegan, hate 

purchased approximately 75,000 shares of 

stock in the Gruen Watch Co. from mem. 

bers of the Gruen family. This represents 

the largest group holding of the 308,726 

shares of Gruen stock outstanding. 

q A recent meeting of the board of gj. 

rectors of the Watch Material Distributors 
Association of America in New York City 
was attended by Eugene Swigart, president 
of the E. & J. Swigart Co., a board mem. 
ber, and J. R. Cassidy, secretary-treasurer 
of the Cas-Ker Co., a former board 
member. 

q The Elgin National Watch Co. has ex 

tended its pension program to cover em. 
ployes of the Wadsworth Watch Case Co, 
in suburban Dayton, Ky., and the Hadley 
Division in Providence, R. I. The esti. 
mated cost of the expanded program js 
$1.1 million annually, according to 
Wadsworth Division official. 

q Louis Samuelson, 70, a widely known 
local watchmaker, died December 4. He 
had worked for many years in the retail 
store of Louis F. E. Hummel, Inc., and 
for the last four years in the retail store 
of B. H. Reckers. A son and daughter 
survive. 

q Forty-six of 53 rings, valued at more 
than $1,000, which were stolen November 
27 from the retail store of Greenwald Gem 
Jewelers, Inc., in suburban Norwood, Ohio, 
were found in 17 pawnshops in Cleveland, 
Ohio. Another was located in a local pawn- 
shop. 

q The E. & J. Swigart Co. staged its an- 
nual Christmas party for employes on De- 
cember 11 in the Cincinnati Club, and held 
a three-day sales meeting early in January 
at the club. 

qT. Reed Botts, who has been a salesman 
for many years in the midwest territory 
for the Flex-Let Corp., became a salesman 
on February 1 for Bardach Brothers, Inc., 
manufacturers in Indianapolis, Ind. 

q A. F. Gebhardt, sales representative for 
Faigle Brothers, manufacturers at 12 E. 
Sixth St., visited with relatives in New 
York City during the Christmas holidays. 
q The Victor Corp., 205 E. Sixth St., re 
cently distributed an elaborate folder to 
the trade, picturing and describing its Gem 
Art cluster diamond rings. 

4 Clarence Loeb, salesman for Litwin & 
Sons, Inc., manufacturers at 114 W. Sixth 
St., is enjoying an annual vacation with 
his wife in Hollywood, Fla. 





Cincinnati 24-Karat Club 
Elects 11 New Directors 


Eleven directors of the recently formed 
Cincinnati Twenty-four Karat Club were 
unanimously elected at a dinner meeting 
on January 11 in Hotel Alms. More than 
50 members and guests were present. 

Three directors representing manufac: 
turers are Harold R. Haerr, Gruen Watch 
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and Robert Hengehold, Rosfelder 


ie & Co., for two-year terms and 

Brothers 0., i 

Donald T. Knight, J. P. Knight Co., for 
one-year term. 

, Three representing wholesalers are 


Maury D. Solomon, D. Jacobs Sons Co., 
and J. Lawrence Crouch, Harry Greenwold, 
Wallenstein Mayer Co., for two-year terms, 
and William J. Bertke, the Gerwe Brown 
Co., for a one-year term. 

Four representing retailers are Edward 
Herschede, Jr., for a two-year term, and 
Hyman Bongard, Charles E. Richter and 
Karl J. Mouch for one-year terms. 

Hans Demmer, Gruen Watch Co., repre- 
sents the watchmakers on the board for 
a two-year term. 

Officers for the coming year will be 
elected from among the directors at a 
membership luncheon meeting in February 
at the Cincinnati Club. 





Toastmaster Steps Up 
Fair Trade Enforcement 


Expansion of Toastmaster’s fair trade 
program was announced recently by W. E. 
O’Brien, vice president of Toastmaster 
Products Division, McGraw Electric Co. 
The retailer fair trade contract system, 
already in force in New York, New Jersey 
and Michigan and recently initiated in 
California, will shortly be put into opera- 
tion in Florida. In these areas distributors 
are required to sell only to retailers who 
have signed Toastmaster fair trade agree- 
ments. 

To carry out this program, Toastmaster’s 
fair trade department is being increased 
by the addition of John E. Griffiths, with 
J. H. Holm continuing as legal counsel. 
Enforcement activities at both wholesale 
and retail levels will be strengthened. “In 
the past year we have obtained numerous 
injunctions against retailers and _ have 
brought contempt actions against repeated 
violators which have resulted in substan- 
tial court fines. These activities will be 
intensified through our enlarged depart- 
ment,” according to Mr. O’Brien. 











“Enforcement: at the wholesale, as well 
as the retail level is essential to any worth- 
while fair trade program,” Mr. O’Brien 
pointed out. “Whether wholesale price cut- 
ting is the cause or effect of retail price 
cutting, its effect is always to demoralize 
a market, robbing both wholesalers and re- 
tailers of the margin necessary for effec- 
tive distribution.” 





Proposed Bills Would Alter 
Gold and Silver Prices 


Congress is considering—not very seri- 
ously for the most part—several bills which 
would affect gold and silver prices and 
usage. Among them are measures to re- 
turn this country to the gold standard and 
another to repeal the silver purchase act 
of 1934. 

A bill sponsored by Rep. Emanuel Cel- 
ler, D., N. Y., would repeal the Silver Pur- 
chase Act, under which the government is 
required to pay $1.10 an ounce for surplus 
silver production. Result would be that the 
price would drop as the government would 
then enter the market only for what it 
needs to mint coins. Some $2 billion worth 
is stored by the government, Rep. Celler 
says. Rep. Robert Hale, R., Me., is spon- 
soring a measure to return this country to 
the gold standard. His bill would create 
a dollar consisting of 15 and five-twenty- 
firsts grains of gold nine-tenths fine. All 
other forms of money would be maintained 
at a parity with the gold dollar. The bill 
would also permit anyone to hold any 
amount of gold, exchange it for coin, have 
it minted free, and make paper money 
redeemable in gold coin. 

Another bill, introduced by Delegate 
E. L. Bartlett, D., Alaska, in the House of 
Representatives, would permit free sale 
and trading of gold in this country and 
to and from foreign countries. It would 
permit sales, exports and imports without 
tariffs, excise taxes or licenses. 

As in previous years, the chance of pas- 
sage of these bills is negligible. 





NEW HAMPSHIRE JEWELER OPENS STORE IN WOLFEBORO 






ne 


Nearly 2000 persons attende 


d the formal opening of Horace D. Manning's new store in 


Wolfeboro, N. H., on December 3, 4 and 5. A feature of the store, not shown in this photo, 
is a picture window at the rear, looking out onto the docks where Lake Winnepesaukee 
boats tie up. A door from an adjacent parking lot leads into the store from the rear, 
supplementing the door at the street end of the store. Assisting at the formal opening 


were James Bridges of Smith & Zaff, and Robert Parker of D. C. Percival & Co., both of 
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the Jewelers Building, Boston. 








ENGRAVE 


YOUR OWN JEWELRY 
IN STORE—SHOP—FACTORY 





Easy No 
to Motor 
Use 

Suitable Model 
for engraving CNP 


stainless steel, 
gold, silver and 
other metals 


FOR STEEL ENGRAVING | 
ON A WIDE RANGE OF 
JEWELRY WORK— ~~ 
The 3D-5 Panto Engraver:  \¥ 


Cuts medallion, ring 
and jewelry dies, steel 





stamps or any bas-re- 
lief design. Use it for 
2D lettering in name- 
plates, signs, etc. 





A Full Line Of Engraving 
Equipment and Accessories 
Write for illustrated 


PA Te literature and indicate 
work you wish fo do. 


H. P. PREIS ENGRAVING MACHINE CO. 


657 U. S. Highway 22 Hillside, N. J. 























Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 





PERIDOT 
TOURMALINES 


; “4 EMERALDS 
ei CAT'S EYES 
@} RUBIES—SAPPHIRES 
AQUAMARINES 
@ 0 TOPAZ 
AMETHYST 
Unusual Gems 
Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 

















Tarnish- Preventive 


SILVERWARE CHESTS 


Lined with Pacific Silver Cloth 
Finest Quality Fully Guaranteed 
send for illustrations and price list 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Silverware Protection—Rolls, Bags, Cases 
and Chests Since 1926. 
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“DESERTGEM' 


Jewelry 







by 
Paul Klepa 


The multicolor asst. gems on this bracelet are FREE 
FORM genuine semi-precious polished nuggets in 
natural shapes, assembled in this new smart jewelry 
line. #102C Gold Filled $9.00 Keystone. 


KLEPA ARTS 


8628 Melrose Ave. Los Angeles 46, Calif. 











GEORGE C. HOUSTON 


National Distributor of 


"LINDE" STAR 
Man-Made 


SAPPHIRES and RUBIES 


Wide selection in stock for 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 S. Hill St. Los Angeles 13, Calif. 











"SYMBOLITURGY" MINIATURES 


Under the name ‘‘Symboliturgy’” we present new 
jewelry miniatures—Faithful reproductions of Chris- 
tian Symbols for the Faithful. ‘““SYMBOLITURGY”’ 
designs present the Symbols of our Seven Sacraments 
in miniature attached to a bracelet. . . as follows. . 
BAPTISM - CONFIRMATION - HOLY EUCHARIST - PEN- 
ANCE - EXTREME UNCTION - HOLY ORDERS - MATRI- 
MONY. SEVEN SACRAMENTS BRACELET. 

STERLING SILVER - GIFT BOXED.............. $8.00 
GOLD PLATE, GIFT BOXED (Not s/s.)........... 3.50 
(Descriptive nel in each box) 

Individual miniature Symbol 
Sterling silver (Gift Carded) eeeeksGeusee $1.00 
| eee eee 35 
ALL PRICES — KEYSTONE 
SEND FOR FREE CATALOGUE ON OUR ENTIRE 
LINE OF RELIGIOUS MEDALS 


THE BROTHERS CO. 


1707 Berkeley Street Santa Monica, Calif. 














Chatham Emeralds 


REGISTERED U.S. PATENT OFFICE 
Manufactured Exclusively by 


Chatham Research Laboratories 
70—(4th St., San Francisco 3, California 
The Only Man-Made Emeralds 

Available in the World 











Time Tested 
Sb de) | BS 


Best for Watches and Clocks 


Never Let 
» Koy tim BYo)" 70 


Wm. F. Nye, Inc., New Bedford, Mass. 
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q The Southern California Guild of the 
American Gem Society announced its new 
officers for the year who took office the 
first meeting in January. They are: Presi- 
dent, Lester Helms (Donavan & Seamans, 
Los Angeles); Vice-President, Dorothy 
Ward (Donavan & Seamans); Secretary- 
Treasurer, Ferdinand Soulanille (Arnold’s 
Jewelers, Pasadena); Assistant Program 
Chairman, Robert J. Martin (J. Herbert 
Hall Co., Pasadena). 

q The California Gift Show was sched- 
uled for January 23-28 at the Biltmore and 
Alexandria Hotels, the Brack Shops and 
the Merchandise Mart in Los Angeles. Top 
lines from all over America as well as 
1600 lines from 73 foreign countries were 
to be included in the displays At the same 
time as the 40th California Gift Show was 
set to be staged, the Second National Patio 
and Barbecue Show was to be held at the 
Alexandria Hotel. This event, also spon- 
sored by the Los Angeles Trade Fair, was 
expected to be of interest to jewelers with 
space available for display of merchandise 
related to dinner and glassware. 

q Dr. and Mrs. Arthur P. Marshall have 
resumed managership of Marshall’s Jewel- 
ry store at 790 Higuera St., San Luis 
Obispo. The store was established by Dr. 
Marshall’s father in 1889. 

q.C. H. Logan, jeweler of Huntington, 
Ore., was re-elected for his fourth consecu- 
tive term as mayor of his city during the 
recent elections in November. 

q Recent additions to the Golden Nuggets 
membership list include: Jules Broder, 448 
S. Hill St., Los Angeles (Broder, Marks 
Co.); John L. Davis, 354 21st St., Oak- 
land (Vacheron & Constantin-LeCoultre 
Watches, Inc.) ; Harry Diamond, 215 W. 
5th St., Los Angeles (manufacturers’ 
rep.) ; Earl S. Lohr, 116 New Montgomery 
St., San Francisco (Hamilton Watch Co. 
western district sales manager); and. Sol 
N. Marks, 1919 N. Argyle St., Los Angeles 
(manufacturers’ rep.). 

q Foote, Cone & Belding reported that 
Robert B. Westover of Los Angeles has 
been appointed western field merchandis- 
ing representative for the Watchmakers 
of Switzerland. Mr. Westover will main- 
tain liaison between the retail jewelers and 
horological groups in the western states 
on the Watchmakers Of Switzerland’s 
many programs in support of retail jewel- 
ers and watchmakers, including the watch 
repair parts and “Know Your Jeweler” 
campaigns. Previously Mr. Westover was 
associated with the Waterman Pen Co. 
and Western Air Lines in sales and sales 
promotion. He succeeds Richard Romanelli, 
who is now located in the San Francisco 
office of Foote, Cone & Belding as an 
account executive. 

q Lane’s Jewelers, Porterville, Calif., was 
sold to Clinton Ernest of Bakersfield. Mr. 
Ernest has had a wide background in the 
jewelry business and more than 20 years’ 
experience in the watchmaking craft. He 
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plans to operate the business under his 
own name. 
q Nat Bubar, owner of Bubar’s Jewelers, 
311 Santa Monica Blvd., Santa Monica, 
has purchased the Leo B. Marx Jewelry 
Store at 1327 Third St. 
q John Burris and John Scott, Jr, re 
cently announced their new Partnership 
in the diamond setting business and the 
opening of new offices and workshops at 
Suite 601 Jewelry Trades Bldg., 220 Wes 
5th, Los Angeles. 
q Irving Manis, watchmaker, moved from 
704 Market St. to 123 Montgomery St, 
San Francisco, the location which was for. 
merly occupied by the late Nathan J, 
Glass. 
q Frank M. Carrillo, manufacturing 
jeweler, moved on January 1 to new and 
larger quarters in Suite 505-507, 233 Post 
St., San Francisco. 
q A. Sigfried Johnson, importer and whole. 
sale distributor specializing in watches, 
moved from Room 420, 209 Post St., San 
Francisco, to Room 303 of the same 
building. 
q@ Michael Gorb Credit Jewelers, 115 
Fourth St., San Rafael, Calif., held its 
grand opening of their completely remod- 
eled store, Mr. Gorb also owns jewelry 
stores in Novato and San Francisco. The 
San Rafael store was purchased in Sep- 
tember from Homer Watson. 
q Seattle jewelers are reported to be ob. 
jecting to a proposed municipal tax of 
ten cents a square foot, with a minimum 
of $10 a year, on all store fronts where 
a sign or marquee is placed. 
q Members of the California Retail Jewel- 
ers Association extended condolences to 
the family of Peter Hansen Boyson, a past 
president of the group. Mr. Boyson, senior 
partner of the Boyson Jewelry Co., 215 
Pine Ave., Long Beach, died November 
28. Born in Cedar Falls, Iowa, in 1876, 
Mr. Boyson founded the Boyson Jewelry 
Company in Cedar Rapids in 1898, moving 
to Long Beach in 1925. His son, V. Day- 
ton Boyson, who has been in_ business 
with his father since 1931 and a partner 
since 1939, will continue to operate the 
store. Mr. Boyson was very active in Long 
Beach civic affairs and was a director of 
the National City Bank of Long Beach. 
A hobby of his was riding his prize Palo- 
mino horse with both the Long Beach 
Mounted Police Patrol and the El Bekal 
Shrine Mounted Patrol. He is survived by 
his son Dayton, a grandson, granddaughter, 
and a great-grandson. 
4@ Condolences were also extended to the 
family of Morris Riskin, who passed away 
November 23 after an illness of several 
years. Mr. Riskin, who was a wholesale 
jeweler with offices at 704 Market St, 
San Francisco, was well known in the 
trade. He is survived by his widow, Min- 
nie; his son, Julian, and two daughters, 
Mrs. Lillian Strang and Joyce Riskin, and 
two grandchildren. 
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‘ewelers were saddened and 
prog the sudden and tragic death 
of Donald G. Smith, 29, in business in 
Florence, Ore., since 1948. Mr. Smith died 
es after arrival at Sacred _— 

‘eal in Eugene, Ore., as a result 0 
pps collision on November 28. 
Before going into business for himself, he 
was associated with Hoffman’s in Eu- 


10 minut 


gene. 





1. Widess & Sons Re-appointed 
To Membership in AGS 


The American Gem Society announced 
recently the re-appointment of I. Widess 
& Sons, Los Angeles diamond importers, 
to membership in that organization for 
1955. 

This appointment is awarded to whole- 
sale firms that meet certain AGS standards. 
One of the requisites for membership is 
that the firm have on its staff one person 
who has had extensive gemological studies. 

1. Widess, founder of the firm, is cele- 
brating his 62nd anniversary in the gem 
trade. He is often referred to as the 
“emerald king” because of his experience 
in mining and cutting emeralds in Siberia 
for 30 years. He settled in Los Angeles 
33 years ago after his escape from the 
Communists. 

His son, David Widess, is a certified 
Gemologist and is past president of the 
Southern California Guild of the Amer- 
ican Gem Society. 





Employees Honor Granat Bros. 
On Firm's 50th Anniversary 


Senior staff members of Granat Bros. 
of San Francisco, Calif., manufacturing 
retail jewelers, held an informal but heart- 
warming ceremony recently in commemora- 
tion of the firm’s 50th anniversary. 

Joseph and Leo Granat were honored 
not only with verbal accolades by spokes- 
men of the group but were presented with 
an engraved plaque marking the occasion. 

The inscription on the plaque read as 
follows: “A golden anniversary of apprecia- 
tion for the beauty attained when creative 
genius finds expression through the in- 
spired guidance of skilled hands.” 

Deeply touched, the Granat brothers 
responded briefly, but made it evident 
that it was a high moment in their long 
careers. Taking part in presentation of the 
plaque in the executive office were the two 
brothers and a group of eight employees 
whose average tenure of service comes to 
29 years. They made the presentation on 
behalf of the present Granat staff of 200. 





Pacific Northwest Jewelers 
To Convene in Spokane 


The seventh annual Pacific Northwest 
Retail Jewelers Convention is scheduled 
to be held from February 6 to 8, in Spo- 
kane’s Davenport Hotel, according to L. W. 
Orsies of Orsies Jewelers, Spokane, Wash., 
general chairman. 

Jack Friedlander of Friedlander & Sons, 
Inc., Seattle, is chairman of the program 
advertising committee, which also includes 
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John Penn Fix, Spokane; Ollie Cohen, 
Spokane; Lester Berg, Seattle; and Rich- 
ard Weisfield, Seattle. 

Lester Berg heads the registrations com- 
mittee, composed of Seattle’s Jack Fried- 
lander and Spokane’s Carl Klein, Harold 
March, and Fred Nolund. 

The entertainment committee includes 
the following from Spokane: Ollie Cohen, 
Don Glascock, Harold March, and Vic 
Ritter. 

The reception committee consists of Ben 
Brice, Spokane; Percy Klatt, Spokane; 
Carl Klein, Spokane; and Horace Raphael, 
Seattle. 

Entertainment for the ladies is being 
arranged by Paula Nelson and Mrs. Percy 
Klatt of Spokane. Port Martin of Spokane 
is chairman of the hospitality committee 
which includes: Jerry Cundiff, Ben Brice, 
Ollie Cohen, Vic Ritter, Don Glascock, 
and Harold March, all of Spokane. 

Principal speakers on Sunday afternoon 
will be S. Ralph Lazrus, president of the 
Benrus Watch Co., and Carl Priest, west- 
ern sales manager of the Parker Pen Co. 

The Evergreen Ducks will be in charge 
of entertainment Sunday night and the 
program on Monday. At the Monday noon 
luncheon the Minnesota Mining & Manu- 
facturing Co. will give a demonstration of 
gift wrapping. 

Tuesday’s speakers will include Morton 
Pelzner of San Francisco on window dis- 
plays, and Saul Herman, credit manager 


for Weisfield’s. 





Sheaffer Film on Writing 
For Schools and Dealers 


A motion picture on the history of 
handwriting and development of writing 
instruments has been completed by the 
W. A. Sheaffer Pen Co., primarily for 
distribution to the nation’s high schools. 
It is called “Between the Lines—the His- 
tory of Writing.” 

Main purpose of the film is to acquaint 
the expanding high school population, 
estimated at about 33,000,000, with the 
importance of handwriting in school work 
and everyday life. 

The new film, which has narration by 
announcer Tony Marvin, has a running 
time of 20 minutes. Prints of the film 
are also available on loan, at no charge, 
to Sheaffer dealers for showings before 
local clubs, church organizations and 
other civic groups. 





Masserman Co. of Newark 
Purchased by Max Gilles 


Max O. Gilles, formerly designer for 
the Charles Masserman Co., manufactur- 
ing jewelers of Newark, N. J., announced 
recently that he has purchased the firm. 

The new owner stated that he will manu- 
facture, as the Masserman company did, 
a ten and fourteen karat gold line of 
ladies’ fancy, tailored rings. These include 
cultured pearl, genuine and synthetic stone 
rings. 

The firm, known now as the Max Gilles 
Co., is represented in the east by Harry 
Zafnas, while Mr. Gilles will cover the 
midwest. 





RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


Let us look at 
the record 
Recent Sales Conducted: 


Ovington’s, 5th Ave., N.Y.C. 
Rubins, Miami, Florida 
Harry Levinsons, 
Youngstown, Ohio 
Webers, Meriden, Conn. 
and many others 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR— 
PLUS—FOR YOUR STOCK 


We will advance any money needed to 
conduct your sale. 


Your reputation will be guarded. 


You will have a more popular store when 
sale is over. 





Your business will be permanently in- 
creased. 





We will interview you at our expense 
without obligation to you. 





Remember our earnings depend upon the 
success of your sale. 





We specialize in buying stores for cash. 


WRITE — WIRE — PHONE 


COLMES & BRILL 


AUCTIONEERS 


15 West 47th St., New York City - 
JUdson 6-2334 




















































































Watch Repairing 


FAST—DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
e 
Over a quarter century of service 
to the trade 
« 

Watches insured and safeguarded 
in Holmes-protected vaults 
° 
Ask for price list or send trial order 


Cooper's Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 
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The “Haviland Look”’ gives 
this popular new design the 
integrity that creates a 
Lifetime Pattern for Sales 


Haviland & C° 


ine Oo 8 © Oe & YY ES 
270 PARK AVENUE, NEW YORK 17, N. Y. 
; a <s a mee ral . 









ay ae 








Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 10, N.Y. 
AL. 4-0104 

















WEDGWOOD 


Borne Chine Olnnerware, Queen's Ware 
Jasper and Black Basait 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














MARY RYAN xccsssones 


FURNITURE 


GIFT AND ART 


225 Fifth Avenue, New <York 


Merchandise Mart, Chicago N OVELTIES 
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Bulova Fetes Employees 
At Annual Waldorf Dinner 


Over 1500 employees of the Bulova 
Watch Co. gathered at the grand ballroom 
of the Waldorf Astoria on January 8 on 
the occasion of the company’s annual din- 
ner honoring those employees having ten 
or more years of service. 

John H. Ballard, Bulova president, 
delivered a welcoming address followed 
by a greeting to each new member of the 
25, 15 and 10-year clubs. He then pre- 
sented $500 United States Savings Bonds, 
as part of the “25-year Club” award, to 
seven employees. 

Arde Bulova then addressed the group, 
stating that, “Were it not for the efforts 
of the employees here tonight, the success 
and prosperity of the Bulova Watch 
Company could not have been attained.” 

Following Mr. Bulova’s remarks, Mr. 
Ballard presented diamond pins, emble- 
matic of 20 years of service, and a $400 
U. S. Savings Bond to 25 employees. 





John H. Ballard (left), Bulova president, 

presents a $500 U. S. Savings Bond to Paul 

Calame, 25-Year Club Member. Looking 
on is Arde Bulova (right). 


Thirty-seven employees, who have served 
15 years in the employ of Bulova, then 
received gold pins and a $100 U. S. 
Savings Bond. 

New members of the “10-Year Club” 
received beautifully engraved gold Bulova 
watches and the personal congratulations 
of Mr. Ballard and Mr. Bulova. 

A star-packed evening of entertainment 
followed the award dinner. Alan King and 
Jan Murray shared m. c. honors, while the 
show featured Eileen Barton, The Billy 
Williams Quartet, The Seven Ashtons, 
Chiquita & Johnson, and Pierce Knox. 
Mark Towers orchestra provided all the 
show music plus dance music for the 
group. 





Internationally Known Printer 
Addresses 24-K. Club Meeting 


The January meeting of The Jewelers 
24 Karat Club of Southern California was 
set for Tuesday evening, the llth; in the 
Embassy Room of the Ambassador Hotel, 
Los Angeles. 

The main speaker for the evening was 
to be Gordon J. Holmquist, internationally 
known in the printing industry. He is the 
man to whom the Club last year presented 
the Gutenberg Award. 

This award was presented to a member 
of the graphic arts industry by the 24 
Karat Club in tribute to an art and indus- 
try made possible by the invention of 
moveable type by Johann Gutenberg, a 


goldsmith. The presentation was made 
during International Printing Week, Jem 
uary 12-22, coinciding with the birthday 
of Benjamin Franklin. 

Last year’s presentation, serving as a 
public relations vehicle for both industries 
was the first and only one to be made. 
There will be no award this year, 

Mr. Holmquist’s talk at the January 1] 
meeting was to be curiously related to the 
jewelry industry, for he was to tell about 
—and show Kodachromes—of “Jeweled 
Books” from several famous collections, 

The members present were to be eligible 
in the drawing for bonds worth $125 since 
Al Goldberger lost $100—the attendance 
prize bond—for not being present at the 
December meeting. 





H. W. Yaseen of Chicago Hts. 
Observes 44th Anniversary 


Harry W. Yaseen, prominent jeweler of 
Chicago Heights, IIl., observed his 44th 
year in business on December 10th. 

It was on December 10, 1910, that Mr. 
Yaseen opened his jewelry store at 1644 
Halsted St., and he has been doing busi- 
ness at the same address ever since. 

However, it’s not quite the “same old 
stand.” The establishment has been re- 
modeled on several occasions and it is 
credited as being one of the finest stores 
of its kind in the country. 

While the business in the beginning was 
a one-man operation, it developed, as Mr. 
Yaseen says, “little by little,” until today 
ten to eleven employees work in the store 
full time the year ’round. 

Manager of the store is Mr. Yaseen’s 
son, Herbert. Another son, Richard, is also 
employed in the jewelry field. He is at 
present engaged as a sales promotion man 
for a leading jewelry manufacturer. 

Active through the years in business as 
well as civic promotions, Mr. Yaseen is 
widely known throughout the country as 
a collector of and authority on antique 
watches. Because of his interest in such 
collections, he played an instrumental role 
in helping to organize the Midwest Chapter 
of the National Association of Watch and 
Clock Collectors. 


Taunton Silversmiths 
Aid Hospital Drive 


To help Taunton’s Morton Hospital add 
a much needed X-ray section, a fund-rais- 
ing campaign has been conducted, headed 
by Roger H. Hallowell, president of Reed 
& Barton. He reports the fund “over the 
top,” aided materially by the comtributions 
from his company and from other Taunton 
silver industry members—Poole Silver Co. 
and F. B. Rogers Silver Co., a division 
of National Silver Co. 

















EDWARD BOOTE, INC. 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
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February 


3.6 Gift, China, Glass, Stationery & 
Housewares Show, Western Merchandise 
Mart, San Francisco, Calif. 

3.6—Western China, Glass, Gift, Jewelry, 
Toy, Stationery & Housewares Show, Civic 
Auditorium, Palace, St. Francis and Sir 
Francis Drake Hotels, San Francisco, Calif. 

5—Boston Jewelers Club, 67th Annual 
Banquet, Hotel Statler, Boston, Mass. 

6-9—Syracuse Gift Show, Hotel Onon- 
daga, Syracuse, N. Y. 

13-15—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio 

13-15—Louisville Gift Show and Mer- 
chandise Fair, Seelbach Hotel, Louisville, 
Ky. 
13:15 Mid-South Gift & Jewelry Show, 
Hotel Peabody, Memphis, Tenn. 

13-16—Albany Gift Show, The Sheraton 
Ten Eyck, Albany, N. Y. 

13-16—Portland China, Glass, Gift, 
Jewelry, Stationery, Toy & Housewares 
Show, Portland Public Auditorium and 
Plaza Hotel, Portland, Ore. 

20-22—Minneapolis-St. Paul Gift Show 
and Merchandise Fair, Minneapolis City 
Auditorium, Minneapolis, Minn. 

20-24—-Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

20-24—-Pacific Northwest China, Glass, 
Gift, Jewelry, Stationery, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels, Terminal 
Sales Building, Seattle, Wash. 

20-25—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and Merchandise Mart, 
Dallas, Texas. 

20-25—Registered California Gift and 
Dinnerware Show, Hotel Vanderbilt, New 
York. 

21-25—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

21-25—225 Spring Market Week, 225 
Fifth Ave., New York. 

27-March 1—Inland Empire Gift Show, 
Davenport Hotel Spokane Wash. 

27-March 1—Omaha-Midwest Gift Show 
and Merchandise Fair, Paxton Hotel, 
Omaha, Nebr. 

27-March 2—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 


March 


4-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

6-10—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

7-11—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9—Jewelers Association of Baltimore, 
Annual Dinner-Dance, Emerson Hotel, 
Baltimore, Md. 

13-15—Heart of America Gift Show and 
Merchandise Fair, Continental Hotel, Kan- 
sas City, Mo. 
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13-16—Cincinnati Gift Show, Netherland 
Plaza, Cincinnati, Ohio. 

19-20—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Yancey, 
Grand Island, Nebr. 

20-22—St. Louis Gift Show and Mer- 
chandise Fair, Statler Hotel, St. Louis, Mo. 

20-23—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

20-23—Pittsburgh Gift Show, William 
Penn, Pittsburgh, Pa. 

26-28—Kansas Retail Jewelers Associa- 
tion, 42nd Annual Convention, Lassen 
Hotel, Wichita, Kan. 

27-28—Indiana Jewelers Association, An- 
nual Convention, Lincoln Hotel, Indian- 
apolis, Ind. 

27-29—Salt Lake City Gift Show and 
Merchandise Fair, Hotel Utah, Salt Lake 
City, Utah. 

27-30—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

27-30—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 


April 

3-5—American Gem _ Society, Annual 
Conclave, Hotel Statler, Boston, Mass. 

3-5—Wisconsin Retail Jewelers Associa- 
tion, Annual Convention, Hotel Schroeder, 
Milwaukee, Wis. 

24—North Dakota Retail Jewelers Asso- 
ciation, Annual Convention, Grand Forks 
N. D. 


May 


1-13—United Jewelry Show (For Whole- 
salers Only), Sheraton-Biltmore Hotel, 
Providence, R. I. 

14-18—First Foreign Trade Exposition, 
Shrine Exposition Hall, Los Angeles, Calif. 

15-19—New York International Trade 
Fair, 25th Street Armory, New York, N. Y. 

30-31—Watch Material Distributors As- 
sociation of America, 9th Annual Conven- 
tion, Fairmont Hotel, San _ Francisco, 
Calif. 


June 


26-27—-New Hampshire Retail Jewelers 
Association, Annual Convention, The Far- 
ragut House, Rye Beach, N. H. 


July 


24-28—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, IIl. 

24-27—New Orleans Gift Show, Roose- 
velt Hotel, New Orleans, La. 


August 


14-18—American National Retail 
Jewelers Association, 50th Annual 
Convention and Trade Show, Waldorf- 
Astoria Hotel, New York. 

21-26—Third International Gift & Fancy 
Goods Show, Hotel Astor, New York. 

28-31—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 


September 


11—Retail Jewelers Association of Mis 
souri, Annual Convention, Jefferson City, 
Mo. 











“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


When you bow out of the final picture 
on your business-street by a Faussett 
auction, the glories of a lifetime do not 
just fade away. 


HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH-RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP-SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 1932-3 
FOUND IN OUR BOOKLET. 


FOR THOSE WHO CONTEMPLATE 
RETIRING FROM BUSINESS, THE 
YEAR OF 1955 MAY PROVE THE 
BEST OF THE HALF CENTURY FOR 
EXCELLENT RESULTS, GRATIFY- 
ING PRICES, AND A COMPLETE 
CLOSE-OUT OF STOCKS AND FIX- 
TURES. THE ECONOMY OF THE 
NATION WILL BE AT AN ALL- 
TIME HIGH ACCORDING TO LEAD- 
ING ECONOMISTS. 


WRITE FOR A LIST OF 1954 
COMPLETE CLOSE-OUTS OF 
STOCKS & FIXTURES 


“There never,” writes Bob Reneau of 
Alva, Oklahoma, “was a moment of 
worry after I met and placed my liqui- 
dation in the hands of Thomas J. 
Faussett. He is a most honorable man, 
fair minded, co-operative with the 
jeweler, in fact he is the best! There 
are no words intense enough to express 
my deep appreciation for his services. 
Wait for him, if you are going out of 
business, even for a year.” 


WE SPECIALIZE IN COMPLETE 
CLOSE OUT SALES OF STOCKS & 
FIXTURES. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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Jewelry Makiné 


For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 
crafts. It is the purpose of this series of articles to present to both beginner 
and advanced craftsman, practical methods of making hand-made jewelry. 


Part Vil—Jewelry Objects and Their Construction 


ie designing of jewelry is a highly spe- 


. . ‘ ; by MURRAY BOVIN 
cialized and important branch of the jewelry industry. . 


Jewelry designs, just as clothing and furniture, are sub- as symmetry, balance, proportion, and composition, 
ject to style trends and do change periodically. Con- should be understood and applied. It is suggested that 
temporary art and fashion often influence the vogue in a contemporary art book be referred to for definitions 
jewelry. and significance of art terms. 

New techniques, such as centrifugal casting and ma- Though some jewelry—such as cuff links and tie bars 
chine chain making, also can influence jewelry design -—is functional, most jewelry can fall into an ornamental 
since the techniques can permit freer and less expensive classification; that is, the jewelry is molded into a shape 
use of materials. which is primarily decorative by nature. Even the 

It is essential that all jewelry workers, commercial functional jewelry depends for the most part on applied 
and hand craftsmen, give considerable thought to the ornamentation for its eye appeal. 
design of the jewelry objects which they make, for an There are two important rules of design that are 
object is only as good as its design. Good design is not worthy of note: (1) Appropriate design and ornament 
restricted to machine or handicraft. A jewelry object arises naturally from the physical nature of a material 
made by hand or machine may be well or poorly de- and the processes of working the material. In other 
signed. If an object is made by hand and is designed words: designs and ornaments that are suitable for clay 
poorly it can be a piece of junk; if an object is made are not necessarily satisfactory for metal nor can some 
by machine and is designed well it can be a work of of them be made in metal. (2) Ornament and design 
art, and vice versa. In other words, the design of the must fit the form and function of an object. The orna- 
jewelry object, not necessarily the method of making it, ment on a ring must be suitable for a ring, yet it may 
is the important consideration. not be suitable for a pin. 

Though good artists are not necessarily the best jewelry There are several types of ornament and design that 
designers, it is essential that jewelry craftsmen constantly are also worthy of note: (1) Geometric. Ornament or 
refer to the artistic principles of design. Art terms such design composed of straight lines, curves, dots, domes, 
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Fig. 21—In one method of forming a ring, the above procedure is followed. 
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etc., to which no pictorial significance can be assigned. 
(2) Conventionalized. Ornament or design which though 
based on naturalistic objects (animals, plants, etc.) 
departs from the exact representation of such objects in 
the interests of linear rhythm, simplification, and formal 
significance generally. (3) Abstract. Abstract, or non- 
figurative design, calls for an arrangement of lines, 
shapes, colors, and material into forms which should 
have an intellectual and aesthetic appeal. 

Any one, or combinations of more than one, of the 
above may be repeated to form an “all over” pattern. 
Repeated patterns are commonly found in the links of 
bracelets and necklaces, and borders of pins. . 

Here’s a practical design procedure to follow: do the 
original sketches on a good grade of paper with a hard, 
sharp pencil. Trace the design onto tracing paper. For 
a realistic effect, the design on the tracing paper, or 
better yet, frosted plastic may be tinted with water 
colors. 

After a jewelry object has been designed, it is neces- 
sary to transfer the design to the metal. Below are listed 
several important methods that may be used. 

Method One. This is the method used by most 
jewelers. Trace the design with a sharp, hard (No. 3) 
pencil onto a piece of tracing paper. Heat the metal 
slightly to warm it, and while it is still warm, rub a 
piece of yellow bee’s wax over it to leave a thin layer. 
Let the metal cool to room temperature. This can be 
done quickly by placing the metal on a thick piece of 
steel which will conduct the heat from it. 


TRANSFER DESIGN ON WAX 


Now place the tracing paper on the wax, graphite side 
down. With a smooth surface, such as a burnishing tool 
or the handle of some pliers, rub the tracing paper until 
the wax shows through and then slowly remove the 
tracing paper. A graphite design should be on the wax. 

Scratch the design onto the metal through the wax 
with a scratch awl, warm the metal again and wipe 
the wax off with a rag to complete the transfer of the 
design to the metal. Note: if monograms or letters are 
transferred, the design must be retraced on the opposite 
side of the tracing paper for it to appear properly. 

Method Two. Trace the design onto tracing paper. 
Clean the metal with steel wool. Place a piece of carbon 
paper face down on the metal and the tracing paper on 
top of it. With a sharp pencil, retrace the design on the 
tracing paper, pressing firmly, and a carbon impression 
will appear on the metal. Scratch or engrave the design 
into the metal. Some craftsmen prefer to cover the metal 
first with a thin coating of Chinese white. The carbon 
and tracing paper can be held in position with paper 
clips. ; 

Other Methods. For piercing, the tracing paper can 
be glued or cemented to the metal and the metal can 
then be cut with the jeweler’s saw. For production work, 
thin brass (22 gauge) patterns are made perfectly. It 
is comparatively easy to retrace the patterns onto the 
metal. 

Ring sizes run from number one, the smallest, to 
number 13, the largest. The average woman’s size is 
six, and the man’s is nine. 

To determine length of metal for ring size, wrap a 
piece of paper around the finger on which ring is to be 
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worn and cut paper to size. Cut the metal slightly smaller 
than the length of paper, for after the metal has been 
bent and soldered to form a band it may be stretched 
to the proper size; if the band is too large, it must be 
cut and resized. 

However, the professional method calls for a standard 
ring stick or gauge. With a divider take the required 
ring size length off the stick or gauge and then cut the 
metal to that length. 

A flat strip of metal can be formed into a ring several 
ways. Note: the band does not have to be perfectly 
round before soldering, for it may be shaped perfectly 
on a ring mandrel after soldering. 

In one method, the ends of the strip can be bent jn 
and together with half round or round nose pliers, 

In another method, the strip can be placed over 
semi-circular grooved piece of wood. A ring mandrel 
is placed over the strip (Fig. 21). A few blows on the 
mandrel with a mallet will quickly curve the metal, 
Move the mandrel and strip to different positions to 
form a perfect ring. Grooved steel blocks can be pur. 
chased. A simple bending machine is available. 


BEFORE SOLDERING STRIP ENDS 


The ends of the strips must fit perfectly before they 
are soldered together. They may be filed after bending 
or, as is done commercially, with the jeweler’s saw, a 
cut can be taken between the ends as they are pressed 
together to even them perfectly. To get the ends to snap 
together, over-bend them with a plier and then force 
them slowly back into position. 

When soldering, the solder usually used for silver 
work is placed inside the band over the seam; for gold 
and platinum work it is placed on the outside of the 
band. No space should be allowed for the solder. 

To stretch a ring, place it on a ring mandrel and then 
hammer straight down on the shank. Reverse the ring 
occasionally on the mandrel while hammering to avoid 
tapering the shank. A raw hide hammer may be used to 
stretch the ring slightly. A steel hammer will stretch 
a ring considerably, especially if the shank or band is 
annealed first. A commercial stretcher can be bought 
that is ideal for stretching carved and engraved mar- 
riage bands that cannot be hammer-stretched. A hollow 
split mandrel fits into the ring and the ring is stretched 
by means of a screw that forces the mandrel apart as it 
is tightened. 


SHRINKING A PLAIN BAND 


This sounds almost impossible, but it can be done as 
follows: place the ring in a dapping block opening that 
will just take the ring. Place a steel rod, that is just a 
little smaller in diameter than the outside diameter of 
the ring, over the ring and then hammer the rod down so 
that the ring will be forced into the dapping block. 
Reverse the ring and repeat. Since the sides of the hollow 
in the dapping block slope in gradually, the band will be 
pushed in, thus forming a smaller sized ring. 

Excellent dies for shrinking plain bands can be made 
by drilling ring size holes into a 14” piece of tool steel. 
The holes are tapered slightly by means of reamers or by 
grinding and then polishing. The shrinking procedure 
is the same as above. Commercial dies are available at 
jewelry supply houses. 
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TRATTON WATCH—We traded in an old American 


18 size watch of three-quarter plate design with move- 


ment engraved “Stratton’s Patent, #125420, American 
Watch Co., Waltham.” It is finely finished and has a 
stopwork at barrel that looks more like Swiss than 
American work. Can you give us some idea of the age 


of the watch? (Question No. 6435) A. T. 


Answer—In 1859, a business depression resulted in 
the lay-off of some of the foremen at the then recently 
organized watch factory at Waltham, Mass. Several of 
these men interested some investors at Nashua, New 
Hampshire, and organized a watch factory there. In 
1862, business having revived at Waltham, the latter 
company bought out the Nashua plant and moved the 
machinery to Waltham, re-employing the foremen, and 
taking the unfinished watches to be completed at Wal- 
tham. Your waich is one of those designed by N. P. 
Stratton at Nashua and finished at Waltham. It was 
made perhaps between 1865 and 1870 and is thus be- 
tween 84 and 89 years old. 


IDDEN SETTING MECHANISM—A customer put 
me on the spot with a puzzle I could not solve. He 
had a foreign made watch and asked me to set it. I 
couldn’t see on it any setting lever, and pulling the 
stem had no effect. Then he set it and laughed. I didn’t 
see how he did it; he was too quick about it, or did 


something I could not see. Can you inform me? (Ques- 
tion No. 6436) T. B. 


Answer—The watch your customer had was prob- 
ably an old Jurgensen timepiece. Some of these watches 
have an ingenious device for setting which is operated 
by turning the bow of the case down either forward or 
backward, which shifts the setting mechanism through a 
collar inside the pendant. Turning the bow up again 
shifts the mechanism into winding position. The owner 
no doubt worked the bow cleverly enough so that you 
did not notice what he did. It is safe to assume that he 
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HOW SHALL I-? 


WHY D6 ee 


WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


has had his little joke on many other watchmakers be- 
sides yourself! 


~. jogo SUBSTITUTE—Don’t you think it would 
save time in setting roller jewels and pallet stones 
to use something like Dupont cement, instead of shellac 
that has to be heated whenever a stone must be moved, 
in adjusting them? (Question No. 6437) R. E. 


Answer—We have not heard of anyone having tried 
your suggestion, and cannot cite experience of it. But 
shellac is the time-tested cement for this use, and you will 
be playing safe by continuing to use it. We wonder 
whether the cement mentioned might risk rusting the 
steel parts; also whether you wouldn’t waste much more 
time waiting for the Dupont cement to harden because 
shellac hardens as soon as it cools, allowing then an 
immediate test of result of the change made in location 
of the stone. 


ee a new roller-jewel is fitted so it 
will unlock the fork all right, what difference can 
it make if it is a free loose fit in the fork? (Question 


No. 6438) P. R. 


Answer—A roller-jewel should be selected to fit the 
fork-slot with not a bit more side play than will insure 
freedom of action. Any more “shake” than this would 
cause the fork to jump between the phases ‘of action 
known as unlocking and impulse; and the amount of 
this jump would represent purely lost motion and waste 
of power, violating a principle of correct escapement ad- 
justing, which is that the best escapement is one that 
will transfer the maximum of the power from escape: 
wheel to balance. In other words, one that will waste 
the least power. 


anal INISHING—When gray-finishing staffwork, I 
have trouble getting that fine frosty-looking ap- 
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7's THE srorRE with the friendly, 
| open appearance that attracts the 
attention of the passer-by and gets 
the business. That’s why so many 
merchants and business men have 
decided to use Pittsburgh Open- 
Vision Store Fronts to modernize 
their properties. 

Perhaps your jewelry store could 
benefit from this type of moderniza- 
tion, too. Just look at this attractive 
establishment... Perelman’s Jewelry 
Store, New Castle, Pa. Its smart, 
modern and inviting appearance is 
due in large measure to its attractive 
Pittsburgh Store Front featuring 
Pittco® Store Front Metal, Carrara® 
Structural Glass, Pittsburgh Polished 
Plate Glass and a pair of Herculite® 
Doors. The architect for this eve- 
appealing sign was W. G. Eckles 
Co. of New Castle. 

To get additional information on 
Pittsburgh Store Front Products for 
both new building and moderniza- 
tion, just send for a free copy of our 
booklet, “How To Give Your Store 
The Look That Sells.” We will also be 
happy to give you a free estimate on 
the cost of a new front. There is no 
obligation, of course. 








As : ' 
: Pittsburgh Plate Glass Company ' 

: Cc. Room 5127, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 7 
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pearance, and can’t help grinding rings around the work. 
I use an iron lap with oilstone powder and Nye’s lathe 
oil. Can you help me? (Question No. 6439) J. M. 


Answer—The tool and materials you use are all 
right; probably what is wrong is the relative speed at 
which you run the work and the lap. The finish that you 
describe as having a “fine, frosty-looking appearance” 
can be produced by running the staff rather slowly; then 
press the charged lap against the work, managing the 
speeds of both so that the action is to roll slightly and 
“squeeze” the grains of oilstone powder between the 
staff and the lap. This results in a surface made up of 
microscopic indentations made by the grains in the sur- 
face of the work, instead of the rings around it that 
would be made by running the staff, or the lap, at greater 
speed. Another important thing is not to have the mix- 
ture of oil and powder too liquid; not too much oil for 
the proportion of powder. 


on WATCH—Among watches I bought for 

old gold, one has the name “Breguet, Paris” on its 
dial. Is this watch valuable? (Question No. 6440) 
C. G. 


Answer—lf your watch is a genuine piece of the 
work of Abraham L. Breguet, of Paris, it is indeed rare 
and valuable. The first thing to settle is whether or 
not it is a watch made by Breguet, or one made by 
some one who placed Breguet’s name on it to sell it on 
the Breguet reputation—which was so great more than a 
century ago that thousands of counterfeit Breguet 
watches were marketed. The result of this is that nearly 
all of the watches found nowadays bearing this name 
prove upon inspection to be counterfeit. If you would 
send us a set of clear photographs showing the move- 
ment, the dial and the outside of the case, these may in- 
dicate whether it is genuine; and if so, we would sug- 
gest what to do further to establish the authenticity of 


the watch as to its maker, value, and how to try to find 
a buyer. 


ATHE CHUCKS—I have lathe chucks that sometimes 
run untrue. Is there anything I can do to correct 
them? (Question No. 6441) C. W. 


A nswer—lf there are chucks in your set that “some- 
times” seem to run untrue but other times run true, this 
indicates the fault is rather in the way you place work 
in chucks than in the chucks themselves. In a chuck 
that is untrue, the work could never run true. What 
seems probable is that you just place the work in a 
chuck and immediately tighten it with the draw-in spin- 
dle. This would cause a job to run true sometimes, and 
other times untrue. You should first only partly tighten 
the work; then, with a pegwood point resting on the T- 
rest, run the lathe slowly and true the work in the chuck, 
just as you would true it in a wax-chuck. Then, tighten 
the chuck. Test again. If chuck is proved untrue, it 
should be returned to the manufacturer for correction. 
Another precaution is to be sure that the spindle-throat 
and the jaws and hole in the chuck are clean and free 
from foreign matter. If present, they may make a chuck 
seem to be untrue, when it is really perfect. 
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_— PROCEDURE— What is the correct test to de. 
termine if the watch hands might be rubbing on the 
crystal? (Question No. 6442) L. B. 


Answer—lf the hands are slim and thin in design 
pull out the crown or shift the lever into setting position, 
Turn crown at moderate speed, first clockwise and then 
counter-clockwise, and watch the minute hand closely, 
Usually if the hand touches the inside of crystal, it wil] 
be seen to bend more or less every time you start turning 
the crown. With stout, heavily designed hands, this 
quick test is not reliable. Rubbing of these can be de. 
tected in several ways. If bezel is removed and a fog 
made on the inside of the glass by blowing your breath 
against it, a clear unfogged track will be seen where a 
hand had been rubbing the glass. To be sure, this 
could have been caused by rubbing that is not happen. 
ing now. Usually, a scraping or even screeching sound 
is made by a heavy hand rubbing inside the glass. A 
sure test, with heavy hands, is by putting a little oil on 
the hand, replacing the glass, then turning the hand to 
see if the oil will smear the glass. Or, by dimming the 
inside of the glass with an oily rag, to see if the moving 
hand will “track” this. Some workmen say they need 
none of these tricks, because they can see through the 
crystal whether the hand is touching it. Others seem to 
find this very difficult. 


6¢Q@:ILENT” CLOCK—A customer has asked us to sell 

her a “silent” spring-driven alarm clock that won't 
disturb her by loud ticking. We haven’t had any of these 
to sell for a long time. Is there some way to alter an 
ordinary alarm clock to make its ticking quieter? 


(Question No. 6443) A. S. 


Answer—lf you place a felt washer at every possible 
place where a screw or nut connects the movement to 
the case, this will reduce the sounds of ticking that 
reach the ear, in proportion to the completeness with 
which you insulate all these connections. In a metal- 
cased clock, the sounds of the escapement action are 
amplified by the area of the metal case that is in contact 
with the atmosphere, just like in a piano is done for the 
vibrations of the strings by the great area of the sound- 
ing-board. Some ingenuity is called for to insulate every 
point of contact possible between movement and case. 
Wherever a screwhead or shoulder on a pillar is of small 
diameter, metal washers should be added, to give plenty 
of bearing for the felt washers. The latter may be cut 
out of sheet felt, or heavy woolen cloth, if ready-made 
washers cannot be found. 


LUING CLOCK HANDS—What can I use ‘for bluing 
steel clock hands after repairing that is quicker 
than bluing them with heat. (Question No. 6444) P. S. 


Answer—tThere is a liquid stain, of a rich blue color, 
that you can use by brushing on clock hands, whether 
they are made of steel or brass. This is “Dykem Steel 
Blue,” made by the Dykem Co., 2301 N. 11th St., St. 
Louis, Mo. This preparation is sold by hardware and 
machinists’ supply stores. It was developed for coating 
metal surfaces for drawing designs on them, and is 
very suitable for your purpose. 
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BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B. T. S. course, and will be mailed you, free: 
write for it. 

B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 
maker tests of H.I. of A 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


John J. Bowman, 
Director 


Charles Ezra Bowman, 
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cellulosic base 
lacquers and enamels 











for ropes and 





other jewelry 








® Dipping Lacquers — 
CLEARS — a wide selection 
COLORS ~— to match your 


samples 


PEARL — for glass or ground or 


molded acetate beads. Specifically designed for use 
over soft-flow acetate and will not soften due: to 
plasticiser migration 


















e Spraying Lacquers — 
CLEARS — for all kinds of metal jewelry 
COLORS — to match any sample 
PEARL — same as for dipping enamels 


e Baking Enamels — 
CLEARS and COLORS — for all types of metal 


We have had over 30 years’ experience in 
formulating lacquer for the jewelry trade 








Tell us your requirements and 
we will be glad to submit a 
sample to fit any application 
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Oneida Introduces New Line 
And New Pattern for Spring 





One of the highlights of the spring mar- 
keting and sales campaign by Oneida Ltd. 
Silversmiths is the introduction of a com- 
pletely new pattern in a completely new 
line of silverware. In making the announce- 
ment, Robert W. Landon, director of sales, 
said, “The new pattern is ‘New Era,’ and 
the new line is ‘Oneida Community Sil- 
verplate.’ These are aimed at the budget 
conscious customer.” 


Shown in the photo, New Era is a mod- 
ern contemporary pattern with an artisti- 
cally designed deep molded scroll. It 
features the new style place knife and 
fork, shorter in length than the regular 
dinner pieces and longer than the grill 
knives and forks. It also features better 
balance, feel in the hand and the elim- 
ination of customer confusion. 

As a special introductory offer, a 52- 
piece set in an imported Caroba blonde 
wood ‘chest sells for $49.95 retail. With 
each chest is a 3-D four color display. 


General Electric Organizes 
New Clock and Timer Dept. 


Donald E. Perry, sales manager for GE 
and Telechron clocks, and John H. Mac- 
Leod, industrial sales manager, have an- 
nounced the sales organization of the 
newly formed Clock and Timer Depart- 
ment, located at Ashland, Mass., of the 
Small Appliance Division of General 
Electric. 

Regional clock sales managers are: Dal- 
las H. Edwards, the eastern territory, New 
York; Allen W. Rork, mid-west sales, Chi- 
cago; and John T. Casey, the west, Los 
Angeles. Mr. Perry also appointed George 
H. Neilson as sales training manager and 
Edward F. McManus as field service 
supervisor. Selling districts are being in- 
creased to 19 to handle distribution of the 
combined GE and Telechron lines. 
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Gruen Launches Spring 
Promotion Campaign 


A preview of the advertising and pro- 
motion tools to be used for the “new 
Gruen” spring campaign was given to 
Gruen Watch Co. salesmen at a series of 
regional sales meetings held in New 
York, Atlanta, Chicago and Los Angeles. 


Keynote for the Gruen 1955 spring 
drive was set by Maury Ash, vice presi- 
dent in charge of marketing, when he 
declared at the New York meeting, “We 
have put together an advertising and pro- 
motion program which, when coupled 
with the drive of the sales force, will give 
the new Gruen dominant position with 
jewelers and widest consumer accept- 
ance.” The complete sales campaign fea- 
tures heavy promotions at dealer level. 





Vacheron & Constantin 
Celebrate 200th Anniversary 


Vacheron & Constantin has announced 
the celebration of the 200th anniversary 





of the day in 1755 when Abraham Vach- 
eron established the first workshop, which 
has become a Geneva landmark on the 
Tour de L’Ile. 

This unique occasion has been notably 
marked by the creation of a luxuriously 
beautiful timepiece, the V & C 200th Anni- 
versary Watch, now being offered by the 
Vacheron & Constantin-LeCoultre Division 
of the Longines-Wittnauer Watch Co. 
Shown in the photo, it is shadow-thin, 
exquisitely styled and superbly finished in 
18K gold. 


Squire, Inc., New Name 
Of Taunton Pearl Works 


The Taunton Pearl Works, Taunton, 
Mass., has announced that the company’s 
name has been changed to Squire, Inc. 
This change was made to better associate 
the firm with its growing line of Squire 
men’s jewelry. 








David Pfeffer Introduces 
Revolutionary 'Vari-Gem' 

















The David Pfeffer Co., N. Y., has in- 
troduced an unusual new ring construction 
called “Vari-Gem.” Outwardly styled like 
the conventional birthstone ring, Vari- 
Gem, shown in the photo, features inter. 
changeable birthstones and enables the 
jeweler or his salesmen to easily and 
quickly “switch” the stone from one style 
Vari-Gem ring to another. It can be set 
and secured in 60 seconds. 

The new ring is being marketed by the 
Vari-Gem Division of the Pfeffer Co. 
Vari-Gem points out that the new ring 
reduces a retail jeweler’s stone ring in- 
ventory, while at the same time increases 
his stone ring selling possibilities. Only 
12 different Vari-Gem ring styles and 
the 12 assorted, interchangeable, loose 
birthstones give the jeweler 144 stone 
ring selling combinations right at his 
fingertips. 

Stones are changed through the back 
of the ring with a watchmaker’s screw- 


driver. Vari-Gem_ states the synthetic 
birthstones have the hardness of 8 and 9 
and are specifically cut for them in 
Europe. 


Two Silverware Companies 
Receive Management Awards 


Two silverware companies have been 
awarded Certificates of Management Ex- 
cellence for 1954 in the sixth annual man- 
agement survey by the American Institute 
of Management, N. Y., N. Y. 

The International Silver Co., Meriden, 
Conn., and the Gorham Mfg. Co., Provi- 
dence, are among the 379 American and 
Canadian firms who received the manage- 
ment citation. 
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Ronson Announces 
New Shaver ‘Trip-Kit 





& af 





Ronson has announced its new shaver 
“Trip-Kit,” shown in the photo. This 
seven-piece kit by Ronson contains the 
needed items for convenient freshening-up 
while traveling. 

These include the new Ronson electric 
shaver, a Kent of London tortoise comb, 
a Lactone Compact collapsible toothbrush, 
a guest-size tube of toothpaste, a triple- 
cut stainless steel nail file and an un- 
breakable, hi-fidelity mirror—all smartly 
packaged in a genuine top-grain leather 
case with full zipper closure. The Trip- 
Kit retails at $35, F. T. I. 





Holmes & Edwards ‘Lovely Lady’ 
To Be Retired by Special Sale 


“Lovely Lady,” one of the best-known 
designs in Holmes & Edwards silverplate, 
is being retired with a special sale start- 
ing Feb. 14, after 18 years of being sold, 
it was announced by H. D. Lockwood, Jr., 
sales manager. The sale will run for 30 
days. 

The 52 piece and 76 piece sets will 
be available as well as four of the most 
popular open stock pieces—cold meat fork, 
gravy ladle, butter spreaders and iced 
drink spoons. Regularly retailing for 
$84.50, the 52 piece service for eight will 
sell for $42.25. The 76 piece service for 
12, regular price, $122.75, is sale priced 
at $61.38. The serving pieces are also 
half the usual price. 

Matching blond or mahogany finish 
chests, lined with red duvetyn, are $7.50 
for the larger chest and $6 for the 
smaller. 





Announcer Ed Herlihy Does 
Commercials for Keepsake 


Announcer Ed Herlihy is the latest na- 
tionally known personality to broadcast 
for Keepsake diamond rings. The new 
Keepsake “radio voice” has transcribed 
six one minute and six 30 second com- 
mercials, all with ample time for tie-ins. 
The same warm Herlihy appeal that has 
made him a leading radio-TV announcer 
and news editor makes the 12 new spot 
commercials unusually “listenable” and 


valuable dealer aids for Keepsake jew- 
elers. 
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Universal Announces 
Aggressive Sales Program 


An aggressive program of new appli- 
ances and comprehensive marketing and 
advertising is keynoting the activities of 
Landers, Frary & Clark, manufacturers 
of Universal appliances, in 1955, it was 
announced by Bret C. Neece, president 
of the firm. 

A new Universal toaster, “Toastamagic,” 
with reflector control, described as toast- 
ing one-third faster than conventional 
toasters, has been introduced. Priced at 
$21.95 retail, it bears a family resem- 
blance to the Universal “Coffeematic.” 
Another new appliance is the “Hot Pot,” 
with automatic Hi-Lo control, at $9.95. 

W. J. Cashman, director of advertising, 
announced that “the biggest advertising 
program in Universal’s history will reach 
market after market with a terrific home- 
town impact.” Called “Sellarama,” the 
program will pre-sell the consumer in 28 
leading national magazines with 49 big, 
colorful ads. Mr. Cashman pointed out 
that ads will also be pin-pointed right 
down to the local level with 166 ads sell- 
ing Coffeematic and Toastamagic through- 
out the spring in This Week and Parade 
and Sunday supplements in leading news- 
papers. 





Dave Garroway Tells the 
Gold Filled Story on TV 






<a 


As part of the Gold Filled Manufac- 
turers Association promotion campaign, 
Dave Garroway, NBC-TV star of “Today,” 
a popular morning show, has been tell- 
ing the story of Gold Filled and its many 
end products to millions of listeners since 
mid-November. His messages have high- 
lighted every category in which gold 
filled is used, covering end products as 
well as telling and illustrating what gold 
filled is. Garroway is shown in action. 





Bulova Announces Winners in 
Television Station Contest 


Climaxing one of the most unusual mer- 
chandising projects in the jewelry field, 
John H. Ballard, president of the Bulova 
Watch Co., has announced the prize win- 
ners in a contest among almost 250 tele- 
vision stations comprising its national ad- 
vertising network. Top awards went to 
KGUL-TV, Houston; WVEC-TV, Norfolk, 
Va.; and WMAZ-TV, Macon, Ga. Sixteen 
additional prizes were also awarded. 

The contest coincided with the introduc- 
tion of the new “Lady Bulova” watches 
via 20-second commercials on all these sta- 
tions. The stations gave intensive promo- 
tional help to nearly 10,000 jewelers. 








New Tubular Ladies’ 
Bands by Hadley 

















The Wadsworth-Hadley Division of the 
Elgin National Watch Co. has introduced 
a new series of Hadley ladies’ tubular 
expansion bands, which will help cut 
jewelers’ inventories in half, according to 
H. E. Rich, sales manager. 

The bands allow individual links to be 
removed or added. Each link consists of 
a hollow outer box with another mov- 
able hollow slide inside it. As shown in 
the illustration, a “T” shaped tongue in 
the outer slide fits into the slot of the 
inner slide. The spring is then slipped 
over the tongue, giving bracelet individual 
links that expand two-thirds of their 
length. To remove a link, anyone in the 
jewelry store can use any small, needle- 
pointed instrument to disengage the spring 
at one end and drop the “T” through 
the slot in the inner slide. 

Retail prices for the new tubular bands 
start at $5.95, F. T. I. 





Shriro Watch Takes Over 
Vulcain Watch Distribution 


J. Shriro, president of the worldwide 
Shriro organizations, recently announced 
that Shriro Watch, Inc., 276 Fourth Ave., 
N. Y., has taken over distribution, as of 
Feb. 1, 1955, of all Vulcain Grand Prix 
watches in the United States and Canadian 
markets. 

The Vulcain Watch Co., La Chaux-de- 
Fonds, Switzerland, founded in 1858 by 
Maurice Ditisheim, is still being run by 
the Ditisheim family who carry on the 
quality tradition established by the 
founder. The firm originated the wrist 
alarm watch, the Vulcain “Cricket.” 

Morris J. Feldman, vice president of 
Shriro in the U. S., recently returned from 
Switzerland and announced the introduc- 
tion of a new Cricket, described as a “100 
per cent waterproof Cricket.” He also 
mentioned that the Vulcain advertising 
budget will be greatly increased for 1955 
and schedules are planned for the na- 
tion’s leading media, as well as TV, radio 
and newspapers, through a dealer coopera- 
tive arrangement. 





Ralph Singer Represented in 
Long Island by Hose-Girod 


The Ralph Singer Co., Chicago manu- 
facturer of rhinestone jewelry, has an- 
nounced that it is now represented in the 
Long Island, N. Y., territory, exclusive of 
Brooklyn and Queens Counties, by the 
Hose-Girod Corp. 
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Universal Chain Introduces 
New Colored Aluminum Chains 





Universal Chain Co., Inc., Maplewood, 
N. J., has announced the addition of six 
new colors to its line of high purity alumi- 
num jewelry chains. The new colored 
chain, a sample of which is shown in 
the photo, incorporates the same _bril- 
liance and color uniformity as Universal’s 
gold and silver “featherweight” chain. 

The new colored chain, anodic treated 
for permanence, consists of Shocking Pink, 
Sassafrass Green, Coppertone, Tropic Blue, 
Peacock Yellow and Grape Wine. 

The colored chain is being made avail- 
able to manufacturers in the same de- 
signs as used in Universal’s gold and sil- 
ver colored aluminum chain. 





GE and Telechron Clocks 
Launch Big Ad Campaign 


A record-breaking ad campaign, re- 
ported to be twice as strong as any other 
in electric clock history, has been set 
for the combined General Electric and 
Telechron clock line, according to Edwin 
C. Pease, advertising and sales promotion 
manager of the new Clock and Timer 
Department. 


In the first quarter of 1955, newspaper 
advertising alone will represent an esti- 
mated 78,000,000 impressions, and 928 
television messages will dramatize news 
about the combined clock line. Eighty-six 
newspapers in 79 cities, representing an 
estimated circulation of over 26,000,000 
for each insertion, will carry sales adver- 
tisements on 12 models of GE and Tele- 
chron clocks on Jan. 30, Feb. 6 and 13. 
The ads will appear in Sunday magazine 
sections of leading newspapers. In New 
York, The Times Sunday Magazine and 
the News Sunday Metro section wil! be 
used. 

Sale prices range from $4.29 to $14.79 
and include reductions up to 32 per cent 
for four kitchen, one occasional and seven 
alarm clocks. 





Cites Increase of Norelco 
Electric Shaver Sales 


The sales of Norelco electric shavers, 
made by the North American Philip Co., 
Inc., have expanded rapidly as a result of 
heavy newspaper and magazine advertising 
and widened distribution, it was recently 
announced by Pieter van den Berg, presi- 
dent of the company. 
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Craftsman Spring Advertising 
To Run in Life Magazine 


I. Smallman & Sons Co., 47 W. 34th 
St.. N. Y., manufacturers of Craftsman 
billfolds, has announced that the spring 
campaign in Life magazine will be con- 
centrated in the periods before Mother’s 
Day and Father’s Day, with point-of-sale 
displays available through wholesalers. 

The 1955 Citation billfolds to be fea- 
tured in the ads are stitchless, have 
“Pass-O-Mat” bar for adding or remov- 
ing windows and feature a secret bill 
compartment. The ladies’ models feature 
Craftsman’s “Expandable Tab” and a gus- 
set change pocket. Retail prices start 
at $5. 


Life and Chicago Merchandise 
Mart Employ Joint Promotion 


A joint merchandising promotion was 
recently launched by Life magazine and 
The Merchandise Mart in Chicago. I]lumi- 
nated letters, two stories high, across the 
facade of the Mart, as shown in the photo, 
read “best things of Life are here” and 





announce the promotion to the 27,000 
buyers in Chicago in February. Giant ani- 
mated displays, based on Life’s retail 
film, “The Changing American Market,” 
were featured in the lobby and _ through- 
out the Mart during January. 

In their showrooms, Life advertisers 
who have headquarters in the Mart are 
tying in with the theme “More Sales for 
You in This Changing Market.” Retail 
stores located on the first two floors are 
running “Advertised-in-Life” promotions. 


Lignum-Vitae Distributes New 
Catalog-Merchandising Guide 


New combination catalog, merchandis- 
ing guide and order blanks are now avail- 
able on gavels made by the Lignum-Vitae 
Products Corp., 96-100 Boyd Ave., Jersey 
City, N. Y. A feature of the new informa- 
tion is an illustrated price list, outlining 
all types of “Long-Life” gavels, bands, 
sound blocks and presentation cases. 

Another brochure is devoted to several 
free offers and dealer helps by Lignum- 
Vitae. The firm is also distributing an 
interesting booklet on “How to Conduct 
a Past Presidents’ Night,” including a sec- 


tion on the ceremony of “Passing the 
Gavel.” 








Reed & Barton Presents 
Unusual Series of Ad Mats 


Reed & Barton is presenting to the 
trade a new series of mats designed to 
increase bridal business at the retail level 
The series contains 12 similar ads, 2 col. 
umn by 9”, one for each month of the 
year, featuring candid photographs of an 
actual bridal party in different stages of 
a wedding day, various hints on wedding 
etiquette, and several of the most popular 
Reed & Barton sterling flatware designs, 

With each ad, the candid photographs 
and the wedding hints change. However, 
the layout remains the same in order to 
increase readership recognition. 





Proctor Electric Finds 1954 
Was One of Its "Top Years" 


Success of new products and promo. 
tions, coupled with expanded dealer ¢oy. 
erage, produced a 20 per cent increase in 
sales over 1953 for the Proctor Electric 
Co., making 1954 one of the top years 
in the housewares manufacturer’s history, 
it was announced by Walter M. Schwartz, 
Jr., president. 

He cited the success of the new Proc. 
tor model 1484 high-speed toaster and the 
Mary Proctor mother-daughter ironing 
table gift special as two reasons for the 
upturn in sales. 


New Ticket, Tag and 
Label Press Introduced 


Marketing of a new type combination 
ticket, tag and label press has just heen 
launched by the Monarch Marking Sys- 
tem Co., Dayton, Ohio. The new press, 
designed to bring the convenience and 
cost advantage of self-printed marking 
to the widest possible range of American 
business, is sold under the name, “Ticko- 
pres.” 


Shown in the photo, it is a compact 
press unit capable of producing tickets, 





tags and labels of ten different widths, up 
to a 5” maximum, and an equal number 
of lengths, up to a 4%” maximum. It 
overprints these various sizes on enamelled 
stock, gummed paper or pressure sensi- 
tive label stocks as well as _ various 
weights of ticket and tag stock and light- 
weight cloth. It produces 130 to 150 units 
per minute, can imprint string tags in 
gangs and can be used with a consecu- 
tive numbering attachment. 
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News of Personnel 








Maury Ash, Gruen marketing vice presi- 
dent, has announced two new sales repre- 
sentatives for the eastern division. Sam- 
son Grieff will represent Gruen in metro- 


politan New York and Long Island. 


Leonard W. Gilbert will cover Baltimore, 
Pennsylvania 


Delaware, southeast and 


southern New Jersey. 








S. GRIEFF L. W. GILBERT 
Gruen Gruen 
The Sheffield Silver Co. (made _ in 


U. S. A.), is enlarging its sales force and 
re-aligning territories, it was announced 
by I. H. Ferber, sales manager. Murray 
N. Levin will cover New York, Phila- 
delphia, Washington and Baltimore. John 
P. Tatman will cover Ohio, Michigan, 
Kentucky and Indiana. Seymore Stone 
will travel the west coast territory. 





J. P. TATMAN 
Sheffield 


S. STONE 
Sheffield 





Willard R. Sahloff, general manager 
of the General Electric Co.’s Small Appli- 
ance Division, Bridgeport, Conn., was 
elected vice president by the board of di- 
rectors, it was announced by Ralph J. 
Cordiner, president. Russell T. Woodward, 
marketing manager of the newly formed 
Clock and Timer Department, Ashland, 
Mass., of the Small Appliance Division of 
GE, has announced the appointment of 
seven marketing executives for the depart- 
ment They are Donald E. Perry, clock 
sales manager; J. H. MacLeod, indus- 
trial sales manager; David Blair, Moto- 
chron sales manager; Robert E. Finne- 
gan, product planning manager; Edwin 
C. Pease, advertising and sales promotion 
manager; Morris W. Wilson, product 
service manager; and Norman P. Hamil- 
ton, marketing administration manager. 
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Davidson & Sons Jlry Co., Inc., has ap- 
pointed Jack Granitz as its new sales 
representative for New Jersey, New York 
City and the New York metropolitan area, 
it was announced by Sydney Davidson. 





J. GRANITZ 
Davidson 


E. F. BURNLEY 
Seth Thomas 


H. E. Blackburn, general sales manager 
of Seth Thomas Clocks, has announced 
that E. F. Burnley has been transferred 
to the New England and upper New York 
State territory. 


I. Smallman & Sons Co., makers of 
Craftsman billfolds, has announced that 
George B. Davis, Dallas, will cover 
Texas, Oklahoma, Arkansas, Louisiana, 
Florida, Mississippi, Tennessee, Georgia, 
Alabama North and South Carolina. 


J. P. Mcllhenny, vice president of War- 
ing Products Corp., has announced the ap- 
pointment of Edward L. Kennedy as 
district manager for the New York metro- 
politan area. 





S. A. GROEDEL 
Piccard 


E. L. KENNEDY 
Waring 


A. Blumstein, Inc., manufacturer of 
Lucien Piccard watches, N. Y., has an- 
nounced that Sam A. Groedel will cover 
New York state, Pennsylvania and Cleve- 
land, O., as sales representative. 





Mac Steinman has been appointed 
sales representative for Arnstein Bros. & 
Co., N. Y., diamond manufacturers and 
importers, it was announced by Alexander 
E. Arnstein, senior partner. 








A. L. Rowe, vice president in charge of 
marketing for the Elgin National Watch 
Co., has announced that Fred Harvey 
has been transferred to North Carolina, 
where he replaced James M. D. Worrall, 
who has been’ moved to Florida. Philip R. 
Heller has been appointed sales represen- 
tative for the Wichita, Kan., division. 





FRED HARVEY J. WORRALL 
Igin Elgin 





P. R. HELLER PHIL. PAUL 
Elgin Wilberg 


The Wilberg-Jewelry Corp., 29-31 W. 
47th St., N. Y., has announced that Phil 


Paul has joined its sales force and will 
cover the southeastern states. 


A. G. Schwab & Sons, Inc., wholesalers, 
Cincinnati, O., has announced that Allen 
R. Marks, Pittsburgh, has been appointed 
sales representative in Ohio, Pennsylvania, 
New York and West Virginia. 





A. R. MARKS 
Schwab 


ROBERT STARK 
Scheffres 
The Bob Scheffres Co., wholesalers, Hey- 
worth Bldg., Chicago, has announced that 
Robert Stark will cover Chicago and its 
suburbs for the firm. 
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Special Notices 

“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word, 

“Help Wanted”—“Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, ‘ address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be fore 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceeding month. 

Te avoid y correspond men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r dations 








Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 








Situations Wanted 


ENGRAVER, expert in all branches of 
engraving, desires to make a change; 
long experience ; best of references. Ad- 
dress “‘B., 1847,” care J C-K. 


BOOKKEEPER, expert, above average, 
extensive and heavy experience in 
od line. Address “R., 1706,” care 














ATTENTION official R.R. watch inspectors 
who can use a reliable, productive, ad- 
mirably experienced inside jewelry sales- 
man. Address “N., 1404,” care J C-K. 


WATCHMAKER, 25 years’ experience in 
high grade watch repairing; position 
must be steady; best references; size 
rings. Address “‘A., 1782,” care J C-K. 


WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine retail 
store in Midwest. Address “H., 1397,” 
care J C-K. 











YOUNG man, 33, presently employed as 
salesman New York retail, desires 
change for better opportunities; best 
i. ee" Address “L., 1804,” care 


SALESMAN-watchmaker, now employed 
as such; experienced, mature; seeks 
position with progressive organization ; 
New York City or suburbs. Address 
“D., 1820,” care J C-K. 


SALESMAN-retail, 16 years’ experience, 
thorough _knowledge of business; can 
do managing and buying: married ; New 
ri." Address “S., 1772,” care 


WHOLESALE jeweler, formerly in own 
business in New York for 30 years, 
coming out of retirement; will consider 
part time position. Address “A., 1822,” 
care J C-K. 


WATCHMAKER, 25, ex G.I., married, 
Bowman graduate, C.M.W. 1208, de- 
sires job in East; also jewelry repair- 
ing. L. W. Adkins, Jr., 40 S. Ann St., 
Lancaster, Penna. 

















ENGRAVER, expert, 35 years’ experi- 
ence; inscription work of all standard 
type lettering on jewelry and _ silver- 
ware; New York area. Address “P., 
1768,” care J C-K. 


WATCHMAKER, part time, four hours 
daily, import and retail sales experi- 
ence; watch material, jewelry house 
acceptable; interview will prove bene- 
ficial. Address “‘K., 1862,” care J C-K. 


TOP designer, Paris trained, formerly 
with largest manufacturers in fine and 
costume jewelry, interested working 
with progressive firm. Call Ci 7-4095 
_P.M., New York. 


WATCHMAKER, 30 years’ experience all 
types of watches; prefers working in 
importing house; foreman experience; 
expert caser and repair man. Address 
“P., 1865,” care J C-K. 














JEWELER, 12 years’ experience on 
platinum, gold; can do light special 
orders and repairing; some _ setting: 
wishes position; moderate salary. Ad- 
dress “N., 1864,” care J C-K. 


MANAGER, 25 years’ experience in credit 
jewelry business, thoreugh knowledge 
in sales, collections, promotions, window 
trimming and personnel supervision. Ad- 
dress “W., 1844,” care J C-K. 


PEARLS; young woman; three years’ 
experience genuine pearls, office work, 
seeking position cultured pearl line; 
sort, sift, classify, string; Manhattan. 
Address “S., 1867,” care J C-K. 


JEWELER, diamond setter, refined, per- 
sonable, 46, married; for benchwork 
and salesman, retail store; permanent ; 
highest credentials. Address ‘“‘T., 1689,” 
care J C-K. 


BOOKKEEPER-accountant, highly com- 
petent, expert knowledge of every phase 
of office routine, top record, seeking 
responsible position. Address “R., 1710,” 
care J C-K. 


DIAMOND = setter and manufacturing 
jeweler; finest quality work in gold or 
platinum; 25 years’ experience; de- 
pendable; age 43; married; retail store 
only; references. Address ‘“H., 1830,” 
care J C-K. 


MANAGER; well rounded, successful, ex- 
perience sales, credits, collections, buy- 
ing, merchandising, promotions, dis- 
plays, advertising, stock control, per- 
sonnel co-ordination, store maintenance. 
Address “R., 1502,” care J C-K. 


BOOKKEEPER, female, full charge, ex- 
perienced all phases diamond and 
precious stone office; extremely capable, 
efficient, trustworthy, personable; Man- 
a only. Address “H., 1704,” care 
J C-K., 


JEWELER, long experience manufactur- 
ing, repairs, special order work, models, 
charge of small shop; retail experience ; 
best references; New York City only; 
good salary. Address “K., 1764,” care 
J C-K. 

STONE setter, for plant work in Provi- 
dence; settings as hammered-in, bur- 
nished-in or point; high school and 
college rings carefully set. John Mc- 
Mullen, 15 Hillside Ave., Providence, 

¥; 
































BUYER background in loose diamonds, 
mountings, promotions, production con- 
trol, staple merchandise; buying office 
retail credit chain; $7,500; New York 
ee Address “T., 1773,” care 


MANAGER-salesman ; retail 
ry; thorough knowledge — Jewel. 
credit business, sales, display a 
tising, collections ; promotienal ‘mingct 
— ~~ a peemetent future ; age w: 
married; Southern Calif : ; 
“B., 1824,” care J C-K. ornia. Address 


TWENTY odd years’ managerial expat 
ence being offered for top peo, pose 
with reliable and progressive firm the 
will appreciate “know-how” ; offer m * 
be ——- —_ in every respect. 
am _ presently employed. A up’ 
1837," care J C-K. eet: 


WATCHMAKER-jeweler, 25 years ox 
perience on fine watches and jewelry 
repairs, supervision and parts duplics’ 
tion ; position with fine store; salary ne 
lease department, $125 minimum: fine 
references. L.E.E., 5807 Pollard Drive 
Richmond, Va. ¢ 


SUPERVISOR; young man, well verseq 
in all phases of credit chain operation 
presently employed as manager, desires 
position as assistant to owner, or super. 
vise small group of stores; 12 yeary 
experience; will locate any part of 
nation. Reply “R., 1838,” care J C-K, 


GENTLEMAN, well known for many 
years among manufacturers of jew. 
elry and silverware; personal con. 
tact with tops using precious metals; 
capable salesman, publicity; refer. 
ence the best. Address “E., 269,” 
care J C-K. 


RETAIL salesman, manager, thoroughly 
qualified for fine jewelry establishment, 
seeking permanent connection in Metro. 
politan area; valuable diamond knowl- 
edge and extensive jewelry experience; 
personable, young, conscientious; excel- 
lent trade references. Address “A, 
1815,” care J C-K. 


SALESMAN, aggressive, age 35, single, 
have 12 years of experience in all 
phases of retail credit jewelry, sales, 
promotion, buying, display and credit; 
have managed jewelry units; can pro- 
duce results; would like to make con- 
tact with organization that offers a 
future. Address “C., 1509,’’ care J C-K. 


AMBITIOUS young man, veteran, married, 
presently employed, knows jewelry, dia- 
monds, its merchandising and _ sources 
of supply, fully conversant with credit 
jewelry chain operation, accustomed to 
lots of detail; conscientious, hard 
worker, desires opportunity ; finest ref- 
erences. Address “G., 1859,’’ care J C-K. 


























WATCHMAKER, clock and jewelry re- 
pairman, sales and window trimming; 
34 years old, seven years at present 
position; honest, reliable and sober; 
seeking better position. Address ‘“A., 
1790,” care J C-K. 

RETAIL controller,' installment chain 
background in merchandise and expense 
controls, budgets, systems, store audits, 
accounting, taxes, retail and cost in- 
ventory methods. Address “C., 1783,” 
eare J C-K. 

MANAGER-salesman ; young, family man, 
with old time hustle, thoroughly ex- 
perienced in every facet of credit jewel- 
ry selling and management, seeks posi- 
tion within 50 mile radius of New York 
City. Address “B., 1875,” care J C-K. 


WATCHMAKER-clockmaker, combination 
man, 40 years’ experience, all makes 
watches and clocks, desires position 
with reputable, established concern 
West of the Mississippi. Address “E., 
1759,” care J C-K. 

MANAGER, top salesman, aggressive, 10 
years’ experience every phase credit 
jewelry operation; in thirties; relocate 
anywhere; chain store experience ; pres- 
ently employed: $10,000 annually. Ad- 
dress “E., 1857,’ care J C-K. 

BOOKKEEPER-‘secretary - correspondent, 
experienced diamond, jewelry, watch 
lines; capable charge small office; de- 
pendable; assume responsibility ab- 
sence employer; sales ability show- 
room. Address “M., 1786,” care J C-K. 


BOOKKEEPER, full charge; _ stenog- 
rapher ; executive, accustomed responsi- 
bility; thoroughly experienced credits, 
collections, taxes; excellent diamond 
and jewelry background; personable; 
A-1 references. Address “R., 1769,’ care 
J C-K. 

WATCHMAKER, 28 years at_ bench, 
wants permanent job with store or 
watch company; expert recasing and 
movement rebuilding work ; do clock and 
light jewelry work; 44 years of age; 
don’t drink. For further information 
write, “W., 1775,” care J C-K. 


























MANAGER, buyer, salesman; 30; mar- 
ried; three children; home owner; 
nine years experience at same loca- 
tion in large Midwestern city, down- 
town location; will relocate for posi- 
tion with bright future; excellent 
references. Address “A., 1846,” 
care J C-K. 


GEMOLOGIST ; graduate member, A.GS., 
would like to associate with high grade 
establishment; thorough knowledge of 
diamonds, colored stones, watches and 
all fine lines of jewelry; buying, grad- 
ing, appraising, gem-testing and identi- 
fication; special order work; window 
dressing; 28 years’ experience. Ad- 
dress “P., 1736,” care J C-K. 


CONTROLLER (or assistant), all around 
executive, young, early thirties, imag- 
inative, aggressive; thoroughly experi- 
enced all phases of management, In- 
ventory control, purchasing, credit, 
sales, promotions, budgets, accounting; 
presently employed as assistant con- 
troller 22 store chain. Address “A, 
1805,” care J C-K. 

YOUNG man with ideas, now in man- 
agerial capacity with top Eastern chain 
desires connection with firm of reputa- 
tion; if you are seeking the services 
of a manager-salesman with the “know 
how” of a successful store operation, 
one who possesses a natural flair to 
gain customer confidence, reply today 
and avoid disappointments. Address 
“H., 1858,” care J C-I. 


YOUNG executive, married, thoroughly 
familiar with every aspect of the retail 
jewelry business based on 18 years’ ex- 
perience with various jewelry chains, 
desires position with growing firm that 
can offer above average salary in ex- 
change for aggressive sales promotions, 
a proper stock control at a financial 
savings and a desire to add to the 
growth of a young chain through per- 
sonal participation. Address “Y., 1813, 
care J C-K. 
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JAGER-salesman, desires connection 
MANAGE liable credit and promotional 
store; experienced in every phase; 
young, neat, fine personality ; has back- 
ground to create business; top refer- 
ence; recently supervised and managed 
a reputable chain department opera- 
tion, doing over one-half million dollars 
in their jewelry departments ; full de- 
tailed resumé can be obtained (with a 
picture) or a personal interview; only 
New York City or Long Island location 
need respond. Address “Pp,, 1788,” care 


J C-K 


] 28 ied, eight 

AGER-salesman ; , married, h 

a experience; college education in 
jewelry store management at Bradley 
University, Peoria, Ill. ; thorough knowl- 
edge all phases in credit or cash store 
operation; aggressive polished sales- 
man, accomplished buyer, merchandiser, 
display man ; extensive promotional and 
advertising experience ; understands 
credits and personnel problems; a trou- 
ble shooter and public relations man ; 
have fine record with top organization ; 
minimum salary $8,000; will relocate. 
Address “P., 1878,’’ care J C-K. 














MANAGER and supervisor, have man- 
aged top store in leading chain or- 
ganization for 15 years; increased 
an annual volume from $200,000 
to $700,000; successfully super- 
vised chain of seven stores; have 
demonstrated ability to train and 
inspire an organization; possess 
drive and enthusiasm needed for 
profitable operation, the “know 
how” in promotional sales, and 
every phase of credit jewelry suc- 
cess. Address “J., 1861,” care J C-K. 


AVAILABLE; completely experienced 
man in all phases of retail and de- 
partment store buying and selling; 
lines include jewelry, silverware, 
diamonds, clocks, rings, watches 
and related items; experience in- 
cludes one of leading department 
stores in country; also large volume 
eight-store chain; can assume re- 
sponsibility for all buying, inven- 
tory control training of salesmen 
and actual floor selling; Chicago 
area. Edward Riedel, 8829 S. Eliza- 
beth St., Chicago, Ill. Be 8-2815. 











Lines Wanted 


SALESMAN; fine 14k jewelry: serving 
better stores in the East, including New 
York City; seeks additional lines; best 
wk ee Address “A., 1881,” care 

,~ re. 











PACIFIC COAST salesman, desires ladies’ 
and gent’s stone rings in 14kt and 
mountings in 14kt and platinum: com- 
veo" basis. Address “J., 1800,” care 





WEST COAST salesman has covered ter- 
ritory over 20 years, desires fine jewel- 
ry, gold and platinum for the finer 
trade: best references. Address “G., 
L699,” care J C-K. 





WEST COAST salesman, desires fine qual- 
ity jewelry for the very fine trade, or 
cultured pearls and diamond jewelry: 
commission basis; best references. Ad- 
dress “M., 1801,” care J C-K. 





SALESMAN, Georgia resident, seeks man- 
ufacturer’s line to wholesalers and 
chains in South: prefer popular priced 
costume goods, watches, watch attach- 
ments; commission, small drawing. Ad- 
dress “J., 1831,” care J C-K. 





WESTERN factory salesman, over 20 
years in territory, has a very fine watch 
line; desires additional quality jewelry 
line for the very fine stores; commis- 
sion basis; references. Address “P. 
1802,” care J C-K. 

MANU FACTURER’S representative, Chi- 

cago office, with established following 

in Midwest and South, seeks additional 
line to jobbing trade: references. Ad- 
dress Circular 309, Room 1420, Hey- 
worth Bldg., Chicago 2. ; 




















PACIFIC Coast salesman, with own show- 
room long established, desires promo- 
tional line sterling hollowware and 
novelties; have excellent following; 
cover entire territory from Denver West. 
Address “F., 1798,’ care J C-K. 


SALESMEN wanted, to carry a line of 
ladies’ and gent’s stone rings in 10K 
and 14K gold to the jobbers and large 
chain stores; commission basis; man 
for Chicago; also man for Pacific 
Coast. Address “F., 1828,” care J C-K. 





MANUFACTURERS’ representative, well 
established, Pacific Coast, wants pro- 
tected line; downtown Los Angeles 
showroom, 400 active wholesale hard- 
ware, drug, jewelry and merchandise 
accounts. Address “N., 1767,” care 
J C-K. 

NATIONALLY acquainted salesman; 48; 
seeks better portable diamond line; 
mounted and semi-mounted; enviable 
knowledge successful merchandising: 
substantial draw. Address “F., 1537,” 
care J C-K. 


NEW ENGLAND salesman available, 
presently employed, but desires 
change; wishes top lines for New 
England and Upper New York; will 
consider factory representative for 
well established company. Address 
“E., 1756,” care J C-K. 


EXPERIENCED salesman with follow- 
ing, traveling Oklahoma, Kansas, 











Iowa, with diamond line _ seven 
years; will consider’ side line 
watches, stone rings, rhinestone 


neck, or what have you. Address 
“G., 1761,” care J C-K. 


SALESMAN wishes to connect with manu- 
facturer who makes a small and popu- 
lar line of gold and platinum items, to 
be sold to jobbers and large retailers; 
territory New York City and vicinity; 
down to Washington, and up to Boston. 
Address “K., 1803,” care J C-K. 


WELL established salesman, for the West 
Coast territory, seeking men’s, ladies’ 
14kt gold jewelry line, cultured pearls, 
jewelry line, religious jewelry, watch 
attachments, ladies’, men’s watch cases; 
top references; I am interested in only 
. _ Address “A., 1851,” care 


SALES representative with established 
following throughout New York City, 
New England, Eastern territories; sell- 
ing reputable jobbers; large chain 
stores ; interested side line, gent’s mount- 
ings; also other products not conflict- 
ing with gent’s rings, ladies’ mountings 
or stone rings. Address ‘“N., 1977,’ 
care J C-K. 

TOP notch sales representative, one of 
the ranking names on the road, 30 
years selling to the jobbers, credit 
stores, discount houses, large re- 
tail stores, department stores; 35 
weeks a year traveling; most power- 
ful connections in the country, de- 
sires gold lines, watch lines, em- 
blem line, wedding rings, promo- 
tion lines, etc.; if you have a strong 
line, this is an excellent oppor- 
tunity, a rare connection; commis- 
sion basis, Address “H., 1762,” 
care J C-K. 


Side Lines 


SALESMAN, with following in retail 
trade, to carry top line of costume 
jewelry featuring many other nation- 
ally advertised lines. Flanagan Kovac, 
Enquirer Bldg., Cincinnati, Ohio. 


SALESMAN, having following among 
better stores, to carry a fine line of 14K 
men’s gold jewelry; commission basis; 
all territories open. Address “Y., 1780,” 
care J C-K. 

SALESMAN with following to carry well 
known expansion watchband line for 
jobbers and watch houses; territory to 
be Western part of United States. Ad- 
dress “L., 1765,” care J C-K. 





























IMPORTER of fast selling, non-competi- 
tive line of costume jewelry seeks sales- 
men ; most territories open ; commission 
basis; state experience, references. In- 
ternational Arts and Gifts, 9605 Armi- 
stead Road, Silver Springs, Md. 


CULTURED pearl importer has some 
territories still open for salesmen 
carrying non-conflicting side lines; 
give all details first letter; confi- 
dential. Address “B., 1852,” care 
JC-K. 

MEN’S jewelry; salesmen to call on 
wholesalers, retail chain stores, pre- 
miums, ete.; imported mother of pearl, 
sterling and all metal cuff links and 


tie slides; liberal commissions; all ter- 
— open. Address “Y., 1872,” care 











SALESMEN, one for West Coast and one 
for Chicago and Middle West; 40 years 
established firm, manufacturers of 
platinum and gold mountings and dia- 
mond mountings; commission basis. 
FS ey oo 36 W. 47th St., New York 


SALESMAN, to represent a manufacturer 
of an extensive line of ladies’ ring 
mountings, for the Mid-West with a 
following amongst jobbers and whole- 
salers; wonderful opportunity for the 
right man to work in as a partner. Ad- 
dress ‘“‘N., 1807,” care J C-K. 

SOUTHWEST: salesman wanted to sell 
jewelry displays, complete line windows, 
show cases, costume jewelry displays, 
etc., sell from photographs and small 
samples; liberal commission. Write 
qualifications to, P. O. Box 9333, Hous- 
ton, Texas. 

WATCH strap manufacturer needs 
salesmen with following among 
jewelers, watchmakers, department 
stores, to carry short compact line 
popular priced straps for South- 
west, Northwest and West territory. 
Address “N., 1787,” care J C-K. 

SALESMEN wanted to carry additional 
non-conflicting complete line of neck 
chains and religious goods in Utah, 
Nevada, Colorado, New Mexico, Texas, 
Louisiana and Oklahoma. Address, 


Lenco Jewelry, Inc., 315 W. 5th St., 
Los Angeles, Calif. 

















SALESMAN, with retail following, to rep- 
resent manufacturing jeweler making 
platinum diamond rings and wedding 
rings, platinum and gold diamond 
watches and attachments, etc.; liberal 
—-- Address “L., 1834,’ care 
J C-K. 


MANUFACTURERS of ladies’ fancy 14K 
gold mountings for diamonds, wants 
experienced salesmen, one to represent 
us in the Middle West and one for 
Pacific Coast to the retail stores; state 
experience. Address “T., 1608,’ care 
J C-K. 

SALESMAN, with a non-conflicting line, 
to represent a jewelry manufacturer of 
wedding rings, mountings, emblems, 
ete.; States, Georgia, Tennessee and 
Kentucky; quick selling line; strictly 
commission basis; write in detail. Ad- 
dress “W., 1795,” care J C-K. 


SALESMAN; with established following 
of best retail stores for fine line 18K 
gold and diamond precious and semi- 
precious stone rings; small compact 
line; sure to be a good money maker 
for man who has entry into fine stores. 
D. Schneider, 74 W. 46th St., New York 
36, N. ¥. 


SALESMAN to carry loose diamonds for 
well established importer; must have 
following and experience; all territories 
open; may carry side line in mountings 
or watch cases; write, giving refer- 
ences and background; all replies con- 
fidential. Address “N., 1647,” care J C-K. 

















SALESMAN, with retail following, to han- 
dle full religious line at competitive 
prices; 12%% straight commission; 
South, Southwest, Midwest and West 
Coast. Address “G., 1641,” care J C-K. 


MANUFACTURER of fine line of 14k 
chain bracelets and chokers wants sales- 
man with following in better retail and 
department stores in Middlewest and 
South; commission basis. Address “A., 

1874,” care J C-K. 











EXPERIENCED salesman to cover 
West and Midwest, for a leading 
New York manufacturer of fine 
gold and platinum watch case 
mountings; must have following; 
excellent opportunity for right man. 
Address “M., 1863,” care J C-K. 


(Continued on page 246) 
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SIDE LINES—Continued 














Help Wanted 





SALESMEN (4) strong following gift, 
jewelry, department stores; beautiful 
line of cutlery, table and bar acces- 
sories with hand painted porcelain han- 
dles and staghorn with sterling trim 
handles; 10% commission; protected 
territories. Address “C., 1853,’ care 





SALESMEN, with good retail following, 
to sell ladies’ and men’s birth stone 
rings, diamond dinner rings,- crosses, 
cuff links and tie holders, in 10k and 
14k gold; state territory you are cover- 
ing and references; drawing against 
commission. Address “S., 1810,’ care 





SALESMAN ; experienced, represent man- 
ufacturer religious jewelry, gold and 
silver, excellent side line; territory New 
England States, and New York State 
except New York City; car necessary ; 
established accounts, commission basis ; 
references. Address “W., 1871,” care 
J C-K. 


SALESMEN wanted for New York, 
New Jersey, Pennsylvania and the 
New England States, to sell hand- 
painted sterling enameled jewelry, 
barrettes, bracelets, etc.; 20% com- 
mission. F. A. Hermann Co., 20 
Belmont Place, Melrose Highlands, 
Mass, 


SALESMEN, with following among re- 
tail jewelers, to represent us in our 
new direct selling of Apex Quadra- 
Flex watchbands throughout the 
country; several excellent territories 
available on commission basis; sub- 
mit detailed information to, Apex, 
Greenwich, Conn. 











SALESMAN, with non-conflicting line, to 
represent manufacturer of platinum and 
gold ring mountings consisting of sets, 
fancy cocktails, body rings, fancy wed- 
ding rings and earrings all for dia- 
monds; strictly on commission basis; 
most territories open; catalogs to help 
stir sales; give full particulars. Ad- 
dress “P., 1808,” care J C-K. 





RESIDENT salesmen, all territories, call- 
ing on retail stores; we have a very 
saleable and attractive line of 14K die 
struck earrings in the antique and hoop 
designs, priced from $6.50-$40 Key- 
stone; 10% straight commission; non- 
conflicting lines; state full particulars 
in first letter. Address ‘“‘T., 1868,” care 
J C-K. 





NEW YORK concern wants two jewelry 
salesmen to carry a side line in the 
Middle West and Southern territories ; 
considered the smartest creations in 
14K jewelry; must have department 
store following and rated accounts only ; 
samples consist of three trays; refer- 
ences required. Please write “C., 1849,” 
care J C-K. 





SIDE line; eight half-tray, compact 
quick selling ring line; manufac- 
turer to retailer and department 
stores; consisting of ladies’, men’s 
and children’s birthstone and onyx 
rings; ladies’ and gent’s zircon 
rings; wedding rings; commission 
basis, plus bonus; give full particu- 
lars; most territories open. Address 


“C., 1826,” care J C-K. 


WANTED; A-1 jeweler, who can repair 


and set stones. Address “V., 1461,” care 
J C-K. 





WANTED, two A-1 watchmakers; per- 


centage basis only. Address “T., 1460,” 
care J C-K. 





JEWELER, who can repair the general 


run of work in a jewelry store. Keller 
& George, Charlottesville, Va. 





JEWELER and setter combined, possess- 


ing ability ; fine shop in which to work; 
good pay; state experience. Address 
“N., 1794,” care J C-K. 





JEWELER, from 10 to 20 years’ experi- 


ence, to assist foreman; fine opening for 
a capable man; answer in detail: Ad- 
dress “V., 1792,” care J C-K. 





JEWELRY repairman, in refined, estab- 


lished store; excellent working, living 
conditions; good salary; state qualifi- 
cations in detail. Louis Selig, Elizabeth 
City, N. C 


SALESMAN, with jewelry store folloy. 
ing, to represent long establish ‘i 
ring house in South Atlantic 
Gulf States; diamonds and ¢o] 
stones; drawing against commit 
sions; all replies confidential 
dress “T., 1811,” care J CK, Ad. 





MANAGER for aggressive er 
store in Pennsylvania ; fine oto ere 
secure future for right man: must a! 
thoroughly experienced; top’ earni 
with the opportunity to earn a subs ngs 
tial bonus. Write in the strictest ope” 
fidence to, Colby Advertising Agen 
389 Fifth Ave. New York 16, No gu 





SALESMAN for nationally-known 4; 
concern ; diamond rings, colored oem 
etc. catering to credit jewelers, to take 
over territories of Michigan,’ Indian 
and Ohio, now covered by member 2 
concern ; drawing against commissions 
reply in strictest confidence. Addres 
“W., 1812,” care J C-K. - 





EXPERIENCED salesman wanted to 


manage jewelry store; must also be able 
to handle credit sales; opportunity to 
advance with long established firm. Ad- 
dress “B., 1753,” care J C-K. 





GOOD jeweler, with ability in developing 


new ideas; fine position and a future 
for a first class mechanic; give full in- 
formation in first letter. Address “Q., 
1793,” care J C-K. 





SALESMAN wanted, with non-conflict- 


ing line, with following to jobbers, 
to carry complete line of fine qual- 
ity watch attachments; Midwest, 
East and Southern territories open. 
Address “D., 1825,” care J C-K. 





SALESMAN, assistant manager; out- 


standing opportunity for the right man 
in exclusive fine jewelry store, West- 
chester County, New York, experience 
essential; salary plus commission. Ad- 
dress “E., 1827,’ care J C-K. 





SALESMAN, to call on West Coast job- 


bers with a line of gold-filled jewelry 
set with genuine stones and cultured 
pearls; must be experienced; give jew- 
elry background ; all replies confidential. 
Address “V., 1842,” care J C-K. 





WATCHMAKER, experienced; five day 


week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
how’ ag letter. Address “R., 2165,” care 





WATCHMAKER, also able to do some 


light jewelry work; good working con- 
ditions and salary; nice college town 
and farming community; good living 
conditions. Write, Burt Johnston, Boze- 
man Jewelry, Bozeman, Mont. 





REPRESENTATIVE for long estab- 


lished ring house, diamonds, col- 
ored stones, etc., comprehensive 
line; territory consists of Illinois, 
Wisconsin, Minnesota, Iowa and 
Missouri; replies confidential. Ad- 
dress “R., 1866,” care J C-K. 





WATCH and clock salesmen, with fol- 


lowing among retailers, wanted by 
importers of well known, low 
priced, fine Swiss watch line and 
imported clocks for Middle West, 
Texas and Western States, Address 
“H., 1860,” care J C-K. 





SALESMAN, represent leading manufac- 


turer of ladies’, gent’s mountings and 
stone rings; call on manufacturers and 
wholesalers; thoroughly experienced; 
capable ; travel; salary and commission ; 
give references and all details. Address 
“N.,. 1656, Care J Cok. 





SALESMEN wanted, for New England 
territory, State of Pennsylvania and 
New York State, excluding Greater 
New York City and Southwestern 
territory; manufacturer of popular 
priced line silver plated hollowware 
is open for good representation; 
line well placed in all above terri- 
tories; drawing account or straight 
commission; no objection to one 
side line. Address “J., 1679,’ care 
J C-K. 





THREE salesmen to represent Midwestern 


importing house in New England, East 
and South; excellent selling, fine cos- 
tume jewelry; non-conflicting side line 
acceptable; interesting straight com- 
mission; state full particulars in first 
letter. Address “D., 1854,” care J C-K. 








SALESMEN, to call on retail jewelers 


with a manufacturer’s fine line of 
diamond-set and unset 14kt dinner 
rings, together with bridal sets and 
gents mountings; special considera- 
tions to right man. Address “C., 
1819,” care J C-K. 





OPENING in North Carolina for experi 
enced man who_ understands credit 
jewelry business from A to Z: none 
other need apply; married man pre. 
ferred and must be capable of promot. 
ing window dressing, credit and ad. 
vertising ; give full particulars in first 
letter. Address “J., 1643,” care J C.K 





WANTED, young man with genera] 
jewelry store experience as assis. 
tant; duties visiting, and helping 
merchandise; small chain of high 
class stores in South; give experi. 
ence and reference and state salary 
wanted in first letter. Address “J, 
1763,” care J C-K. 


SALESMEN, with established following, to 
sell an outstanding promotional line of 
14K white gold diamond watches, with 
or without movements; diamond attach. 
ments, all diamond set crosses; wed- 
ding and diamond ring sets; also avail- 
able a well known, competitively priced 
good Swiss watch line; may be carried 
as side lines. Address “B., 1533,” care 








SALESMAN; manufacturer of gold and 
gold filled jewelry celebrating its 
50th anniversary has _ established 
territory available; excellent oppor- 
tunity for high calibre man calling 
on better retail jewelers and depart. 
ment stores in Carolinas, Virginias, 
Kentucky and Tennessee; all replies 
confidential. A & Z Chain Co., 116 
Chestnut St., Providence, R. I. 





IF you are a registered jeweler or certi- 
fied gemologist and have sales experi- 
ence and would like to share with owner 
responsibility of operating a high grade 
store, would like to discuss proposition 
with you; must be clean-cut, well man- 
nered and not afraid of work; complete 
information regarding your experience 
and general qualifications first letter; 
all replies confidential. Address, Moon 
Jewelry Co., Tallahassee, Fla. 





SALES representative wanted; nationally 
known New York manufacturer of sil- 
ver plated hollowware desires Southern 
resident with showroom, to cover entire 
Southern territory; must have estab- 
lished following in jewelry, department 
stores, antique dealers, gift shops, etc.; 
commission basis only; must be fully 
experienced with silver plated hollow- 
ware; non-conflicting line acceptable; 
state qualifications. Address ‘‘M., 1835, 
care J C-K. 


EXCEPTIONAL opportunity; —dia- 
mond ring house, well known to the 
retail trade, has an opening for 4 
salesman with established following 
in the industrial Midwest territory; 
we have established trade for many 
years in the territory, yielding to 
date $15,000 to $20,000 per annum 
income; liberal commissions an 
liberal drawing against commissions 
to the right man. Address “V. 
1774,” care J C-K. 
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SUCCESSFUL chain wants a 
for large new stores to be opene 
in the South; besides top— salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence ; our present 
managers know of this ad. Address 
“H., 1737,” care J C-K. 

SALESMEN; old established Rhode 
Island manufacturer of gold, gold 
filled and sterling staple and cos- 
tume jewelry selling direct to re- 
tailers, seeks two salesmen with fol- 
lowing to cover the Midwest on a 
liberal commission arrangement ; 
must be well known in the territory 
and give complete and _ intensive 
coverage; no objection to one non- 
conflicting side line; please furnish 
complete details as to background 
and experience which will be held 
confidential. Address “V., 1870,” 
eare J C-K. | 

iF you're what they call a darned good 
man, here may be just the opportunity 
you've been looking for, managing a 
fine modern credit jewelry store doing 
a large volume in a lovely scenic town 
of 50,000 in Southern New York State ; 
you must be thoroughly experienced vin 
every phase of store management ; you’re 
between 38 and 50, you want a perma- 
nent happy association with a healthy 
future; we have three stores; we have 
two swell managers ; we need one more ; 
if you think you fill the bill then write 
in confidence stating age, experience, 
salary record; thank you. Ed Freed, 
eare of Alpert’s, Elmira, N. Y. 

TWO SALESMEN; (1) New England; 
(2) Ohio, western Pennsylvania, 
West Virginia, Kentucky, with prov- 
en record of success selling to re- 
tail jewelers; established national- 
ly advertised line of quality watches 
has opening for qualified man, pre- 
ferably with following in above ter- 
ritories; will have full backing of 
progressive firm manufacturing 
largest line of waterproof and self- 
winding watches in the industry, 
with exclusive shock-proof feature; 
drawing against commission; non- 
conflicting side line; give full de- 
tails in first letter, stating age, ex- 
perience, references. Wyler Watch, 
131 E. 23rd St., N. Y. 


For Sale 


Stores, Stocks and Businesses 


























FOR SALE; two Florida stores with all 
top franchises; will sell to suit buyer; 
health reasons. Address ‘‘K., 1832,” care 





WATCH, clock repair store, thriving 
Westchester County city, near New 
York City; $3,000 takes all; terms pos- 
sible; must sell, other position. Address 
“R., 1809,” care J C-K. 


SMALL store, Detroit’s East Side; small, 
clean stock and excellent repair stand; 
good deal for man and wife; $5,000 
bir: ce Address “M., 1766,” care 


JEWELRY store; modern fixtures, air 
conditioned; largest, fastest growing 
suburb in Phoenix, Arizona; $20,000, 
fixtures and stock; name brands; re- 
tiring. Fuegen, 1740 E. McDowell Rd. 

FOR SALE; fully equipped credit jew- 

elry store, large city, suburb location; 

plenty foot traffic; with or without 

stock; N. W. Ohio. Address “Y., 1845,” 

care J C-K. 


PROGRESSIVE credit jewelry store Cen- 
tral New York State; established 14 
years; excellent reason for selling; vol- 
ume $75,000; minimum competition. 
Address “A., 1752,” care J C-K. 














FOR SALE; jewelry store, Central Ne- 


braska; all good franchises, will reduce 
inventory to suit, help finance right 
party for immediate sale; good lease 
building and fixtures. Steiner Jewelry, 
Sutton, Nebr. 





AN old established store since 1928, 


enjoying an excellent business, a 
real money-maker; all new front 
and fixtures; carrying all sterling 
silver franchises and top names in 
watches, giftware and appliances; 
store is located in town of 30,000 
outside Detroit; this store will stand 
rigid investigation; our suppliers 
ean tell you what a good buy this 
is; doctor’s orders to quit; that is 
the only reason for selling. Address 
“G., 1829,” care J C-K. 





FOR SALE; modern cash jewelry store, 


excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





FOR SALE, cash jewelry store, Central 


Massachusetts; excellent location; ex- 
cellent stock and fixtures; established 
50 years; can be bought right; impaired 
health reason for selling. Address “H., 
1530,” care J C-K. 





FOR SALE; well established jewelry and 


gift store; quality stock, attractive fix- 
tures, fine repair department; one of the 
best locations in rapidly growing Colo- 
rado Springs; owner wishes to retire. 
Address “N., 1603,” care J C-K. 





JEWELRY store in Eastern Pennsylvania, 


best location ; with or without merchan- 
dise, with or without accounts receiv- 
able; low rent goes with this estab- 
lished business. Write, Colby Advertis- 
a gees: 389 Fifth Ave., New York 





OPPORTUNITY to buy old established 


jewelry store, vicinity department and 
chain stores; cash, credit, modern: will 
sell whole, any part accounts receivable, 
stock; air conditioner, fixtures, or ex- 
change for real estate; retiring: New- 
ark, New Jersey. Address “F., 1821,” 
care J C-K. 


FIXTURES of two complete jewelry stores 
now available, due to relocations; mod- 
ern up-to-date styling, bargain prices. 
‘Edward Morris Co., 389 Fifth Ave., New 
York 16, N. Y. 





TOOLS, equipment, complete new plat- 
ing plant, gold, silver, nickel, copper, 
hundreds buffs, scratch brushes, sup- 
plies, three new Green rectifiers, buff- 
ers, vats, $3,000; write details. Moses 
George Jewelry, Thibodaux, La. 








Business Opportunities 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 











GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





See page 231, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., How- 
ell, Mich. 


ANTHONY J. Gregory, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago, Ill. 26. 


JEWELRY store location, famed Mon- 
terey California area; fully equipped ; 
good lease; no stock to buy. Address 
“D., 1785,” care J C-K. 


RAISE cash immediately through a 
dignified auction sale. Colmes & 
Brill, auctioneers and appraisers, 
15 W. 47th St., New York; see our 
display ad page 229. 














MODERN, exceptionally beautiful, air- 


conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
cation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock ; $10,000 without stock ; 
will consider trade with A-1 store in 
Arizona. Address “G., 951,” care J C-K. 





SMALL, one-man store in thriving indus- 


trial and rich farming section of Ohio; 
low rent, good location; important rail- 
road watch inspection contract: inven- 
tory can be reduced to minimum ; owner, 
out of city, with other interest; excel- 
lent opportunity for progressive in- 
dividual; all replies strictly confiden- 
tial. Address ‘“‘R., 1737,” care J C-K. 





MODERN credit jewelry store in Southern 


California; volume over $165,000 a 
year, choice location; have too many 
other interests, wish to retire; estab- 
lished over 20 years; fine reputation; 
will sell for inventory; will include fix- 
tures at no extra charge; all cash; in- 
ventory around $65,000 ; can be reduced ; 
clean merchandise; is possible with this 
location to do one quarter million dol- 
lars. Address “A., 1628,” care J C-K. 





FOR SALE, real money maker, town’s 


(population 25,000), largest credit 
jewelry store, 100% location, 28 
years of successful operation; ultra 
modern front; new blond oak fix- 
tures; air-conditioned; excellent 
lighting; grossed over $200,000, 
1953; reasonable rent; will sell at 
cost fixtures, machinery, equip- 
ment, without merchandise. Tip- 
ton’s Credit Jewelers, 9 E. Main, 
Shawnee, Okla. 





For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning ma- 


chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





MR. JEWELER, in the South, how about 
an auction sale conducted the way yeu 
wish; I have conducted more sales ‘n 
Texas than any other auctioneer. Morris 
Fair, 915 Gulf States Bldg., Dallas, 
Texas. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 








CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


RAISE CASH! A Miles flat sale guar- 
antees quick action and cash at a 
profit; sales planned to meet your 
individual needs; see us at the Dal- 
las Show. Marty Miles Sales, Inc., 
711 Texas St., Shreveport, La. Tele- 
phone 3-8667. 


OLD established watch attachment 
manufacturing company has open- 
ing for partner or will sell outright; 
wonderful opportunity for right 
party; it would require about $50,- 
000; we will not answer unless full 
information is given in detail. Ad- 


dress “N., 1500,” care J C-K. 
(Continued on page 248) 
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(Continued from page 247) 
BUSINESS OPPORTUNITIES—Cont. 











WANTED tools and dies for the manu- 
facture of ladies’ dresser sets, used or 
otherwise, to be used exclusively in 
Canada. Address ‘“‘C., 1754,” care J C-K. 





WANT TO SELL out, reduce stock, 
raise cash, etc.; our method of con- 
ducting flat sales or auctions has 
proven so successful in the past that 
we don’t hesitate to finance an auc- 
tion or flat sale for you; references 
from satisfied jewelers upon request. 
Harry Schechter Sales Service, 2 W. 
47th St., New York 36, N. Y. 





PARTNER wanted; manufacturer of gold 
rings who enjoys a good reputation for 
a long time is interested in an aggres- 
sive young man with experience as a 
salesman, or as a jeweler experienced 
in production work, who is willing to 
invest about $15,000; give full informa- 
tion in first letter; all replies kept 
strictly confidential. Address “M., 1806,” 
care J C-K. 





JEWELRY manufacturer of a very fine 
product, established many years, is in- 
terested in a partner or selling outright ; 
doing a fine business and could be tripled 
in a very short time; must be a man 
who understands the jewelry business 
and of a very fine character; will re- 
quire approximately $100,000 as down 
payment; give full particulars in first 
letter. Address “D., 1796,” care J C-K. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methors of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Wilson Sales 
System, 420 Madison Ave., New 
on Telephones PLaza 8-2110- 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out- 
of-business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, 
New York, N. Y. 





DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693; 
See page 121 for additional details. 


a ee 
Wanted to Purchase 


ESTABLISHED jewelry store, handling 
name lines; good location and lease; 
preference to Illinois; replies confiden- 
tial. Address “B., 1816,” care J C-K. 














CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





ESTABLISHED, small jewelry store with 
good repair business; prefer Ohio or In- 
diana; would consider other locations. 
Address “F., 1760,” care J C-K. 





WANTED to buy an established jewelry 
store with a good reputation; prefer 
medium size town in Northeast, South 
or Middle West; replies strictly confi- 
dential. Address “B., 1791,” care J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, III. 





ESTABLISHED jewelry store wanted with 
good amount of repairs, in city of 
30,000 or more; good location; New 
York State, Connecticut or New Jersey ; 
give full particulars in first letter. Ad- 
dress “T., 1840,” care J C-K. 





STERLING silver flatware and standard 
brand watches; immediate payment or 
estimate by return mail; references, 
Jewelers Board of Trade or Dun & 
Bradstreet, London Watch Co., 540 5th 
Ave., New York 36, N. Y. 





WANTED; interested in buying cash 
jewelry store (not repair shop) with es- 
tablished reputation; will pay highest 
possible price; prefer Northeastern 
United States; replies confidential. Ad- 
dress “E., 599,” care J C-K. 


$3$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 








WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 





WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours, R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weiman’s, Dept. K, 108 
Beale Ave., Memphis, Tenn. 








To Let 


WANTAGH, Long Island, New York, 28,- 
000 population and growing; ideal 
store for jewelry, silver gifts and re- 
pairs, 12’ x 60’, two jewelers’ windows; 
rent $175 month; immediate occupancy. 
Kirsch Sales Co., 366 Fifth Ave., New 
York 1, N. Y. Wi 7-3267. 








—_—_—_—_———...., 
Watch Work, etc., for 
the Trade 


WATCH repairs, satisfaction, servi 
—,, hy ecm service ; 
supplied on request. G. S. Watch i 
918% Main St., Mt. Vernon, Ti, Repair, 


ris 
SPECIALIZING in repairing chrono 
and all types of watches; all watches 
timed by the Watchmaster ; guaranteeq 
service. I. Altay, 22 W. 48th St. New 
York 36, N. Y. f 














ONE week’s service; one year guaranty: 
expert watch repairing, accurate Watch. 
master timing; reasonable prices. Fred 
eal 48 W. 48th St., New York 36, 





COMPLICATED and plain watch repair. 
ing ; chronograph cleaning, $8 ; watches 
timed on Watchmaster, one week’s ger. 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service; prices on request; mail 
orders invited. David Migdal & (Co, 
109-B Summer St., Tel. Hu 2-9547. 


COMPLICATED and regular repairs ac- 
cepted for complete or partial work: 
trade list on request; chronographs 
cleaned and mainspring $7.50. Howard 

Simon, Huron St., Lake Ronkonkoma, 


N. 


CHRONOGRAPHS cleaned, $6.50, postage 
prepaid; competitive prices on all re- 
pairs on request; Watchmaster timed; 
week service; year guarantee. Time 
Craftsmen, 35 S. 13th St., Philadelphia 
Uy, ees 


TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service price list upon re- 
quest. H. Spielman Co.. 9 Maiden 
Lane, New York 38, N. Y. 


MODERN watch repair service; humidity 
controlled, dust free shop; staff of 
highly qualified experienced repairmen ; 
work electronically timed and adjusted; 
automatic and chronograph watches our 
specialty ; waterproof watches sealed 
in condensation free air; 5-day service; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Leona Ave.,, 
Chicago 30, Ill. 

















Special Order Work and 
Repairs for the Trade 











PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings: lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 





Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 


UNUSUAL opportunity; fine home- 
office on Fifth Avenue available 
free to diamond merchant traveling 
out of New York City; we are a 
progressive diamond house, willing 
and able to give valuable support, 
also in merchandise. Address “E. 


1797,” care J CK. 
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The Dangerous Age 


Much has been written about “the dangerous age” for 
men. But few men know much about the dangerous age 
for their businesses. 

Yet, statistics exist and a study of compilations by 
Dun & Bradstreet provides excellent introspective mate- 
rial for the young businessman. 

For example, an interesting aspect of commercial 
failures is that if a concern is destined to be a failure, 
it takes little time in becoming one. And this condition 
is fairly constant throughout the years. 

Roughly, the figures reveal that of all failures each 
year 22 per cent will be among those in business two 
years or less—17 per cent three years or less—l2 per 
cent four years or less—10 per cent five years or less— 
10 per cent six years or less. Therefore, approximately 
70 per cent of all commercial failures are represented by 
firms which are six years or less, old. Quite a high rate 
of business baby mortality. 

Why is this so? 

Let us analyze the reasons for the failure of 8,058 busi- 
nesses in one recent year, revealed by information 
gathered from credit reports in Dun’s files. Let us look 
particularly at retail figures. 

Were they due mainly to disasters or “acts of God”? 
Only a minor 1.8 per cent can be so classified and many 
of these occurrences—fire, flood, burglary, etc.—could 
have been provided against through insurance. 

Was it due to fraud on the part of the principals? 
Again, only a minor percentage (3.2) of all types of 
retail failures are charged to that. And incidentally, 
retailers have the lowest percentage of any category in 
this cause of failure. 

When it comes to “neglect,” however, the retailer 
classification is highest with 6.7 per cent. 

The great bulk of failures among retailers is due to: 
Lack of Experience in the Line (17.0); Lack of Mana- 
gerial Experience (15.1) ; Unbalanced Experience (12.9) ; 
and Incompetence (42.5). These four reasons for fail- 
ure are identified with roughly 90 per cent of all such 
cases. . 

Take another look at those four factors of failure. 
Could there be a better recommendation for the regular 
reading of trade papers? 

Every article in each issue of a good business publi- 
cation must measure up to the need for adult education 
in correcting these existing deficiencies. This is a major 
part of the editorial policy of any successful trade paper. 

We had further confirmation of the need for this 
trade-wide service from one of the country’s most suc- 
cessful, probably the country’s most respected, auction- 
eers who visited with us a few weeks back. 

He said, and we quote accurately, “I have never been 
called upon to put on a liquidating auction for any 
jeweler who read his trade papers regularly.” 
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This, of course, doesn’t mean that if you don’t read 
your business magazine regularly you are going to fail, 
But we do believe that it strongly suggests that those 
who regularly read their trade paper will be reducing 
to a minimum the danger of failure from lack of bal. 
anced experience. 

Now to whom is this editorial material, designed to 
supply a deficiency of experience, likely to be of greatest 
value? 

Is it to the men who have been in the business for ten 
twenty, thirty years? Or, to those young men who se 
going through the dangerous age of their business lives— 
their first six years as merchants? 


Positive Thinking 


How many jewelers there are who, at any time, can 
list all of the industry problems they are up against! 
How few jewelers there are who can list all of the con. 
current opportunities which are facing them! 

As “Peck” Zeitung of the International Silver Co. 
said in essence recently in an address to his company’s 
wholesalers, “Too many wholesalers and retailers, with 
their eyes fixed on the problems of the industry, open 
their doors every day expecting to do less business. 
Though their problems are great, their opportunities are 
greater and if they will only concentrate on their oppor- 
tunities, they will automatically solve many of their 
problems. Thus, they would be able to open their stores 
each day anticipating an increase in volume rather than 
expecting to do less.” 

“Positive Thinking,” the two magic words which form 
the basis of the dynamic philosophy of Dr. Norman Vin- 
cent Peale, represent an available key to unlock the ir- 
resistible power which lies within every jeweler. 


“It's Only Money"—Or Is It Peanuts? 


If there is significance in our publishing the following 
two paragraphs in conjunction with each other, we hope 
that the message is evident. 


The Jewelry Industry Tax Committee will be forced to 
further curtail its vitally important activities unless more 
funds are forthcoming from the industry. The Jewelry 
Industry Council cannot expand its much needed services 
unless more dues-paying memberships are received. 

The peanut industry proposes to spend $1,200,000 in 


1955 for institutional public relations, advertising and | 


sales promotion. 


Merle A Rie 


Editor 
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a fresh, all-new pattern with fresh opportunity for you! 


Flair is really modern, has beauty of design 
that will be in good taste for years to come. 
Flair has everything! Most popular pattern 
in 16 years of style testing . . . first balanced 
place settings in modern silverplate . . . multi- 
purpose flatware, holloware . . . new set 












combinations . . . new design chests . . . new 
all-silver traffic-makers! 

See and order Flair NOW through your 
1847 Rogers Bros. representative or your 
approved wholesale distributor. 


1847 ROGERS BROS. 


America’s Finest Silverplate A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 








Oneida Ltd. brings you “NEW ERA” —a brand-new pattern 
launching a brand-new silverware line. Here is a line that will 
answer your needs “ .: fine quality and contemporary design 
in popular-priced si: ‘>rplate. A pattern that will attract your 
budget-minded customers. 


Sell these quality f2atures of Oneida Community Silver. 


plate—all available fur the first time at this moderate price! 


1. Impressive hollow-handle knives, forged blades, with 
serrated edges. 


2. Unusual in design. See “NEW ERA’S” clean, contem- 
porary lines. 


3. New-size place knives and forks, useful at every meal. 


Available in 52-pc. service for 8, including handsome new 
chest of imported Caroba wood, at only $49.95 retail. 


TO HELP YOU SELLI 

For complete details on new chest plus Special 
Introductory Offers and Free Display, please 
turn inside to page 47. 





